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Proves That Increased 
Sales and Ad Budgets 
Reverse Sales Decline 


PIrTsBuRGH—Historically it has 
been Common practice for manu- 
acturers faced with declining 
ales to hack away first at sales, 
dvertising and sales promotion 
budgets in spite 
of the millions of 
words that have 
been spoken and 
written about the 
inconsistency of 
reducing sales ef- 
fort at the very 
time it is most 
needed. This 
trend, while gen- 
eral in both the 
consumer and in- 
dustrial goods 
elds, has been particularly preva- 
pnt among industrial equipment 
anufacturers. 
A notable break in the pattern 
now being furnished by the 
ockwell Mfg. Co. of Pittsburgh, 
rhich, as sales have tightened dur- 
g the past year, has expanded its 
les force, increased its adver- 
sing budgets and poured addi- 
onal money into showmanship 
ilculated to soften the toughening 
sistance of buyers. 


. F. Rockwell Jr. 
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That the policy has paid off so 
pr is evidenced by the fact that 
uring the first six months of this 
ear, Rockwell divisions generally 
aintained sales at higher relative 
pvels than the average companies 

most of the industries in which 
ey operate. Further, additional 
Riles costs did not come out of the 
ide of the stockholder, as has so 
ften been the case in American 
dustry when labor or material 
ers, sts have gone up. 

s Instead, with sales down from 
64,799,000 in the first six months 

1948 to $32,195,000 in the first 

x months of 1949, earnings per 


; mes- 
+» PFro- 


4,353 Hhare of stock went up from $1.46 
at the § 51.56, book value per share of 
ock increased from $13.15 to 
~ aed 5.41, dividends were increased by 
culation Mearly 50% for the comparable 
25 eriod. As a consequence, Rock- 
AD fell stock has responded con- 
97 derably better than the market 
. Pnerally during the recent stock 
a turn. 
ma Among the products of the 
this ockwell Mfg. Co. are Pittsburgh 
jual uitable meters and regulators 
s for br gas, water and oil industries; 
ting ordstrom and Edward valves; 


eita, Delta-Homecraft, Crescent 
d Multiplex wood and metal- 
orking power tools; Ohmer taxi 
eters, fare registers and cash 
gisters; Rockwell packaging ma- 
ines; V & O punch presses; Ar- 
ce refrigeration hardware and 
biking meters, hydraulic drives, 
On and brass castings. 

The emphasis on sales in the 
0°ckwell company was an ex- 
Fcted and planned-for develop- 
(Continued on Page 132) 
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= Rockwell Spends More 
§ and Bests Downtrend 


CBS Tells FCC 
‘Color TV Ready 
for Public Now’ 


Columbia Officials Say 
RCA Color Too Costly 
for Mass Market Sales 


WASHINGTON—The color televi- 
sion issue was dropped sauarely in 
the lap of the Federal Communica- 
tions Commission last week, with 
CBS arguing that its system “is out 
of the laboratory and ready for 
the public.” 

Dr. Peter Goldmark, who has 
directed the expenditure of $3,- 
500,000 on CBS color since 1940, 
read an 8l-page explanation of the 
CBS case. 

His own summary, at a press 
luncheon Thursday, was simply: 
“It’s ready and it’s cheap.” 

The principles of the system 
had been worked out by Dr. Gold- 
mark while honeymooning in Can- 
ada in 1940: He had seen his first 
technicolor movie, “Gone with the 
Wind.” He was so impressed with 
color that before the evening was 
over, he had sketched out the plan 
which remains the basis of CBS 
transmitting and receiving equip- 
ment. 


ws The CBS system was subjected 
to a “test of fire’ Thursday and 
Friday, as members of the FCC, 
and the 200 attorneys, engineers 
and newsmen covering the color 
hearings watched a demonstration 
ranging from test patterns and 
pretty models to local and net- 
work programs featuring jugglers 
and action-packed football. 
Under questioning, Dr. Gold- 
mark conceded that some flicker 
was evident in the test patterns, 
but he pointed out that flicker is 
evident in b&w transmission, too. 
Three years ago, FCC rejected 
(Continued on Page 8) 


Checks 30,816 
‘SEP’ tells ‘believability’ 
of 4 magazines’ ads. See 
Page 38. Other features: 


Advertising Market Place 
Along the Media Path 
Business Paper Linage 
Coming Conventions 

Creative Man’s Corner 
Department Store Sales 
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In Washington 
Obituaries 
Photographic Review 
Rough Proofs 
Salesense in Advertising 
Voice of the Advertiser 
What They’re Saying 
You Ought to Know 


Comics Weather 


Storm; Ad Gain 
in ‘50 Expected 


Trouble with Censors 
Ebbs; Ad Volume Drops 
but Few Publishers Glum 


By JOHN CRICHTON 


New YorK—The. comics, which 
this year underwent the strongest 
storm of criticism to assail any 
medium in years, looked last week 
like a confident boxer, who has 
weathered a bad round, but won it. 

In fact, from every aspect ex- 
cept one—advertising linage—com- 
ics looked stronger than they did 
before they walked into the verbal 
barrage and the flurry of ordinan- 
ces. 

As 1949 hits the homestretch, no 
state has enacted legislation ban- 
ning comics, or subjecting them to 
censorship. There is still room for 
concern: Three of the _ states 
checked legislation until next year 
—Massachusetts, New York and 
California. In New York, there is 
still a legislative inquiry commit- 
tee to look into comics books—and 
publishers anticipate they’ll be tes- 
tifying shortly. 

Nevertheless, the comics did very 
well for themselves. Some 16 states 
had 32 bills or resolutions affecting 
comics books, and to date none has 
become law. A measure which 
passed in New York was vetoed. 


a The industry took a strong stand 
against censorship, and pitched 
strongly for self-regulation. It was 
never a wholly united front: The 
National Association of Comics 
Magazine Publishers, with 14 mem- 
bers and about one-third of the 
industry’s circulation, does not 
(Continued on Page 130) 
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Brorby Makes Strong 
BMB Plea to Four A's 


G . 


“ast in De I; if Sayers eas 
Only 5¢ , 
NEWBORN—Life Savers Corp., Port 


Chester, N. Y., which is introducing a new 
product, Stik-o-pep, is using this an- 
nouncement copy in Life, Look, and The 
Saturday Evening Post. Young & Rubi- 
cam, New York, is the agency. 


Exporters Not 
Increasing Ads, 
Agency Men Told 


New YorK—Highlights of the 
first international advertising con- 
vention of the Export Advertising 
Association held here last week 
included: 

1. A registered attendance of 
nearly 500, and displays of ex- 
hibits by 15 agencies, 17 inter- 
national media, 4 media repre- 
sentatives, 13 foreign media, and 
6 publishers and service organiza- 

(Continued on Page 137) 


Last Minute News Flashes 
McConnell Becomes President of NBC 


New YorK—Niles Trammell, president of National Broadcasting Co. 
since 1940, has been elevated to chairman of the board of directors. 
Joseph H. McConnell, executive vice-president of Radio Corp. of Amer- 
ica, NBC’s parent company, will move into Mr. Trammell’s post. David 


Sarnoff, chairman of RCA’s board, 


favor of Mr. Trammell. 


vacated the NBC chairmanship in 


Renuzit Tests Newspaper Copy in Baltimore 


PHILADELPHIA—Renuzit Home Products is running a test campaign 
in Baltimore using full pages of editorial-type copy every two weeks 


alternately in the Sun (mornings) 


and the News-Post (evenings) on 


Renuzit cleaner and Renuzit spot and stain remover. Results of six to 
eight weeks testing will furnish data for the 1950 ad program. Mc- 


Cann-Erickson is the agency. 


Cowles Gets Title of ‘Flair’ by Agreement 


New YorK—Flair will become the exclusive name of the new Cowles 
publication, and the title Date-Book (instead of Flair) will be used 
from now on by Harvey & Howe Inc. for its teen-age section in 
What’s New in Home Economics. Cowles’ exclusive right to the name 
was decided “by mutual agreement” between W. S. Harvey Jr. and 
Gardner Cowles. The dual use of the name was termed an “innocent 


coincidence.” 


Goodrode Named Bendix Appliance Ad Chief 


Soutu BEnp, INp.—Melvin H. Goodrode, formerly head of sales pro- 
motion activities for J. Walter Thompson Co. in Chicago, has been ap- 
pointed director of advertising and sales promotion for Bendix Home 


Appliances Inc. 


(Additional News Flashes on Page 137) 


Gallup-Robinson Service 
Rates Told by LaRoche; 
Zeisel Hits Radio Data 


New YorK—A reasoned plea 
for advertising agency support 
of the Broadcast Measurement 
Bureau was made here last week 
by Melvin Brorby, vice-president 
of Needham, Louis & Brorby, in an 
address before the research session 
of the eastern conference of the 
American Association of Adver- 
tising Agencies. 

Mr. Brorby told the agency men 
that Nov. 14 will be a critical day 
for the BMB. That is the day a 


For other stories on Four A’s 
meeting, see Pages 18 and 135. 


special National Association of 
Broadcasters committee will de- 
cide BMB’s fate. Mr. Brorby urged 
that NAB delay its action until the 
appearance of Report No. 2, slated 
for some time in November. 

He also told the agency men that 
they have been lax, that many 
broadcasters do not believe that 
agencies use BMB data, and that 
agencies have poor liaison be- 
tween time buyers, research de- 
partments and management. 


ws “It has been said,’ Mr. Brorby 
reported, “that if agencies keep 
telling broadcasters they need 
BMB” retention of the measuring 
service might be possible. He sug- 
gested—carefully forswearing any 
idea of “blackmail or undue press- 
ure’’—that agencies express their 
opinions on BMB to broadcasters, 
and a list of broadcasters 
subscribing to Report No. 2 and 
those who supported Report No. 1 
were distributed at the meeting. 

He called Report No. 1 an ex- 
periment, “supported by faith, 
and paid for largely by cheap dol- 
lars,” and he noted the sniping 
at BMB by stations, representa- 
tives and research companies. He 
reported that Report No. 2 has only 
604 subscribers and has _ been 
largely financed by the NAB and 
Four A’s. 


a The meeting also heard the 
first formal announcement of the 
rates on the Gallup-Robinson Im- 
pact Service. It came, strangely 
enough, from neither of the two 
researchers, but from D. E. Rob- 
inson, vice-president, C. J. La- 
Roche & Co., who reported on the 
technique to the committee be- 
cause his agency had used it. The 
service, as now organized, covers 
every other issue of Life and The 
(Continued on Page 133) 


Biggest Ever! 

This is the largest issue, 
from the standpoint of total 
pages, number of copies 
printed, and advertising rev- 
enue, which ADVERTISING 
AGE has ever published. 
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Crime Photographer (Philip Morris), 
4 Lever Programs A eee mameccian * sallparesaantell 13.3 ewe Eye Launches 
Big Town (Lifebuoy), NBC ..cccccccc:...- 12.9 | Label Promotion 
Lea oope tin People Are Funny (Raleigh), NBC ....12.8 Birds Eye Frosted Foods division 
d H ra gs Bing Crosby (Chesterfield), CBS ...... 12.8 | of eden | Foods Corp., New York, 


New YorK—Lever Bros. Co., bd one ary Smeg Th — last week launched its “dollar a 
which took the first three places e cape 2 csepeece Bh seem if label” promotion. Housewives save 
on the Sept. 15 Hooper report, |,.“VeTase evening sets-in-use Of| 99 |abels from any Birds Eye prod- 
gained one on the Sept. 30 report 28.0 is up 3.1 from last report, 3.7 uct, and each wrapper counts for 
taking all four top places ’| from a year ago. Average rating|$1 toward one of two Philco home 

The leaders: , of 7.8 is up 1.5 from last report and freezers. A limit of 20 labels will 


be honored by Philco dealers. 
Radio Theater (Lux), CBS ................... 2).1| 0.7 from a year ago’ 
My Friend Irma (Pepsodent), CBS ....16.4 Birds Eye and Philco will com- 


bine on the push, with Birds Eye 


Age: lil 16.4 | Tedesco to Russel Wright promoting it on spot radio and 
Bob Hope (Swan), NBC oo... 16.2 Leon B. Tedesco, formerly mer-|Philco on its radio shows. Both 
Fibber & Molly (Johnson's wax), chandise manager of home fur-|COmpanies will provide -point-of- 

NGI Ss 16.1 nishings of Dey Bros. & Co., Syra- sale material. The promotion ends 
ee ee ne ae 16.1/ suse, has been appointed sales and | Dec. 3. Young & Rubicam handles 

ee ’ 15.9 | advertising manager of the Russel | Birds Eye, and Hutchins Adver- 
Jack Benny (Lucky Strike), CBS ...14.7| Wright division of Iroquois China| tising Co., Philadelphia, has the 
Mr. Keen (Whitehall), CBS ..........0..- 13.6 | Co., Syracuse. Philco account. 


Ad Agency, PR Firm Merge 


Worlds Leading Magazine for Yachtsmen\ ,.% eine scenes, ont Prask Block 


ST; & Associates, St. Louis, public re- 
= in lations counsel, have merged un- 
a der the name of Westheimer & 

f f NERTISING | Bigck, with offices at 315 N. 


a7 and SALES RESULTS | Seventh St., St. Louis. Principals 
$72 MADISON AVE.N.Y. 22 me tae E. Westheimer and Frank 
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Oh, we’re going great guns since we started 
advertising in The Des Moines Sunday Register 


Things must be booming for a lot of Des Moines Sunday 
Register advertisers—they'’ve made it one of the first seven 
Sunday newspapers in general advertising linage. And with 
good reason— 


Coverage: The Des Moines Sunday Register reaches 7 out 
of 10 lowa families. 


Circulation: Over 500,000. Only nine other cities have 
papers that big. 


Market: A big urban market, the biggest farm market. Total 


spending, five billions a year! PACKAGES A STA wnsan 


Cost: Milline rate for The Des Moines Sunday Register is MARKET RANKING AMONG 
only $1.66. AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER anv TRIBUNE 


ABC Circulation March 31, 1949: 
Delly, 368,165—Sunday, 513,001 


Advertising Age, October 10, 1¢ 


“Also,” he added, “pricing in t 
TV Set Makers industry is determined by the lo 
est cost producer in the industr 
If anyone markets a better set ; 
See Peak Sales a lower price we are all going { 
have to follow suit. Customers « 
in ° ways will be getting the best pog 
in Fall Winter sible value, because anyone whi 
v] doesn’t give that value is goi 
out of business in about 27 days.’ 
Cuicaco—The summer slump in 
television set sales definitely is|m™ Zenith’s Fred Parsons concurram 
over, representatives of Chicago|in the display of mass optimis 
TV manufacturers told the Chi-|Said he, “We are headed for t 
cago Television Council last week, | biggest business we have had 
and prospects for booming sales| opportunity to be a part of.” 
through April next year are “ex-| Pp. V. Galvin, president of M 
cellent.” torola, struck a slightly differe 
Executives of Hallicrafters Co.,| note, however. Agreeing that bug 
Sentinel Radio Corp., Admiral|iness is booming, he asserted: “] 
Corp., Stewart-Warner Corp., Ze-/there is any one reason why o 
nith Radio Corp. and Motorola Inc.| business has opened up and flour 
were unanimous in forecasting| ished after Labor Day, it’s bee 
peak sales for this fall and winter.| because better sets are availab 
Said W. J. Halligan, president of | at better prices. 
Hallicrafters: “This business is| “I believe,” he continued, “tha 
either feast or famine. We’ve had/we in the television industry a 
our famine and now we’re having| going to have to recognize ths 
our feast.” we have a seasonal business. 
don’t believe that people will s 
a E. G. May, general sales man-| and watch TV in a 100° tempera 
ager of Sentinel, declared: “During/ ture, and I don’t think that man 
the last four or five months it has/| ufacturers recognized that fact th 
been almost impossible to sell sets, | year.” 
but now sales in this area are| Several executives on the pang 
going like an October prairie fire.” | referred to color video, but indi 
Admiral Corp.’s spokesman, Jo-| cated that they intend to put thei 
seph Marty, also exuded optimism.|maximum efforts at the prese 
“We don’t see any end to the pres-| time into the manufacture of su 
ent market,” he asserted. “The fu-| ficient b&w receivers to meet th 
ture of TV set sales is as wide as|new demand. 
you can think and as high as you 
can look,” at least for the next| Heyden Chemical Renames 
five years. Division: Appoints Two 
My a apts —_ we he —r Heyden Chemical Corp., Ne 
al we have to se is what 1S! york, has renamed its biologi 
on the end of the cathode tube. We | qivision the professional product 
can provide circulation, but it re-| division. The new division wi 
mains for advertisers, sales pro-|be responsible for the develo 
motion people and program di-|ment and distribution of Heyde 
rectors to put pictures on the end| penicillin and streptomycin pro 


f i ucts. 5 
pelteagtian «deen gtyag pent ts: Quindaro S. Ball, formerllg§ 
: vice-president in charge of sal@am 
> _ land advertising of Ernest Bischofiii™ 
# Samuel Insull Jr., vice-presi-|Co, Ivoryton, Conn., has beema 
dent of Stewart-Warner, told the|named manager of the new d a 
+ 


or ‘+:  -. ase eee. 


luncheon meeting that “our. indus-| vision. Dr. Charles H. Mann, fo 
try is unusual in that most of the|merly associate director of t 
basic patents and basic engineer-|4epartment of public health « 


: : E. R. Squibb & Sons, has bee 
ing are pooled. And despite the . : ty 

: ’ appointed medical director. Ne 
fact that TV manufacturing is a offices have been established 


highly competitive field, there is| 995 w. 34th St., New York. 
a great deal of interchange of in- 


formation at the technical and re- ‘Courant’ Adds ‘Parade’ 


search levels. 
orm: , The Hartford Courant has adda 
This arenes that no basic de- Parade to its Sunday editions, eam 
velopment is going to be hoarded | fective Oct. 9. The Courant’s Su 
—it will be spread to all manu-| day magazine section will be con 
facturers.” tinued. 


Free Artcopy 
from Kodachromes 


To Provide Finer, More Flexible 
4-Color Process Plate Producfion 


CHROMART Prints actually page... color films cannot. 
cost you nothing. Platemakers 

charge from 25% to 50% more We can correct shots that are 
when working from a color “off” in color. We can even 
transparency than from a_ vary colors locally without de- 


Chromart. This saving paysfor stroying texture . . . such as 
your print! changing a scarlet sweater to 


red or blue. 
A Chromart Print is full-color ; 
artcopy, made from your trans- We have been making artcopy 
parency and to the size you for top agencies from coast-to- 
specify. It has these advantages: coast for 12 years. We know 
It can be dramatically displayed, what qualities art directors like 
intelligently okayed, lettered, and what platemakers require. 
retouched as desired, pasted Chromarts are priced from $52 
into final art with but one set to $122, depending upon the 
of plates needed for an entire size ordered. Investigate! 


Frank Miller Laboratories 
846 North Fairfax, Hollywood 46 
America’s Oldest Colorprint Service 
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NBC Boosts TV. 
Station Rates; 
Others Will, Too 


New YorK—That sharp increase 
in television time rates which 
many TV sponsors have anticipated 
came last week as National Broad- 
casting Co. announced new rates, 
with increases for some stations 
ranging up to 874% %, and the other 
networks prepared to follow suit. 

Effective Nov. 1, NBC will raise 
the base hourly rate of its key 
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New York station, WNBT, from 
$1,500, $2,000. Spot announce- 
men? rates also are expected to 
go up- proportionally. 

Although no official announce- 
ment was made, American Broad- 
casting Co.. and Columbia Broad- 
casting System will bring their 
local New York rates into line 
with NBC’s. An hour of Class A 
time on WJZ-TV and WCBS-TV 
now costs $1,500. DuMont Tele- 
vision Network (WABD, New 
York, charges $1,500 an hour for 
Class A time) indicated earlier 
that rates would be revised this 
fall in line with circulation gains. 


ws Thus advertisers in New York 
will soon be paying a higher basic 
hourly rate for TV, which doesn’t 
yet approach radio in circulation, 
than for radio. Class A hourly rates 
for the network’s New York sta- 
tions are: $1,200, WNBC; $1,350, 
WCBS; $1,200, WJZ, and $1,200, 
WOR (the latter also is the rate 
for WOR-TV, which bows this 
week). 

These rate comparisons are not 


exact since Class A time for these 
Manhattan stations usually is sold 
on a network basis, which gen- 
erally is somewhat higher—ap- 
proximately $200. 

Television rates are out of date 
practically before they get in print, 
but the changes announced by 
NBC, effective Nov. 1, are: 


New Formerly 

WBZ-TV, Boston $750 $400 
WRGB, Schenectady 325 250 
WPTZ, Philadelphia 1,000 625 
WBAL-TV, Baltimore 550 375 
WNBW, Washington 500 350 
WNBT, New York 2,000 1,500 
WTVR, Richmond 250 175 
WBEN-TV, Buffalo 325 259 
WNBK, Cleveland 600 375 
WSPD-TV, Toledo 300 200 
WW4J-TV, Detroit 600 400 
WNBQ, Chicago 1,000 600 
WTMJ-TV, Milwaukee 350 300 
KSD-TV, St. Louis 425 300 
WGAL-TV, Lancaster, Pa. 200 159 
WLWT, Cincinnati 350 300 
WDEL-TV, Wilmington 200 

WSB-TV, Atlanta 250 200 
WBAP-TV, Fort Worth 250 290 
KNBH, Los Angeles 900 690 
KSTP-TV, Minneapolis 325 259 
WBTV, Charlotte 175 150 


+ Many of the above stations are 
affiliated with several hookups and 
the rate changes will affect their 


network rates as well. If the past 
pattern is followed, other stations 
in the same cities, which haven’t 
already done so, will bring their 
rates in line with those of the 
competition. 


e Harry C. Kopf, NBC administra- 
tive vice-president, who announced 
the rate changes, pointed out that 
the NBC-TV interconnected net- 
work will deliver nearly four 
times as many television homes as 
a year ago and at a cost per thou- 
sand 26% less under the increased 
rates. 

Columbia’s new printed card, 
due in November, will include dis- 
count changes designed to make 
it worth the advertiser’s while to 
use TV consecutively and to buy a 
greater number of stations. Both 
ABC and CBS will raise basic spot 
rates for New York as well as 
basic hourly rates. 

Among other stations with in- 


creases effective Nov. 1: 
New Formerly 


WAAM, Baltimore $425 $375 
WTVN, Columbus 300 200 
WNHC-TV, New Haven 400 300 


This is not a fairy story ... it’s a Hooper 


story: 


For 


five consecutive months, (Dec. '48 


thru Apr. '49) WDAY had the highest 
Share-of-Audience ratings — Morning, 
Afternoon and Night — of all stations 


in the country! 


What's more, we expect to get it again 
for the next 5-month period! 


River Valley. 


In addition to this amazing urban superi- 
ority, WDAY also has tremendous rural listen- 
ership. A new booklet gives facts and figures 
on some typical campaigns over WDAY— 
box-top premium offers, mail-order sales, and 
mail-pull response to prize contests. The num- 
ber of replies, cost-per-reply and comparative 
costs paint an impressive picture of WDAY’s 
large and loyal audience throughout the Red 


Get this new booklet today! It will convince 
you that WDAY is indeed one of the most 
fabulous stations in the nation, located in 
one of the most fabulous farm regions! 
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WDTV, Pittsburgh* 350 300 
WAVE-TV, Louisville 259 20 
WTCN-TV, Minneapolis 325 250 
WJBK-TV, Detroit* 600 400 
WAGA-TV, Atlanta 250 200 
KING-TV, Seattle 300 250 
WHIO-TV, Dayton* 300 200 


*Effective Oct. 1. 


THORNBURGH EXPECTS 
TV STATION PROFITS 

New YorK—Donald W. Thorn 
burgh, president and general man 
ager of WCAU and WCAU-T 
Philadelphia, last week predicted 
that television stations in man 
“older TV” cities will get in the 
black within the next 12 months 

Mr. Thornburgh spoke before th 
first meeting of the season of th 
Radio Executives Club. 

“Our rates have been held dow 
because the price of television ad 
vertising was based on radio rate 
rather than on the services in 
volved,” he said. “Video rates mug 
be increased; the growth of tele 
vision will justify those increases. 

He said major radio statio 
throughout the country are enjoy 
ing a peak spot business, wit 
“only the small stations sufferin 
from lack of overflow business. 
Despite the inroads of TV on ra 
dio in major cities, audiences t 
sound broadcasts are more tha 
sufficient to justify the current ra 
dio rates in those areas, he added 


TV STATION RATES 
REPORTED INCREASING 


WASHINGTON—An upward trend 
in TV station rates, geared to in 
creased “set population,” is one of 
the basic trends in telecasting rec 
orded in the ninth quarterly “Tele 
vision Rates and Fact Book” pub 
lished Oct. 1 by Martin Codel’ 
Radio News Bureau. 

Of 75 stations covered in th 
July edition, 20 reported highe 
rates for October. The rate card 
of the four networks automatic 
ally increase also. 

The quarterly lists 83 station 
with scheduled programs on Oct 
1, with an additional nine due o 
the air during the month. Only 2 
other stations are under construc 
tion, and applications for 349 mor 
are pending in the FCC files. 

The directory also lists mor 
than 100 TV set manufacturers an¢ 
their models, more than 400 pro 
gram syndicators, 40 trade asso 
ciations and 16 labor unions con 
nected with TV, 20 station repre 
sentatives and-a miscellany 0 
other data. 


‘Arizona Times’ Discontinued 


The Arizona Times, Phoenix af 
ternoon daily newspaper whic 
was founded by John Boettige 
and his wife, Anna _ Rooseve 
Boettiger, and sold by them Jul 
1948, has suspended publicatio 
The group of stockholders heade 
by G. Hamilton Beasley and Kir 
C. Dunbar of California, whic 
took over the Boettigers’ interes's 
said that “continued publication 
not economically feasible.” 


‘Sing It Again’ Signs Luden’'s 

“Sing It Again,” CBS’ riches 
giveaway, will add its secon 
quarter-hour sponsor Nov. 
when Luden’s Inc., Reading, P% 
will take over the last portion { 
the hour program. Carter Procuc 
has sponsored the _ 10:30-10: 
p.m., EST, segment of the prq 
gram since Oct. 1. Agency for L 
den’s is J. M. Mathes Inc. 


Throughout the USA, the best-inf 
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NBC Boosts TV. 
Station Rates; 
Others Will, Too 


New YorK—That sharp increase 
in television time rates which 
many TV sponsors have anticipated 
came last week as National Broad- 
casting Co. announced new rates, 
with increases for some stations 
ranging up to 874%%, and the other 
networks prepared to follow suit. 

Effective Nov. 1, NBC will raise 
the base hourly rate of its key 
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New York station, WNBT, from 
$1,500, $2,000. Spot announce- 
men? rates also are expected to 
go up- proportionally. 

Although no official announce- 
ment was made, American Broad- 
casting Co..and Columbia Broad- 
casting System will bring their 
local New York rates into line 
with NBC’s. An hour of Class A 
time on WJZ-TV and WCBS-TV 
now costs $1,500. DuMont Tele- 
vision Network (WABD, New 
York, charges $1,500 an hour for 
Class A time) indicated earlier 
that rates would be revised this 
fall in line with circulation gains. 


e Thus advertisers in New York 
will soon be paying a higher basic 
hourly rate for TV, which doesn’t 
yet approach radio in circulation, 
than for radio. Class A hourly rates 
for the network’s New York sta- 
tions are: $1,200, WNBC; $1,350, 
WCBS; $1,200, WJZ, and $1,200, 
WOR (the latter also is the rate 
for WOR-TV, which bows this 
week). 

These rate comparisons are not 


exact since Class A time for these 
Manhattan stations usually is sold 
on a network basis, which gen- 
erally is somewhat higher—ap- 
proximately $200. 

Television rates are out of date 
practically before they get in print, 
but the changes announced by 
NBC, effective Nov. 1, are: 


New Formerly 

WBZ-TV, Boston $750 $400 
WRGB, Schenectady 325 250 
WPTZ, Philadelphia 1,000 625 
WBAL-TV, Baltimore 550 375 
WNBW, Washington 500 350 
WNBT, New York 2,000 1,500 
WTVR, Richmond 259 175 
WBEN-TV, Buffalo 325 250 
WNBK, Cleveland 600 375 
WSPD-TV, Toledo 300 200 
WW4J-TV, Detroit 600 400 
WNBQ, Chicago 1,000 600 
WTMJ-TV, Milwaukee 350 300 
KSD-TV, St. Louis 425 300 
WGAL-TV, Lancaster, Pa. 200 159 
WLWT, Cincinnati 350 300 
WDEL-TV, Wilmington 200 

WSB-TV, Atlanta 250 200 
WBAP-TV, Fort Worth 250 290 
KNBH, Los Angeles 900 690 
KSTP-TV, Minneapolis 325 259 
WBTV, Charlotte 175 150 


+ Many of the above stations are 
affiliated with several hookups and 
the rate changes will affect their 


network rates as well. If the past 
pattern is followed, other stations 
in the same cities, which haven’t 
already done so, will bring their 
rates in line with those of the 
competition. 


s Harry C. Kopf, NBC administra- 
tive vice-president, who announced 
the rate changes, pointed out that 
the NBC-TV interconnected net- 
work will deliver nearly four 
times as many television homes as 
a year ago and at a cost per thou- 
sand 26% less under the increased 
rates. 

Columbia’s new printed card, 
due in November, will include dis- 
count changes designed to make 
it worth the advertiser’s while to 
use TV consecutively and to buy a 
greater number of stations. Both 
ABC and CBS will raise basic spot 
rates for New York as well as 
basic hourly rates. 

Among other stations with in- 


creases effective Nov. 1: 
New Formerly 


WAAM, Baltimore $425 $375 
WTVN, Columbus 300 200 
WNHC-TV, New Haven 400 300 


story: 


in the country! 


River Valley. 


This is not a fairy story ... it’s a Hooper 


For five consecutive months, (Dec. '48 
thru Apr. '49) WDAY had the highest 
Share-of-Audience ratings — Morning, 
Afternoon and Night — of all stations 


What's more, we expect to get it again 
for the next 5-month period! 


In addition to this amazing urban superi- 
ority, WDAY also has tremendous rural listen- 
ership. A new booklet gives facts and figures 
on some typical campaigns over WDAY— 
box-top premium offers, mail-order sales, and 
mail-pull response to prize contests. The num- 
ber of replies, cost-per-reply and comparative 
costs paint an impressive picture of WDAY’s 
large and loyal audience throughout the Red 


Get this new booklet today! It will convince 
you that WDAY is indeed one of the most 
fabulous stations in the nation, located in 
one of the most fabulous farm regions! 


W DAY certs NATION'S 
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WDTV, Pittsburgh* 350 300 
WAVE-TV, Louisville 259 20 
WTCN-TV, Minneapolis 325 250 
WJBK-TV, Detroit* 600 400 
WAGA-TV, Atlanta 250 200 
KING-TV, Seattle 300 250 
WHIO-TV, Dayton* 300 200 


*Effective Oct. 1. 


THORNBURGH EXPECTS 
TV STATION PROFITS 


New YorK—Donald W. Thorn 
burgh, president and general man 
ager of WCAU and WCAU-T 
Philadelphia, last week predicte 
that television stations in man, 
“older TV” cities will get in the 
black within the next 12 months 

Mr. Thornburgh spoke before th 
first meeting of the season of th 
Radio Executives Club. 

“Our rates have been held dow 
because the price of television ad 
vertising was based on radio rate 
rather than on the services in 
volved,” he said. ““Video rates mug 
be increased; the growth of tele 
vision will justify those increases. 

He said major radio statio 
throughout the country are enjoy 
ing a peak spot business, wit 
“only the small stations sufferin 
from lack of overflow business. 
Despite the inroads of TV on ra 
dio in major cities, audiences t 
sound broadcasts are more tha 
sufficient to justify the current ra 
dio rates in those areas, he added 


TV STATION RATES 
REPORTED INCREASING 


WASHINGTON—An upward trend 
in TV station rates, geared to in 
creased “set population,” is one of 
the basic trends in telecasting rec 
orded in the ninth quarterly “Tele 
vision Rates and Fact Book” pub 
lished Oct. 1 by Martin Codel’ 
Radio News Bureau. 

Of 75 stations covered in thé 
July edition, 20 reported highe 
rates for October. The rate card 
of the four networks automatic 
ally increase also. 

The quarterly lists 83 station 
with scheduled programs on Oct 
1, with an additional nine due o 
the air during the month. Only 2 
other stations are under construc 
tion, and applications for 349 mor 
are pending in the FCC files. 

The directory also lists mor 
than 100 TV set manufacturers anq 
their models, more than 400 pro 
gram syndicators, 40 trade asso 
ciations and 16 labor unions con 
nected with TV, 20 station repre 
sentatives and-a miscellany 0 
other data. 


‘Arizona Times’ Discontinued 


The Arizona Times, Phoenix af 
ternoon daily newspaper whic 
was founded by John Boettige 
and his wife, Anna _ Rooseve 
Boettiger, and sold by them Jul 
1948, has suspended publicatio 
The group of stockholders heade 
by G. Hamilton Beasley and Kir 
C. Dunbar of California, whic 
took over the Boettigers’ interests 
said that “continued publication 
not economically feasible.” 


‘Sing It Again’ Signs Luden’s 
“Sing It Again,” CBS’ riches 
giveaway, will add its secon 
quarter-hour sponsor Nov. 
when Luden’s Inc., Reading, P82 
will take over the last portion { 
the hour program. Carter Procuc 
has sponsored the 10:30-!0: 
p.m., EST, segment of the pr 
gram since Oct. 1. Agency for L 
den’s is J. M. Mathes Inc. 


Throughout the U.S.A, the bestinf 


EXPORT MANAGERS 


and 


EXPORT ADVERTISE 
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FOR THE REAL STORY OF AMERICA’S 3'¢ MARKET! 


GET MORE THAN THE 
HUB...GET THE WHOLE 
RICH MARKET! 


Daily Sunday 
INQUIRER INQUIRER 


% of Family Coverage 


Half the Philadelphia Market ns | sos 
lives outside the city limits! = ae 


Philadelphia city is a story in itself. But you don’t have the 
whole story... the true story... unless you know about 
the other half of the Philadelphia market. We mean the 
millions who live in surrounding suburbs, cities and towns. 


THE INQUIRER. You get the needed coverage in the city area. 
You reach the other buying millions who help to make Phila- 
delphia the nation’s 3rd biggest market. 


Study the chart at the right. And you'll see why—to reach 
the whole rich market—there is no better choice than 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Anguirer 


TED W. LORD, Empire State Bidg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Dr., Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 


Exclusive Advertising Representatives: 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 448 S. Hill St., Los Angeles, Michigan 0578 
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Gibbs Reports How 
Liquor Trade Views 
Industry Promotion 


New YorK—For its tenth anni- 
versary, the Ed Gibbs Newsletter 
surveyed 1,191 executives in the 
beer, wine and liquor industries, 
and discovered—among other 
things—that the liquor men are 
not in favor of a different stand- 
ard of advertising practice for 
beer and wine vs. hard liquor. 

Asked specifically if they fa- 
vored a double standard on radio 
(where beer and wines are adver- 
tised, but whisky is not), the liq- 
uor men said “no,” by 62.5%. 

They also wanted more adver- 
tising. Some 57.3% did not think 


big distillers over-advertised their 
products; 81% favored institu- 
tional advertising for the industry 
—but they wanted brand adver- 
tising by the various companies, 
not institutional ads. 

The liquor executives said, by 
a 79.4% majority, that liquor ads 
do not affect minors; 564% 
thought all local advertisements 
should not have to carry the price 
of the bottle; they disliked the 
idea of the industry being fur- 
ther restricted in advertisements, 
by a 90.6% majority. 


a Similarly, in the public rela- 
tions end of the questionnaire, 
Mr. Gibbs learned that, in general, 
70% of the liquor men think pub- 
lic good will toward the industry 
has increased in the past decade. 


The liquor men think that sales 
and advertising managers should 
sit in on public relations confer- 
ences, and approved of a single 
public relations agency to repre- 
sent the entire industry. 

The liquor men also voted in 
favor of private brands, as having 
a place in the industry’s econom- 
ics, by a 68.6% majority, but 82% 
thought that the name of the 
actual distiller and rectifier should 
be emphasized on the label. They 
voted in favor of whisky grading 
(“like grain, potatoes or vegeta- 
bles”) by a 57% majority. 


Scovill Names Hamilton 


Robert B. Hamilton has been 
named merchandise manager of 
the garden hose accessory line of 
Scovill Mfg. Co., Waterbury, Conn. 


Eriez Mtg. Retains Lupton 


John Mather Lupton Co., New 
York, has been retained to direct 
the advertising of Er.ez Mfg. Co., 
Erie, Pa., manufacturer of perma- 
— ppocectic equipment, effective 

ct. 15. 


KCBS Appoints Cullenward 


William Cullenward, formerly 
promotion manager of the San 
Francisco Call-Bulletin, has been 
named manager of press informa- 
tion of Station KCBS, San Fran- 
cisco. 


Dale Names Lambert A. M. 


Joan Lambert, formerly adver- 
tising director of Gold-Tex Fab- 
rics Inc., Philadelphia, has been 
named advertising manager of 
Jane Dale Inc., Philadelphia, ho- 
siery manufacturer. 


SELLS THE 


hey spend the most 


“Mr. Kirby says there’s no such thing as smoked oysters.” 


these rich areas. They spend the most where the most is spent. 


THE 


NEW YORKER 


No. 25 WEST 43np STREET 
NEW YORK, 18, N. Y. 


PEOPLE OTHER PEOPLE COPY 


where the most is spent. 


Copyright 1948, 
The New Yorker Magazine, Inc, 


82% of THE NEW YORKER’s 316,000 circulation is concentrated in the 41 city-trading areas 
where most of the retail dollars are spent. These 41 areas account for 65% of 
retail food sales and from 75% to 80% of many nationally advertised brands of quality 
foods. NEW YORKER subscribers are the favorite customers of the fine food stores in 


Advertising Age, October 10, 19+ 


FTC Attacks Tire 
and Tube Industry‘s 
Discount Practices 


WASHINGTON—The Federal Tracie 
Commission dusted off a new tye 
of curb on big distributors Tuesday 
by proposing a rule which would 
prevent tire and tube manufactur- 
ers from considering greater than 
carload quantities for discount 
purposes. 

The commission said a survey 
of the industry’s 21 manufacturers 
showed that the two biggest dis. 
tributors of tires and tubes are 
getting discounts as high as 30.5% 
on auto tires and 38.5% on truck 
tires. 

“These price differentials are 
sufficient,” FTC said, “to permit 
the largest purchasers to resell 
tires to consumers at a price which 
is about equal to the smalles 
purchaser’s cost and still makg 
the same profit.” 

This is the first time that FTC 
has attempted to fix a limit om 
discount quantities, though th 
power has existed since the Rob 
inson-Patman Act passed 13 years 
ago. 

FTC has considered that the 
same result was secured for near 
ly a half century through th 
quantity rules used by the Inter 
state Commerce Commission iy 
limiting the size of shipment whic 
could go to a single consignee a 
the lowest rate. 


| 
| 
| 
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we 


a The commission’s investigation} 
of the tire industry was promptec 
two years ago by complaints whic 
the House small business commit 
tee received from independent tir¢ 
dealers. 

The rule, which would not ap 
ply to tires and tubes purchasec 
by auto manufacturers for origi 
nal equipment on cars, fixes thé 
carload—20,000 pounds—as_ thé 
maximum quantity unit on whic 
a discount may be calculated. 

Industry members have _ unti 
Nov. 18 to submit comments and 
alternative suggestions. Later, thé 
commission will decide whether 0 
not to go ahead with the promul 
gation of the regulation. 

Two companies, doing $25,000, 
000 to $50,000,000 each, accounted 
for 10.3% of the industry’s tota 


dollar volume; 9 in the $5,000,00@ 4. 
to $25,000,000 group did an ad the 
ditional 10.1%. FTC found that 5@ Fu 


companies in the $600,000 to $5, 
000,000 bracket did 8.5% of thé 
volume; 888 in the $100,000 t 
$600,000 group did 18.7%, and 47, 
247 in the “under $100,000” vol 
ume class did 52.4%. 


Appoints Warner Agency 


Harold Warner Co., Buffalo, ha 
been named to handle the advertisf 
ing of Winfield H. Smith Corp 
Springville, N. Y., manufacture™ 
of speed reducers, effective Ja 
5; 


Stevenson Joins Sann Agency 

Charles W. Stevenson, former! 
advertising manager of Minnesot 
Paints Inc., Minneapolis, has jo née 
E. Q. Sann & Associates, Minea 
polis agency, as an associate. 


; 

| 
ADVERTISING, | | 
MERCHANDISING, — 
and EDITORIAL | 
INFLUENCE —sf 
in the DAKOTAS © 
Dakotas Own Mag: 


JAKOTA FARMER 


ABERDEEN, SOUTH DAKOTA 
J.P. MALONEY, Advertising Monener 
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Shop and save at your . 


at thal’ With the above double-page spread in the Chicago Tribune on Friday, Sept. 23, Sprague- 


* near#™ Warner notched the 55th consecutive weekly insertion in its campaign in behalf of the Chicago- 
th th@™ land independent grocers affiliated under the Cardinal Food Stores banner. Comprising more 
Inter than 600 stores, this voluntary chain presents its merchandise and services in full-page adver- 


tisements, frequently in newsprint color, every Friday exclusively in the Chicago Tribune. 


Weiss and Geller is the agency. 
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More than 200 home economists, food edi- 
tors and representatives of food processing 
ani distributing firms saw the latest in test 
itchens when they visited the new quarters 
of Home Economist Mary Meade of the 
Ch icago Tribune at a reception given by the 
he vspaper Sept. 25. Above, Patricia Ogden 
(l. or.) home economics department, Quaker 
ets Co., and Evelyn Craig, assistant di- 
fector, consumer service department, Ar- 
mour & Co., chat with Mary Meade in a 
cocner of her gleaming kitchen. 


the 78 demonstration houses on view throughout Chicagoland in the 3rd annual Home & Home 
Furnishings Festival, sponsored by 15 trade groups and the Chicago Tribune. Shown above is 
a typical crowd at the festival home at 8057 Kedvale which was sold by 2:30 p.m. the day the 


Mayor Kennelly cuts the ribbon opening the 
new Spiegel Fashion Store on Sept. 16 as 
Joel Goldblatt, (center) pres., State Street 
Council, and Modie J. Spiegel, Jr., (right) 
pres., Spiegel, Inc., look on. “‘Since the an- 
nouncement of the opening event was carried 
in the Chicago Tribune, you will be happy 
to know that the crowd on hand exceeded 
our expectation,’’ reported Fred Spiegel, 
vice pres. Spiegel retail stores place in the 
Tribune more of their promotion funds than 
in all other Chicago newspapers combined. 


FOR GREATER SALES IN CHICAGO, ADVERTISE IN THE CHICAGO TRIBUNE 


_Tribune color engraving department. During the first nine months of this year, general and 
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“Pause and Refresh with Coke and Chips,” displayed prominently Sept. 29 in New Era Potato 
Chip’s newsprint color page in the Chicago Tribune, gave initial effect to the new copy angle 
adopted by the chip processor in a tie-in arrangement with the Coca-Cola Bottling Co. ot 


Chicago. Shown above in the Tribune pressroom during the trial run of the fifth in the series 
of New Era color pages are (right foreground) R. V. Dancey, sec.-treas., Nicolay-Dancey, Inc. 
(New Era Potato Chips); William Kratz, Chicago branch mgr., New Era (right background) 
and Ray Herweg, acct. exec., Mitchell-Faust (right). At left, Robert Grandstaff, Chicago ) 
Tribune gen. adv. staff. 
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Follow the sunshine was the theme of the 
autumn and early winter featured number 
of tae Travelers’ Guide placed before more 
than 1,500,000 Chicago Tribune families on 
Oct. 2. Its eight pages contained more than 
12,000 lines of advertising from resorts, 
hotels and transportation companies. Dur- 
ing 1948, hotels and resorts placed in the 
Tribune 82.1% of their Chicago newspaper 
advertising budgets, or more than four 
times as much as they placed in all other 
Chicago newspapers combined. 


Winners of the $2,000, $1,000 and $500 grand 
prizes in the tenth annual American Fash- 
ions competition sponsored by the Chicago 
Tribune will be determined by the balloting 
of the audiences at four showings in the 
Congress hotel next Thursday and Friday. 
Above, Mary Armstrong Brown models one 
of the fashions produced in this year’s con- 
test. This formal evening gown is fashioned 
of brocade imported from China. Launched 
in 1940 as a means to stimulate American 
talent, the Tribune fashion contest has 
helped many unknowns to top places. 


Three new 31-inch precision dark room cameras are part of the latest equipment now on the 
job producing plates for newsprint color atlvertising in the expanded quarters of the Chicago 


retail advertisers used 105 newsprint color pages in the Chicago Tribune. By producing plates 
direct from magazine or direct mail originals, savings up to 50°, in cost and time can be made. 
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CBS Tells FCC 
‘Color TV Ready 
for Public Now’ 


(Continued from Page 1) 

a similar system because 
quired a channel twice as wide 
as the existing six megacycle band. 
Dr. Goldmark has been able to 
revise his system to utilize the 
six megacycle channel, 
commission remains troubled about 
the fact that the 2,150,000 sets 
now in use would have to be modi- 


ee 


it re- 


but the 


fied to pick up CBS signals. 

On Monday, FCC will see an 
RCA plan which introduces six 
megacycle color without any im- 
pact on existing sets. RCA is ask- 
ing an additional seven months 
for field testing of its system. 


e CBS President Frank Stanton 
and Dr. Goldmark told FCC that 
both the RCA system and a similar 
one proposed by Color Television 
Inc. should be rejected for dol- 
lars and cents reasons. Against 
the $65-per-set estimate for con- 
verting existing sets, they said the 
CBS system will mean substantial 
savings for broadcasters and mil- 
lions of people buying new color- 
type sets. 

Dr. Goldmark said a set de- 
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OAKLAND, CALIFORNIA 
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AT LOWEST COST PER 1,000 


— Represented nationally 
by Burn-Smith Co 


livering a 10” picture from a 7” 
tube would cost $220 on the CBS 
plan. He pointed out that RCA 
estimates its 10” color set at $650 
to $800. 

He told the commission the RCA 
system involves “tremendous ob- 
stacles” from beginning to end 
“because 15 separate images—nine 


at the camera and six at the re- 
ceiver—must be registered and 
permanently kept in register.” 

He urged FCC to obtain 
“convincing proof” before assum- 
ing that these technical problems 
can be solved at a reasonable cost. 


a The Radio Manufacturers Asso- 
ciation has asked FCC to allow ad- 
ditional time for perfection and 
field testing of a color system 
which will not involve adjustment 
of existing sets. 

But Mr. Stanton, casting him- 
self as a broadcaster “who must 
depend on large audiences,” said 
the protection of existing sets is 
being over-played. He said a rul- 
ing on color would “stabilize” tele- 
vision. 

He said the important thing isn’t 
to protect existing sets, but to get 
them converted to color. 

He argued that the existing sets 
will be only a small part of the 
set population in a few years, any- 
way. 
+Mr. Stanton hammered away at 
the cost aspects of the RCA sys- 


RCA DESIGN—Readio Corp. of America 

showed the FCC this drawing to explain 

how three kinescopes and two mirrors 

could bring three colors together for 
color video. 


tem, noting that it would allow 
two-color reception in low-price 
sets, and three-color reception only 
in expensive sets. 

He asked whether a “double 
standard”—‘“one for the rich and 
one for everyone else’—would be 


Speaking of advertising, 


Here is the inside story of 
N. W. Ayer & Son, Ine. It is based 
on research by Ralph M. Hower, 
professor in the Harvard Gradu- 
ate School of Business Adminis- 
tration, into the most intimate 
details of Ayer’s history. 
This thorough revision of the 
fifth (and one of the most popular ) 


For sale at leading book stores. 647 pages, plus 59 illustrations. $7.50 


Harvard University Press 


Cambridge 38, Massachusetts 


Inside Story 


here is the 


— of how the agency compensation 
system started 


— of the first campaign based 
on research 


— of the first teaser campaign 


— of the first full-scale promotion 
of packaged goods 


— of the first sponsored 
radio programs 


— of the first sponsored 


television programs 


of the Harvard Studies in Busi- 
ness History brings the story up to 
January 1, 1949 —the only com- 
plete investigation ever made into 
the development of an advertising 
agency by an outsider with free 
access to the company’s records 
and published for the general 
reader. 


joyed only by comparatively fe, 


Advertising Age, October 10, 1949 
in the public interest. 


es “If a color system, no matter 
how well it performs, can be en- 


people who can buy Cadillacs, 
seems to me that the public ir - 
terest requires its rejection,” the 
CBS president said. 

Mr. Stanton said CBS is willing 
to support any system of teley - 
sion “which suits the problem,” 
and that it will be prepared to |i- 
cense its patents to all responsib'\e 
manufacturers “upon payment of 
a reasonable rate.” 

FCC members were noticeably 
restrained in questioning Dr. Golid- 
mark, but there was no indication 
of the outcome of the hearing 
One FCC member is taking the 
position that the manufacturers 
seem to be requiring a perfection 
for color that they never required 
when existing bekw TV was under 
consideration. 

At one point, FCC Chairman 
Wayne Coy interrupted an RCA 
witness to comment: “Some people 
say the industry is willing to take 
a lot of chances with ultra high 
frequency b&w, but unwilling to 
take any with color.” . 


es After another week of hearings, 
the color study will be interrupted 
Oct. 17, for another phase of the 
television problem—the plan to 
allot 42 channels in the ultra high 
frequency band for a nationwide 
competitive service. 

One commission member told 
ADVERTISING AGE Thursday he is 
convinced that this expansion can 
be approved, and the construction 
freeze on new b&w stations lifted. 

He said the commission has 
ample evidence that color will fit 
into the proposed six megacycle 
channels, when a color system 
eventually is adopted. Other mem- 
bers suggest that the freeze con- 
tinue until the color issue is set- 
tled. 

Dr. Goldmark said the adoption 
of CBS color would increase sta- 
tion costs by no more than 3%, and 
that maintenance costs of broad- 
cast and _ receiving equipment 
would be considerably below the 
costs of equipment for the RCA 
plan. 

He said the CBS system is so 
simple that color service could be 
a nationwide fact in many homes 
within a year after FCC acts. 
“Once that step has been taken,” 
he commented, “the critical ele- 
ment of time” will be governed b) 
“the desire of the individual man- 
ufacturers to market the product 
expeditiously.” 


w There seems to be general agree- 
ment that CBS color stood up well 
under such difficult tests as the 
juggiing of red and white balls, 
but Dr. Allen B. DuMont, presi- 
dent of Allen B. DuMont Labora- 
tories, said after the demonstration 
that he stands by his statement 
that commercial color is “10 to 20 
years off.” He insisted CBS hac 
shown only “a limited range 0 
program subjects.” 

Dr. DuMont said color should 
not be adopted until a systen 
perfected which will be avail: I¢4 
in b&w to owners of existing sc's 
He said the 405-line b&w pic‘ ur4 
which CBS color would delive: ! 
existing sets after addition of 2! 
adaptor would not compare fa\ 0l- 
ably with the 525-line picture :\!"- 
rently available to these sets. 


Bruck Agency Moves 

Franklin Bruck Advertising, -° 
Angeles, has moved its ofi:ce 
from 1405 N. Formosa Ave. '! 
the Taft Bldg., Hollywood & Vine 
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To Give You the Helm 
i in New Orleans 
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eturers Yes, you’re geared to cut an efficient, straight course 
fection . . . . . 
er ... direct to ocean-size sales . .. with The Times-Picayune 


under and New Orleans States! 

airman 

1 RCA 

people 

to - And what a market today’s New Orleans is! 

ie to First, a billion and a quarter dollars annual 
; port business . . . next, spectacular industrial 
. expansion . .. and now new, booming oil . . . 

arings, . 

rupted in producers off the coast! 


pa “ It’s here you find media uncommonly well- 


ra high geared to the market . . . It’s here you scoop 
onwide sales and move hands , . . with the geared, 
one-cost Times-Picayune and States! 
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up well TO MOVE HANDS 
as the 

‘e balls, e : ee: 

|, presi- S SCOOPING SALES is routine with The Times-Picayune and States! ae YOU MOVE HANDS—hands by the thousands to your product! 
Labora- : Witness their constant, profit-minded endorsement by retail display ee ; 
ant pea oe ee ec . = yd pe close bo on r= oe +. a solid, big-circulation influences work for you , . . at one cost, morn- 
10 to 2 oan aan ees $s! od e A six months o » they place . ing and evening .. . with the special advantage that—like gears! 
ae hal 271, ines in The Times- icayune . . . only one other U, S. they move in different directions! Duplication is at a rare minimum 
ange 0 Sees Se carried more, And the evening States’ story in (15.2% by carrier record). You reach the most different prdgpects, 
retail advertising—runaway growth of more than 2 million lines and you reach the most prospects . . . Better look into New Orleans 
since 1940! Both are available to you at one, low cost. today ... the geared way! 


TO. SCOOP SALES 


with New Orleans geared newspapers. With good reason .. . Two 
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ystem | 
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‘e fav or- City Zone Families ...............187,900 
ure «ul Sales Management Survey of Buying Power, May, ‘49 
ets. Total Circulation 


i” eae Sunday . .......281,710 
3 Months Ending Mar. 31, ‘49 
\A/ bd Milline rates as low as 1.88 M&E... 1.95 Sunday 
TIMES-PICAYUNE and STATES 


GEARED TO SELL THE NEW ORLEANS MARKET 
Moving in different directions / 


Ask Jann & Kelly, Inc., today. 


ha Se te ARC UL re ee eee te Ee Aine CS ee Macy a a as Re Gee Sag 


i agai 3 iP 9 ae ee 2 Oey ese : pig a FE ge eae % nt Wie ‘i ana pore Ped tt ae = * Ma ie baa oes le ao gi a oe ee bet Ce ae 
A are cs 
ees 
a 
| . a i 
a 
—— 
. eerie 
9 ee 
a = ~ ‘ eae 
f s ix! hee =i 
ae 
¥ ae 
. y. oe a 
SS i 
; 
: y ‘ ce 
Jai pen 
A er. 
”y \ Gee 
; / eds a 
+ - . oan Ee 
y ‘ | 7 “ 
oS ? Z 
; ‘ical 
2 - en 3 Z ics ee 
i a 
: a S, 
. a 
¢ ~ ys CORON a 
, ~~ 4 tin Sire 
- -* nrg! 
‘7 as 
? a’ 
‘ Ba = re 
f - | : “ig ~ 
: ely 
(©) : 
Pent . iW 
pe eas if 
es : : 
2 | % ae a 
AEE oe 
re 
te 
; ‘’ } : 
; 
: . 
; 
eR OE RE I LR Re ME RR eee RT NT RT RT eR ee Cee ee ee nae MY eT CMR Me TR MR rn ter NR he eee stn lStgsetens: me 
Bis nt Oa SR OT I I I RO REN SS MRR RIN ER RE rs inrseenertcorn eRe ra Pe atta Seen enc Besa raha semen aan ae ean ee ae a EEE iii ilbiliiksxeststls ik RN a SR a ae 
, sae a ate east tan ue Re ee Sarena SR a aa a earch ze No SEE DS RR Re RRR RR RR oN sce isnt a a et 
ae nae ama tar aan aeons ee on Recto ees ee EEE LE ROE BL SE ERT a RRC REE ae CLE Lea I Ge A GUO I SCROTAL EDGES SEAN MOREE ER i eee Senate as Se ee ae ee Bee gaan 
ee Seba a eee eae ee SIGIR opie ai ee gh Reet pene nee OR es Ree Soe ages eases ne a ie gee te pastas ee ee sae es SRS : = car 
ce eee. vee ee 
sheen Sees bein i aaege 
ee ee pe Rico: 
pe be bee ee or 
Bee see: etre a 
Signe See: ee rare, 
sae Bs € ee ar 
es ie: Eee: sie 
Heke ate: ieee ee 
Ses Saee: pe ed re 
. oe a aa 
ey Shee ee: oes Se 
Be \ Sete are: ESN 
be uw \ : oa eee Ss 
ee 4 eee ee ars. 
eo P o 5 See seta. ee 
pda See Sm ae 
haa yee se ees ee 
eetae otgtetetn’s": eo = tee Wr: 
peas RS Sees 7 Sage : ae ee 
sae \ ° ae art Foes 3 : aR; : 
we \ : : ae: / Ee ae: een 
Se ? Riese \ : Tre te St Eee Seam ona 
pa Rr Soest \ oes age . Re ae oe 
*s \ ° : Sees 2 — 7, \\ J = eT a Bad ee 
‘eae \ y ; Saeeae ——-__ 4 Ye . “e aif “€: -. oe ae oe = ae 
Becta ic) C . ; 9 tea Se Be j 
° “™ . Sees : ay oe © ve, ath “eae rt tok} oe Sees 7 
: hn c\ ; “ Seca . <5 , \\ =a) o, o ee ra Pot ie Ee cos re 
ee * a Soe - oe Af ' P ~§ 7 Te See! Sh ees 5 : 
a y [ ee | ee C ~ Ni t. Vee Bee . 
e ° \ a a Src Sa Fo Sa MY < wR Rec 2 eee ees ee 
' 3 Pa Tse ge Aone © A 4 =. ao Reet a 
7 _ bs : bet Io~id os to Ones — . +7 “= oft etna : i 
, i _ Saas ove can, 2g FD G@ \ \ 4 pa ; i 
_-_ ii - Am * Soe Wiese b REP Tore | ; ry > fe ciahee : F oo 
er : “4 re mi AAS j <p eet Os = 8% \ (cr) tags peo 
oe “s\ é . F: oe Be tat FU iw BQ fon) 2 a Bec se | 5 ae 
oe <*> ae bs /§ ae td a VOR Ss a — ; ae Pe pa : ee: 
ie oe “ee ot ae SA ae ZL£ = ee sg 
ee ° Whigs : Bee oa ee fc ies : 
see ‘ ~~ Tae Re < a0, ft, 5 sieges . a9 
bed ber s oe 4 OO ae ew ange ue ; |Z 7. ae ee be ‘ 
pend & 2 S sig Saeteese #5 “)> —— ees te Wed 
Ree - =f y ne pees A Mt See Bh eS ey 
od . ." Lh ° a Seas AES € See mes 
ie obey 4 . = ‘ es SRS } : te 
See Sie ces eee ee 
atateee 2 3 » bd nd y ae pesca F's = 
aes : a Ss Siete ! eye 
a A gh ’ ~ Spee Sas ; eS 
Se want P sateen: ees ; ce 
tee es Ps ae 
y eee \ Sees : 5 ee 
4 ae 4 Bs Rey ; _ esi 
$e ' a : 
Speen, Ba ia 
a ee: fae 
#3 ; cate 
Feces | . 
ee — 
cee Bee 
Bei = 3 
pope see 
ba ete 
Eee ge a 
ae = & Ee 
Saeceaes * cae 
oe e.., 
Pet ints aes 
ae ; 
tte a 
pe? ig 
eae Ree 
it aaa asi har Bree 
nA emer he 
Ree SN gk Pacer 
ee a eee ee 
cs 
et 
ea 
Py: 
| he oe 
sing, oe 
; offices a 
Ave. 
| & Vine saa 
tata ae 
Coe, 
ee ae ak =a 
m d ; es 
- aoe 
ie 
_ eee. 
é : 
i / Pears . ’ ; : : ‘ ] : ; ; ‘ ; . = ae a 
ne oP yy Mite A eps ea ee aM Fader ESSE ge Wig Uh AP ete a Aaa lace) ea da wey ; capatineniininiaela 75 PEO OS ert ck Ae SEE on ep Net ROW. 2 eae ae ee are eee 
be We ae a ee y oe om bas ie PE ape Se aE in tr i WRN oe - 5 : ae ; Pa Bet ds - eS ly " vf Se ee | 


ne wea ie ia F is - oe : ry Ye a = = 
a Re i “ ar eer we CREM pax co _. es ai Ptah =" (Ae a 
ge xe = es aS t ee. * ee Bae oe i : is eo vey a 5 ay an * i . “a gc) ti) wa ee 
ASaatee cee C PmeuENo | yee et ARGS ath ie he ee = are” * Ph gui os eee ne BaF ra, ais : ' a) , ~ a ro. a 
2 fae Oral ee ae ae ae” oat : ig ee eden ee «C ae 4 ie) ip ob ae a ae Spas hed 3 hes : ae 2 iy Be ae 3 Hi Sagi aly oe ae ing 
Se se aaa oe ors jae gic alge ae ay: Pca. Royton an eee a, a cae ee i i 2 a ms A é f eth e om oe i a oo 
cy ee ee ee pe ae : ia Vesa es, ~ aoe ue, res ae os Re ee . AES Seah Sls : : eee SO ie pig aye SR 
ss i ais a ‘aie a ee ia ae mat. ee ee ape: ae: cet a teeet ss | teeta a sa a ages ed Sg 3 a ae" ie ee alana teas nS 
a. Ok ee ee a eee ee an [ae ae acelin, oe eat 2 er mo a erg ea ee Is Sees ee oa laa ar hs ‘ 
ee. eee ee co en ee See a aides - se | a age" et 2. po Se ea Mae ue ; tg so Pree 
ee ioe gli ie i. ane ei oe ee RR ee ee age: Dee i ae ha as oo a ee) eee oy a ins eile oso pet eae Lk abl cisn Pst Pe : et: ee a SE ig Sas ere - 
jes E ace © gwdity : ’ 2 Sema La ate ae Ca eee. Sree). olay ey a ee pee is eee ee ee os | eee ee ae gears a Oe tee er 
eS ates ; _— a : Pp : : ee i a I ais et ee eae ee are ee ee, 
a % ~ ; : isi 
ee . . . 
ae a ee _ 
ee 2 
ieee rr 
pl ee £ ' “ i — 
— 4 = ps ie sauce 
he eee a ‘ 2 ee ee “mites ge IE. e ae ae 3 i, 
tae . ad er aga nell Pane te 
tier ; rt Ses =a ae ee pe Wee & m Re ta kaa eee 
oe aula { 2 ‘ Pe ee a Ros eet a cgeoill tak fooue 
ise ue - 3 sud fi ose) a a si . $ ? 4 : a eas ; “ hi 
ie i ae i : . Oe ee . lle - ¢ cl 5 Ke ee . 
A ites ct Ca é i ‘ . sate a ea pe a: cu ee a "4 
oe +t Fe os Pee coe aod p . 
Pe ee 5 J rs a - ‘en ee i ; v 
Fn er ae ? ee mane . ee —————— wae 
. ¢ ee er i jee oS Ba an ed ‘ 
as . a “ a : ae eS. 4 ; 
jem Ae — pi i ‘ i Aa g Ge eae ei See = eee . * 
oe ce a . ane i ee i say: Se ee eile: a ae art ; pee ‘oe ia r : a 
ae ae a eae eee nes as aD eee il ee en Boe tt 4 ee, site ma eae | 
: « 4 %. ae ot : a ple oe Ae i eae See 4 ne a, eS ee ne ee io (ae eae me j f 
, bis il é as it " ee oe teas : oa . 
. % z aide 3 i eres + oe A a eee ha eee = = } , 
= ies bees a ha a ~ a poe ‘ 8 t bed ; 3 E are bi Tee ag ee ete Ey 
oe es a 1 ani ea a Kosi oe Sle : Sig Z mI sb i : _— ; : ; 7 a: Oe ; 
ine. = a 3) fie > ee Ae ne q tht Selicd a F cyan y= vn het dj Teas ip a) ars Se ; 
ieee 3’ ie ao ee 2 eee reieiag ese Se. re signe jee pean pe Renee ae ee ee = G ae 
2 ne ra oF oe me Pea Ss ee Baars a3 ere oe ‘idee a ee jhe ae i itty athe Ae a 
a 4 = eet eee i ie er eee yo oe. ee ai Pe ee ey he ae : . 
gate q _ a3 i Ce ete le eT ee an! en toe yes Soe is otis Rat eet. aaa : 
ee 4 Res ne we oe eer ia a i as vee se ee ee Rat ee teeta a Co : 
Se 7 gee, <a eres es ong Pee geese tf a ee ee A Rm me Os eS ieee aes ae S26.” a ee ee ee enti aN . z 
Be a at ee ce iy «iit a eset rd ee oo GR eae a te ee ae ene Co (UE Ae re 2 a 
ie iS ae ee see Pe a ee Ee wt en Mg, airy Rees ae : Seo ce eae Vera oe Gp a oe ee she. 2 <r ee Te co eae ree ¥ Z 
aA ; , mee Som ape Geena ie ae eas ial aa lal eae ak eee aki ian eee) ere one Se a ns a 
7 e ea 4 ts 2 u 7 2 ial es se 
ae ~ le” ; 
: tr oe : 
2 eee Sa Ses * 
dace ee . oe: 3 a. 
ai EL a > —— : 3 
giao 8 f Mi ‘ ee cl. sip * 7 isn = 
ee ‘e.g ee eee ie, Chacala es oe _ OL ape a 8 -( ee aaa pa. 
a a PAR ET Oe ete ewer alm, “en ied eee. Sey neers he ie as a eo a oe ay ig ernie Rese ees } ice 
ay Cate oP; é ESSE ee ey Fe 4 ee i Pa Eos = dey OE Seber eeae paca Ll pe ee age Oe NO Ra ee st a eee. et a i pete ae ae eh ere perme i 
Pr athae = b ? 2 4 a BPRS We re Se “ ue a ‘ re = put < ihe ie sigs add —— ie ee Fight fete. aici = 
fe ot = a BY ae x a reap es ae Rs oe ay or ce pl eae 2 he ee peti a liad bi iu a! ne v | 
Poe } +37 (ee hea ee ne Nea bees Gee eee ee are Sita re we 43 es ae a sis aieaiaatel 
ey: Le, ‘ * go ean t Be Mae age ees es epee oe a cm By tee mie § ae) ee | ad w 1 ne ca 
pata hs ie | i eek ont ; Meith; eet oe ope ee Dee Se ee yomeeazallaaes Past: ae Pt ee A aa j 
rae ‘i 33 ee ee ae ‘ i aa pba ae ae ee e Pg eee on ares a af Ae Te pr Nee, as fe q pepe * ee 
ee = $4) aa ala ina a ane Te te al ee foe, eee 7 Tig bi she oes bo pee Fy 
Pe ete ice | eek ae aa dha: i ee oS ir Bes: i Se eee ree icc, gunail aR Week & eS By ’ eee 
ies irr" acre i F Zs fate) AMIR ees: a ae ec See oe Cat eee erate Ee ; ecdiboauis Br “ae a We ioe se ae es 
~ a ks ee a: : a gh ctr toe im oe ee _— a ey oe ae . . " ere eo. : ee y = : 
: : , ht d : eerie Peake am ao : o a wpa meee es cue ; fe aig mi : i ; 
ee ae ra oe a 4 : 7 bs gs se — . = ae ia 
7 Ue eee En S a serait 08, BPD ae. a: “ : pie & F % 
ee eh SPg st Pig c be : eee j he sn : * Pot 
i ‘ * aw i ‘i : } ge a = be ep biaile n ae f , a 
a is ae ae a niet.) ee ec eee i pray: ieee coe! ; , eh at aes 
7 3 eae 7 a ie oe me a aye lage ws 7 Saree Lote tre Pe # 
eat ot x > ey aa = ‘ a oe Pe ie ee oe : : 
oa oe he ' = ae a i Poa aoe < : i cs i / A , 
ee ‘ P “Ee BA oe. ae ce ” * : ; : a e 7 p “ e 
ee a (eee Pee: ee aN: TS Ee ee j ; " : 7 . : 
a a hoe e aE ame ee Moa dah ee eo ee ‘ ‘ : : ee : " 4 A = Ms 
sang ie s ‘ er ay ; ee Bo so a: ers . ef ‘ 8 : Bare = at 
oe ee ts. ee a alee ‘ale lee, Ret ae : gegiadiaee "5, 6 8s iy ee , eet! Y 
klk 7 sisi aa a, = Se pe : en ue +5 Bee aan - « ¥ e aes 
ee, et E oe ee eee " os an eae ' . °% Lge 
eM n H ‘ He cs ae Be el ee 4 a a : x je \ Of ae 
Spee he } > 3 ee ies coy Wee wee a . Trt E ge ; aes iy 7] 
re ee e e , Lae a eG oo tos eae , pe Doce. ak ee ‘ ae fF as eB 
ee tt, ee Tie er ee : Panne re ; : = | Sg EP eae 
- 4 a Y Pee, 2 ‘ fog ues é 9 i ’ . ate * ‘i j a 
nn d Es; \ in en a ee3 : 4 aa ae pense : : > i ee * a * a 
% . A Pages ir hes + cS a We “ # 
. hd ’ a i : . Pea soos . > Ra 4: 
Se : ,. i =: - eee : : nee ee Oe Be 
g # ‘ . or ee } oe 
% : 2 * hy ; ° 7 : os € 7 : bay Ja 
ee ~ an : — 7 : : ; a , 
a, * a a Bei oe : * . a oe Seger sig 
Ld o. We oe, ‘ < . : » ; a 6. 5. * Ee 
tg Pre . } — oe " e > bo ; 2 7 : ee a aie 
ise . -% of 2 e * ‘ « ; ‘J . 
eo ) : s a a 2 ei oe eee. es ‘< P : 4 mica TR ego Bok 3 , 
ape ccm : . : : fe : — cst ima Sp i . Bee er nee aa Pate 
See as ‘s i ae ee : : " et gt : 7 ‘ aes eee oe aed ee or se oe a 
ioe igre = ib : # oe oh ‘ee ‘ e eee ie i [Sa ee Sas ae tS a SS ee he i 
‘aaa Sua : cee z for a. Sh Sie Mei ae ad ie a * aia re gh 
= aes . Are =) pe hie ls yf a : pea . eee ite: OY . Fe cnc Ag Sess heat ne ee ee ‘ L% 
nae ; ie a A rs me, : a as, Aang Eee ee : fees RRM ane Stee ert hos i Me 
We ae ae by ie i ear os sia . bed . ‘ Rs sue eR ie ok 4 a Fs go RSG ana s, | nia oe C Set ee oti poe Sag ee . 5 
i 5 : o eee et oe ; one as ners Er ere ane nee wig ee Ce oe i] #4 
eee ee Ss £4 Tee te) ‘ ee a pile 7 ae eee puis ue ah pene heap ace oe See ie, eee Me og 
: =: ee é: ie Pra te eS ores an a ah ea aA a sin Sa cae eens Mapes dso ire ar nk & oe Ga ate p Py 
3 7 4 te lew ae ok 2 oe ae eee" Pe at ieee hy: ae ; 
a Re ’ ae ie : ata . @ wee : eae eee eee a ee ere ee eee wee, See as oe ee ee: : J lea ee 
ae ; en i ha i Ne emi 2 ea ss A Rie fhe a bel eA ete ber lk 9 te So * 3 vs i 
eee a & yz ieee . * ; oer a oh a Sale AV ie a Mies A ain sd “ea ra Fe ecg ass fe ln end aus ee “=. 
oe 4 a. ae os pon: oar > Sameer ee seat Be Rie PP a ae a eit ag -— . es 
ben ie ; be at as ere eae oie jc Es ES Res is ys gu ayn San) gta tare i aca ses eae LEE Ne «2 AR ee ee Ne 3 : mim 
i) eee rs. L3 & i uae Ce ri ee ei AS SS ae ee: RR e i com, fed * re et ee ae aia Meh ely Pee Wit ac ae ‘| Ae 
Aa 4 Te Bas ae : ick, ee a a. ll . ele ; 
2 a, aS: 4 4 jf or Saeed a By BS) ae eo A Ret oe eS ee ee ye aoe, a E Rt : es y 
“eee WU - ‘A 7 ee f Re a ae a fs: Boe ge Lae oe See See eee a ie  . oF 
RR b cae none ee ee ge Cah © a ae a Petar gn et oe a ee jes at Sa ie fn c “e os » 
a ee t a (ly ae ms Rr es (22 Seems ‘ Se ete ue ia Pre arene 2k N Ie ee = ' ; ote ‘ oi 
ee ‘ Jy aes ea ees eo ‘ te at ee es gn) aan ae ey aa ee ai bs Pl 
eS i. ‘ Fs % fe ia é 4 Oe Saeed "* Aa aie ee ae , . Cie, f ef , 
: rs . o> . oe oe SOR eae mm A, Mice ae , ioe I ie Oe - “ eae Ge 4 tn 3 ‘ 
on e ; a pee ie agen Seen eee uae mn p ee i oe a 
Bot keen oy od ¥ ENE pha eee ee ee r Sass WER shea eis ; rn pee : ee i 
Lo, ee . 4 ce aed ae pe at ee ee hal ai oe 4 . E e - ea e s re ea 
a > ee Ps ee —. “ : ; ae eee ‘a 
eee | a aia 2a ge eet Sate ae Ae re ene , fie > oe 
es ote % Gia ee ay ere Peg ate ferment x ny ag ‘ c’ ze BS, Pi s 
4 : an ee eee eo : Tes ee : : . Dah: Pa ‘ 
; , r wer 1 : i Aah i al Sig q : eee PPR me ; # ; 
ue fs eee eee ss ae Bape ee Tet Eee oe i ees ee , ee oe ae ‘ ws " 
a ie . 9 = See er By nis =k Sor ees . sf ie ee 4 Ri a a ‘ 
fae Me 3 3 ie ; q 4: pees beer eee gl ee ‘ ain sic ee eh, i ; ‘ i «got Ph» . 
‘ bi ge ; Sic0 2 | See ee 2 gta eapag St tienen : : Sirgsnd aiiers : ‘ a ty iui es 
. b f : / He en mm) . ae ii : By eae ee t ~ ee 
‘ % | ‘ a ae 4 * es al teat has Po es ie : eae’ yen a ae asset tr 3 be: sd 
Se i. oe ee « 5: 5 . ‘cabs L,I eae ae ‘ he ma A a ee Voc wpe res Rt eet co ‘ 4 : kg P 
Oa a Bao at : oe ; aces ——’ Senet ean ’ a Ce ee eo : Bee cS : : 2 <2 
oe : ~ : t a ce. i Se. ro : . ~ 7 . i ais P ae ? sida iy sella al : 
a: cok | Pia ct see ae was f : , : et ea ak ts ecper ee ee ane jks 32 . i oe: 7 
ae i. <a Piao g oe Suan ge : : ef: : ‘ Ge fo ee a a. : tS, 
2 "ai : ae pee he Pam ‘ef? ; = sitar ee - an, Re ee bs : a ee 
eee hn Naa Eas ip , ee. Beal si ™ “gr 
eit hag ia * ate Tee protec: Cae ; : Sue ee 2 ae eae) No EE hs 
te _ mY Ber ake ee é : 7 oa a ee ues Sts eat: 
ee ene es : - inetd Dees oe . 4 ; eager Slane ae oe ETE se ‘3 Mayes tos i a , 
ME haa ¥ 4 ‘ i sth 4 ae < ¥ : tess ey Peer Peet aoe 7 i ? 
cee , : : a : . é : Si Byes) Ce eee Baie! Mee St a ee 
ae gee ie 2 ze: # bs er feats = iat ee ea) tes Coe ae aie pene ae nek sh Saco a A (ale gar tas are a ug 
2 eee ioe * oe ae ai ithe el & es * ae ore be Nae ay Se aan ee. eres Sate eae Nae Faint Be cee eure te he As cui em ae * By. 
cai re OT t . Bes ees eae shee s P aes aN ee rig! hee ol Rr aa oa ean aR El ae ta lpr ced  e oo ee aca Pea are 8 x : % *, * 
be Tes : ; es eos ale alg a3 ‘ asa. 02. ee er 3 : Be Sabon oe Beane af ieee ead 5 i ES ele ea OS, ngs eo %, ps 
aor e H 4 a 4 a sel ick ea aieaa ee Gees a Pes Be ee Kee ery. pe RR RL Gd... oe of ee es ee Pe fe 
per eiie a ‘3 £ ee F : ee hs ee ORC yh. ee eR SS UP EN Smee eve ee ee ig SS aN 5 , a : 
ee Caer ’ * 5 ae panel ‘ “ Rie nt Meg Ve a aes BE) a ee Me S| ce is a, yeah ©) ea tatenaeey blake Shee igo Ree base & a 
Pi au alge, rte x t ere ea. Oe oer ce . Hee ik ae - art he ey Pe eee rena ae hare ae eter ta esis stone > ' 
Pe Re eee , eee ns ae wi : seas x eae Re ea Se ee ee es ee i. ie er pel 4 a ae 
eve : : ‘ ¢ eG eae - ee gee Se a Ree Pe a Pe hh oc ah en rane * E 
oe iesemeer i , | oe em - ee ee eee St aaa Soli a oS Nat ara ‘ 2. 
me : i. te a ee : . : ae ae ee _ ek ages ee a ett ee = ee ae i. #4 ‘ $ 
me ees Bate RERIEER # eet. ee ee 5 gag SMe i ok Ee ce eS aS Nara Bap co oye 2 si een % “ u 
: ray : q Le en ae cee ee : Bt ee a eee a rene : Nee ..:* e 
: e. : iS a : ot ae ok aa ie eres” ome . aga i Siaehe i ee en oe eae ’ ors. ee 
pate a a pos ce : : I a eee Me oe Nt ce eee Fk eee a ; 
lee hada en ; . 1 oe <. i ee ees . ew eee Per ae ‘ ee eo ie iste in in ei koe Tepe ee by 
er bes ee a es eae Pe ey ee Bei ala pce, Sam ; @ ae : meas ue : : a = 
See ae 1 . aa eee tas, ae Gig eereeti : sare mene aa ae -. : . ee mee ane 5 Ee ae eens 5 ; 
5 i daa reaps 1. Wiper ee ae He ee oe Ue ge = ; : co ee Ot 2 : Gace oe 4 2 
ep en as a 5 . . om as Ce Te iS hee wre, Roa ‘4 Sag ee Rae Nae iF . sick aka «> % 
ie »> | > eee. Aap. ae ane a a Se oe 4 ( Z 2 ee 4 % rr ae i heed 7 : é 
* ae ee ‘ ] ~ ea oS ae pe ES ae ea Ti 7 gt . i eet * : >, a 
A Sige te : * : ee ae ae ee - “tes (eer ee al me a 7 4 
Wi ae ~1e9 ee a Rw ae . os Dis pe lake fos Sa we 4 ee 
aa aati, | ‘eo Soe ce ee NMte Se, ee : Cee Skt S fee Ot ae , ee ee Af 
oe , 4 Ee. 2 a ce need ‘ Se ies <a cs ae | s 
Seca eae : S i ; pi alr oe let ; ae f [ ae 
oe - "3 \ ; . "I : bp Choe te ce } ta Cee Ae 4 ‘ 
oo ee e. % te eee ss is iss aie oe oh, ae te 
aes é ) cet: es Sere» eet Page ‘ h (Dy Se ME a alae a nae ey 
ae ae / ie ete Re. Rane Rie, Malinda se pore fase, Pee ee ye oe ee 
; " : * es * Pte ee eee ae eee Ban ’ : tee becky huthia ce 4, 2s. 
eee 4 7a Gas Pee es Jew he re eee a * oe a oe pe bee "ae 
Liye ok eee 4 ae ee ae aes SN es oS ; a iia tig ae Meeaet met ih eg | 
Beas ee a, ee ¥ 2 ei ee vie ees ae : AOU ene Ry Re aE Toh Cent oa aes. aia 
pias beat ee a vi hes ae eee ack ieee Sen aie ie aie © Seas 
se aioe a st} ae a ee A es Paes a ere, 7 1s cage A a RR a See are Py ak ' 
: ss Un ae ' an Ve ; ne a a ee Rae a — 7! 
z : > \ 4 as ee t 3 jie me ae eee eis, bee ae Sa ee 
eto, ee oe. : # ae 50 ee MM a ooBickee Be Bs 
ee Ss) 4 hates ere - Si << aot es es ue ee as ee ty : oe 
et ei: 5 ‘ : ae ; j ? ie. ee ei ra ee oe Se ae AP ae oe 
eg eee oe - : é : oe ee ee ne ee A3 ee ate wore ae oe ines a ee 
a 4 ‘ ® (0 2 ah Pa ee pe Ee ar Rc agrestis Ape Bit apa <a aa ee oh ee " ee By 
vee 4 ‘ en ee ; : SI ley co ae eam Cal ORS em a siree, | ein glenn inieiag 75 file aD ee 
Tear et Soy ees, Be cs eR ah Ge Oe, Samoan cae Pe Bey ona Ge de Pe tigre tin, ESSAI Stee oY € a 
ee aot ne ‘ ' Bae at = el : ee 5 Cane see ee Bee: Pe ue pe ee i ae 
J 3 =e 7 sy is ‘ ri Ae ee ey eae Peo Ue in RRS a Prakae iig eta et Ora lpr ot i, : - 
Ree ies : ig ee Serre toin 1 ripen aga a mae i PENS. we ere reece em as egress ie ed 
ES rai i. fe Beonr: oe ; ee ire Ue Ge ae Bee Re ee ee ae Ls ae 
Beer Ree é as” eae a Pe eh segs tary ie: ge ee er ee bl ved eee, Masao Eo eS Pe er a: % 8 ; 
pe as? ae Eos : 2 re pee a ah Bent. hte a 2 in aig tee eg ae Re oe IC ook ea See SS |S OR a Beat eis eee oe Se 
oan Le ee oe Oe eee Fe i ; Pg te ei. oe eee ea a ee ee * se 
Wreesce eae a s de 2 ne Ca eae MCA, oe Coe he aor ee en a he . hs oe . 
Ss as ee 4 : yas me ere ee ei! Sgn: Se ee oe Ba ay ee a nae ee c 
SAS SAI. : ay a Fs eA ee se oe lide ye iat eae: ‘ PRES 
Pee Tes, ig ; } j a ; tae = - ee oe a ae ees . 2 . cae 
a eee : i ’ ay * ere Ste er ee ie, y - : it, 
= v - . - cs ’ d " “ Bae oe teeta eae, a Pain eas Seas een ee ae ia gh Me Mili. toag i Pe “ a oe aaa ‘ pene 2. 4 
Re pees 4 4 geek he a ae, ecto ae oe pee ee 4 Sirk, ‘ ma tee " 4 ie any , eae 3 
ake aoe : s ae ee Ske Ae ot gla Snes jesmpatlle sR Tee, Salar 7 ‘ ~ ye ete OOO : 
Pia - = # es an Sone Mines rk oe Ae (ooo : Sool i a alte Ba 8 ff ‘ fa tt saad 
ieee, gene ‘s. i Raueg si, Cpe case oP re Wiel ae) * Dae oe F e J Ogg gins Ree.” 
ee. t Se Ne ee a ee ‘ ‘6 BR cies en / r pte . ag 
siete: ee re re re i CA fia SZ, 
I aI ees ; LES gH eet dea ‘ te Mie oe ag * a 5 a Pg PP gee . : 
ee : rn oe rican oven a, 8 eee o A i se aia * 
eas ier Mi Lf : fs , : 4 . 6 * “ , 8 : ‘. Go Ee  y 
ne caer - 4 ; a! ae - : ons i shee, ake — .» ° s % 3 ce ee 
ee ge F ae Mle oe és Sig 4 edioa eS ety = i we ee 
en ee o ea gs AE ert RT be F ‘ rr ee i ‘ ical 
Ged er " — & te a ee % r ie at es gg lant tgs. Sy, , ——— - 
roe i if i —— Po gp py, i — 
: os E F ic A ‘ ¢ r. ® oth ” ae “ 
; =. ‘ 4 ee eee * ar 3 f ail ge ea * ‘a 
; a * : # a : A, = a : « 
ee ae . 5 * * » att ’ «Zee eS 
ae : : . Re co Ae we ‘ ‘ : at : — <a \ ot? 
Z + “ ~~ - s . > i 
ate es ' — gos” - 
cere Se Ss . : ‘ @) 
Siew Sey ; ; . dies 5s * a ‘ < 
ee ey Nh 
UN is Spee ip a oes 
gah ala tee ae eo i 
i hag os Serer Niemi SAN 3b Bea Ao sti Say RN rs itl eer os pea, F 
4 ‘ ce inte sty 5 ae A aN : aS Sy ° Pia Pe: # : 4 Pat, PES : " . . « 4 . 
: Oran Sens tat ek he wear Get eS a Ne MMs otra | We or ye Cp Ree ae ‘ a, hoe Bee, ‘ am 
i : : i & Ei eh Ree IPE A ae PO eas one eh Spawn hie tap ttga .” <treae mee 


Twice the home coverage puts 
the Journal-American far 
ahead of its class 


- 


It’s simple arithmetic. Twice the readership for your advertisements 


means twice the prospects for your products. And when the 


Journal- American brings you this readership in 700,000 % 
New York homes - virtually double the circulation of : 
the second evening paper - you have advertising homework | i 


that works wonders with the entire family . . . that influences more | 4 


purchases in the world’s first family market. Simple 


arithmetic ... but it all adds up to top sales honors in New York. 
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Christopher, Ernest C. Gehle, Charles field, Arthur E. Mertz 
Downes. Chicego: Murray é. ys Los Angeles (14): Simpson-Reilly Ltd., 
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The Right to Advertise 


The Department of Justice anti-trust suit against the Horvitz 
newspapers in Lorain and Mansfield, O., presents an extremely in- 
teresting and important issue—important both to media owners and 
to advertisers and their agencies. 

It would be unfair to prejudge the case, as far as the facts are con- 
cerned; but if the government charge that the newspapers refused 
advertising because the advertisers were using time on competitive 
radio stations can be supported, then the question of the right of a 
medium to refuse advertising becomes complicated with the element 
of unfair competition. 

It has been legally established that a medium is not a common 
carrier or public utility, which is bound to provide service to all 
comers without discrimination. The medium has the right to choose 
its clients and to offer service on a restricted basis, provided there 
is no discrimination among advertisers of the same class. 

In the case of a newspaper publisher providing exclusive service 
in his market, the policy must be considered in the light of the adver- 
tising monopoly which he enjoys. If he used his exclusive facilities 
as a means of promoting unfair competition, then the latter factor 
would seriously affect his right to refuse service to advertisers. 

Isadore Horvitz, owner of the newspapers, has defended his posi- 
tion by asserting that the government is attempting to control the 
advertising contents of the American press, and that if the present suit 
is won, regulation and control of all newspapers from Washington 
would follow. However, the reports published in ADVERTISING AGE, 
indicating that such important advertisers as Standard Oil of Ohio 
have been refused service because of using neighboring radio stations, 
suggest that there is more to the case than the simple issue of the 
right of a medium to select its advertisers. 

Advertising is primarily a weapon of compétition, and its avail- 
ability to all advertisers on equal terms is a basic factor in the 
maintenance of effective competitive enterprise. That seems to be 
the primary issue on which the present case will be decided. 


Public Confidence, the Priceless Ingredient 


We were greatly impressed with the analysis of the A&P case by 
Food Field Reporter, whose Sept. 26 issue carried an editorial point- 
ing out that in spite of its great service in the low-cost distribution of 
food products to the American public, the giant grocery chain does not 
have public confidence and approval in the same way that General 
Motors, for example, enjoys it. 

We believe that most business men, with the possible exception of 


. the independent wholesalers and retailers who are in direct com- 


petition with A&P, regard the company as an unusually efficient and 
well operated organization, whose ability to deliver grocery products 
to the consumer at low prices represents a vital economic service 
to growers, processors and the public alike. And we have noted that 
at least some of its competitors applaud A&P’s achievements and see 
no reason why it should be subjected to government prosecution. 

But public knowledge and appreciation of these great services 
have not been cultivated nearly so well as its promotion of good 
products at low prices has been carried on. Thus the Reporter finds 
it logical to conclude its editorial with the statement, “A&P has been 
a lone wolf. 

“At this juncture let us hazard the guess that if A&P had under- 
stood the necessity of public relations and if it had through this 
knowledge tempered some of the practices that have made it so many 
enemies, it would not now find itself fighting for its very life. 

“To this observation there is only one more thing we can add: 
Other businesses, both within and without the food industry, should 
profit by this sad dilemma of A&P and act to their own advantage— 
before they, too, like the great A&P, find that it is almost too late.” 
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KMBC-AFRM 


SOUND 
EFFECTS 
DEPT. 


“How did you like the sound effects for the rain storm scene?” 


—KMBC Heartbeats 


What They're Saying 


Retail Guidance 

Consumers’ interest in informa- 
tive advertising is due in part to 
their inability to secure informa- 
tion from store salespeople. Too 
often retail training programs are 
more concerned with “error cor- 
rection” and store systems than 
with basic product information. 
Perhaps the store of the future will 
employ merchandise counselors to 
give advice and information with 
a minimum, if not a complete ab- 


sence of, sales pressure. 
—Dr. Kenneth Dameron, Ohio State 
University, before 10th District, Ad- 
vertising Federation of America, at 
Oklahoma City. 


Details from Iran 

We have much pleasure in send- 
ing you herewith a specimen copy 
of our weekly Taraghi Magazine 
together with facsimiles of cre- 
dentials issued in our favour by 
the Embassies of Great Britain 
and the U.S. of America in Tehe- 
ran. 

It is quite likely that the speci- 
men submitted for your kind in- 
spection may not at first come up 
to your expectations according to 
the high standards of your own 
illustrated periodicals; but we 
hasten to assure you that this mag- 
azine is the leading one in Tehe- 
ran and enjoys the widest pub- 
lication through a network of au- 
thorized distributors throughout 
Iran and other adjoining states of 
Afghanistan, India and Iraq which 
have a good percentage of their 
population familiar with the Per- 
sian language. 

This being the case, you can 
easily appreciate the advantage of 
making a small investment to se- 
cure the widespread publicity that 
is available through an advertise- 
ment in the above weekly. 

To render our service complete 
we have facilities for translating 
the text of the ads, in the most 
effective way and also for re- 
producing any illustrations that 
may be added to adorn your ads. 
We do not charge anything for 
translations... 

Having submitted the above de- 
tails, we feel quite sure that you 
will kindly arrange for the man- 
ufacturers desiring publicity for 


their products in Iran to be ac- 


ioe 
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quainted with the exceptional pos- 
sibilities offered by the Taraghi 
Magazine... we allow you a com- 
mission of 20% 

We are sure that you will find 
our advertising service thoroughly 
satisfactory; and apart from our 
readiness to supplement the above 
details by furnishing other par- 
ticulars that you may find neces- 
sary, we are always at your ser- 
vice in providing you with any 
particular commodity that you 
may require for yourselves from 


this country. 
—Letter from Taraghi Weekly Maga- 
zine, Teheran, Iran. 


Gives Much Pause 

Pause and consider the effect 
on the lower income family (from 
which comes the preponderance of 
movie fans who see a movie at 
least once a week) if all its mem- 
bers, for one little quarter, can sit 
before a television set and receive 
three or four hours of entertain- 
ment and information; and then 
at the end of two years own the 
set. What exhibitor among you can 
reduce your admission price to 
permit the entire family to attend 
a movie for a quarter and then 
after two years give the family 


the chairs they had set in? 
—Marcus Cohn, television consultant, 
Theater Owners of America, at TOA 
annual convention. 


Add Similes 

I have a feeling that people 
like television. No matter what it 
is, they tend to look at it. Maybe 
you heard the story about why 
television is like sex? Television 
is like sex because when it’s good 
it’s wonderful. And when it’s not 
so good, it’s still pretty good. 

—Dr. E. L. Deckinger, research di- 


rector, Biow Co., before the American 
Marketing Association in New York. 


Negative Approach 

Washington, Sept. 26—Raymond 
Cosgrove, president of the Radio 
Manufacturers Association, today 
asked the Federal Communications 
Commission to take the first of- 
ficial step toward color television 
by decreeing that it would ap- 
prove no system that would obso- 
lete the millions of receiver sets 
in the hands of the public. 


—RMA news release from Washing- 


Advertising Age, October 10, 194‘ 


Rough Proofs | 


Ohioans have been doing som: 
very funny things since the Cleve 
land Indians went into a tailspin 
One newspaper publisher is eve: 
reported to have refused the ad- 
vertising of Standard Oil of Ohic 
© 
The Cigar’ Institute wants t) 
double the sales of its member;, 
but so far hasn’t had the courage 
to suggest that the product could 
add anything to those endearing 
young charms. 
* 

Now that women are smoking 
as many or more cigarets than 
men, and drinking as much or 
more liquor than men, why 
shouldn’t they be encouraged to 
investigate the merits of Ed Dur- 
ling’s stogies? 

o 

Veteran agcncy men say there 
never were so many account 
changes as now. Even remember- 
ing the birthdays of the client and 
all his relatives doesn’t seem to be 
sufficient to hold the business. 

An AA editorial writer hints 
that Paris fashion authorities don’t 
know how to design clothes for 
American women. Only a cynic 
who begrudges American writers 
and buyers those holiday trips to 
la belle Paree would suggest such 
a thing. 

> 

National Bag Advertising Inc. 
is out to sell advertising space on 
retailers’ packages, apparently on 
the theory that if the product is 
already in the bag, the purchaser 
must be just outside it. 

* 

Republican leaders all over the 
country read with hope and grat- 
itude the Life headline, displayed 
to the world in the pregnant 
phrase, “The Decade of Oppor- 
tunity—1950-1960.” 

© 

Mothers with growing children 
cringed when they noted that 
Household is announcing to all and 
sundry that with big families 
there’s bound to be more cooking, 
washing, sewing. 

oe 

TV budgets, remarks Dr. E. L. 
Deckinger, will have to come out 
of funds now used for something 
else. 

That’s the very thought that has 
already occurred to the purveyors 
of something else. 

* 

“The Red Badge of Courage’ 
made the late Stephen Crane im- 
mortal, and the sequel is now De- 
ing written in the blood of the 
treasurers of those intrepid TV 
pioneers. 

* 

An advertising agency has sen 
out questionnaires to typical con 
sumers requesting opinions 0° 
straight, bonded and blence 
whiskies, hoping to prove the 0) 
vious fact that most drinkers 
don’t know what they’re down né 

* 

A lot of people listening to P a‘ 
Brewing Co.’s broadcast of “I uf 
fy’s Tavern” are going to ‘ak‘ 
particular note if Archie seem ' 
be stocking other Schenley ;1r° 
ducts. 

. 

Judging from early football re 
sults, the omniscient seers v> 
published their pigskin pre" ve 
in September are going to v4? 
to make a few important revis 0” 
along about Thanksgiving. 
Copy VU 


ton, Sept. 26. 
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Would your firm alter its product design, adopt a new process or raw material without 
consulting its technical staff? Would you expect your industrial customers to buy from you 
without calling in their engineers or research personnel? Business is good—but it’s not that 
good. The pressure of competition has squeezed the margin for error from the market-place. | 
That’s why, increasingly since the war, you find scientific Americans occupying the deci- | 
sive posts in industry. The “OK” of the chief engineer, the principal chemist, the director | 
of research, the vice president in charge of production sets the buying habits of industrial ! * 


America. 

How do you plan to reach the scientific Americans with your sales message during the 
coming year? ) 

Their myriad fields of specialization cover the whole vast from of science. Collectively they 
subscribe to more than 2,000 professional and trade journals. Your advertising can effec- 
tively reach many of them through a selected list of these publications. 

But do you know that the outstanding workers in every branch of engineering and research 
(*) subscribe to a single magazine that covers all the sciences? The new SCIENTIFIC 
AMERICAN, the only U. S. magazine of the sciences, has now arrived at a net paid circula- 
tion of 100,000 — the audience for which it was designed. ’ 

Have you considered the economy of reaching the scientific Americans in every industrial 
organization through the pages of this single magazine? 


*The punch-holes in the SCIENTIFIC AMERICAN Subscriber’s Identity SS \ I { / fda 
Fas 


Card record his title, profession, company and industry. Write to m—, 
SCIENTIFIC AMERICAN, 24 West 40th St., New York 18, N. Y., to see =~ a g 4 
the business machine breakdowns of our subscription list. —_ a 
a 
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*A sportsman with an appreciation of the finer things of life—and the leisure 
and means to enjoy them. For instance, a recent survey shows that Spend-o- 
crats not only own more automobiles but actually drive them farther than 
non-sportsmen. That is why these automotive advertisers use SPORTS AFIELD. 


A.C. Spark Plug Hastings Mfg. Co. Nash Motors 

The Casite Corp. Hull Mfg. Co. Pontiac 

Champion Spark Plug Indian Motocycle _Prest-o-lite Battery 
Chrysler Kaiser-Frazer Prestone anti-freeze 
Crosley Motors Lorraine Driving | Quaker State Oil 
Exide Battery Light Willys-Overland 


THESE THREE GREAT 
MEN’S MAGAZINES 


MORE and more automotive advertisers 
are finding that Sports Afield’s famous 
Spend-o-crat’ market represents the most 
responsive audience of men available today. .. 
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Two Appoint MacKenzie 

MacKenzie Inc., Minneapolis, 
has been appointed to handle the 
advertising of Hubbard Milling Co., 
Mankato, Minn., and Morton Dog 
Food Co., Minneapolis. 


Appoints Pers Crowell 

Pers Crowell, artist and author, 
has been named to the art director- 
ship of the Carvel Nelson & Powell 
Advertising Agency, Portland, Ore. 


UNION RUBBER & ASBESTOS CO. 
TRENTON, WN. J 


a 
BEST-TEST MAKES PASTING A PLEASURE 


Fisher Mills Runs 
12-Page Roto Ad 


SEATTLE—A 12-page rotogravure 
section in the Seattle Sunday 
Times was used by Fisher Flour- 
ing Mills Company Oct. 2 to 
launch a one-month “fun with 
flour” campaign and contest. 

The rotogravure section was of- 
fered as the 1950 edition of “Fish- 
er’s Baking Book” and contained 
105 recipes tested by Mary Mills, 
Fisher home economist. House- 
wives were offered a weekly prize 
of a Montag electric range for the 
best completion of the sentence, 
“I like Fisher’s Recipe No.— be- 
cause.” The contest runs for four 
weeks in October. Time was used 
on KOMO, Seattle, too. 

As part of the promotion, retail 
grocers were offered prizes for best 
displays. In addition, a coupon 
printed in the Times’ roto section 
was worth 10¢ to the consumer 
on the purchase of a package of 
Fisher’s flour. Retailers were al- 


lowed 2¢ for handling each cou- 
pon. 

Pacific National Advertising 
Agency handles the account. 


Names Walsh International 


Walsh International Advertising, 
Toronto, has been appointed to di- 
rect the export advertising of the 
Canada Wire & Cable Co., To- 
ronto, manufacturer of electrical 
transmission equipment. Full-page 
ads in Canadian and United States 
export publications will be used 
in 1950. 


Webel Offers Export Service 


Henry Webel & Associates, New 
York, international advertising 
consultant, is offering export 3d- 
vertising service to agencies and 
their clients. Webel specializes in 
foreign market studies, sales pro- 
motion and advertising. 


Steck to Open Own Business 


Hal Steck has resigned as radio 
copy chief of McCann-Erickson, 
New York, to set up his own radio- 
tel@vision writing service. 


wings and 


Dance Team.” 


the routine to interject the fast 
patter lines — laughable gags 
that never seemed to age, such 
as: “Did you go to see ‘The Lion 
and The Mouse’?” “No, I never 
cared for those animal shows!” 
The whole turn climaxed by “a 
soft shoe dance in the famous 
style of George Primrose,” or a 
fast clog to the lovely melody of 
“Back Home In Indiana.” Mil- 
lions of people love Vaudeville 


because it represents entertain- 
ment that is Genuinely Ameri- 
can. Holding the same strong ap- 


Making a fast entrance from the 
into the spotlight, 
gaily emerged, “The Song and 
Flashing, spar- 
kling smiles and with identical 
costumes, topped by jaunty ma- 
lacca canes, the pair “went into 
their dance.” A quick pause in 


peal in the great rich, middle- 
west farm and rural town mar- 
ket of Iowa, Nebraska, Missouri, 
Kansas and Colorado is Capper’s 
Weekly. Its unique reader win- 
ning style of Human Interest 
Editorial technique is also Genu- 
inely American in style, format 
and content. That’s why in ad- 
vertising circles you'll hear... 
“Put Capper’s Weekly on the 
List . . . It Makes the Sale!” 


YOUR COPY IS READY 
Write today for the new Market 
Data Book ... ‘‘Pacts About Oap- 
per’'s Weekly Families.’’ This valu- 
able fact filled market book will 
show you how you can use Capper’s 
Weekly as the pérfect test medium 
in this rich midwestern area. 


y 


Capper Publications, Inc. 


cL} 


912 KANSAS AVENUE 
TOPEKA , KANSAS 
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Allan Kalmus, television manager of NBC’s press department, is the 
proud father of 6-Ib., 3-oz. John Allan K., born Sept. 22 in New York. 
The baby’s mother used to work for the Hutchins agency and Carl 
Byoir. .. Another newcomer is Patrick Joseph Cook, son of Joe Cook, 
promotion manager at KSTP-KSTP-TV, Minneapolis-St. Paul. Pat was 
born on Sept. 20. . . Arriving ahead of both of them is Jack E. Melvin, 
born to Jack Melvin, public relations director of Hunt Foods, Los 
Angeles, and his wife, the former Margaret Pollock, a movie actress 
before her marriage to Jack a year ago... 

Late vacationers were Norman C. Green, Chicago manager of Crowell- 
Collier, and Merritt R. Schoenfeld, pres. of Schoenfeld, Huber & Green, 
who had a week’s fishing at Walter Swanson’s island in Lake of the 
Woods, Ontario. .. And Walter Weir and his wife Kathryn chartered 
a 33’ sloop out of Oxford, Md., for some sailing on Chesapeake Bay... 


WINNAHS—Jack Mangini (with softball), playing manager of McCann-Erickson’s 

Advertising League softball champions, proudly displays an autographed memento 

of the season during a luncheon at Toots Shor’s. Members of the executive com- 

mittee with him are (left to right) H. K. McCann, chairman of the agency’s board; 

Marion Harper Jr., president; Harrison Atwood, vice-chairman; and Jack L. Ander- 
son, treasurer. 


James F. Cullen, business manager of the Daily Mirror and chairman 
of the Publishers Association of New York City, polished off 40 years 
of service to the Hearst organization Sept. 26 with the comment: 
“My enthusiasm for my job hasn’t diminished in the least since I 
started in this business back in 1909. I still get a kick out of a 
newspaper’s daily routine and I guess I always will.” Mr. Cullen started 
his newspaper career in 1909 when he joined the Boston American’s 
ad dept., moving to the Mirror in 1930. . . 

August H. Meyer retired from GE’s lamp department Sept. 30 after 
nearly 40 years’ continuous service. For the past 15 months he’s been 
serving in an advisory capacity to managers of the Chicago and Midland 
sales districts. . . Industrial Marketers of Cleveland celebrated its 
silver anniversary at a dinner meeting Sept. 30 with Robert J. Nieder- 
hauser, sales promotion manager of Harris-Seybold Co., as speaker. . 


NICE STRING—Vic Keppler, commercial photographer, believes in proving fis! 

stories of ad executives, especially when he’s high man with a 23 pounder. Stanc 

ing (left to right): Charles Brower, creative chief, Dick Blackwell, copy departmen' 

Harry Payne, art department, all of Batten, Barton, Durstine & Osborn; and Jec' 

Morris, advertising manager, Schaefer Brewing Co. Down in front are Mr. Kepple 
and Harold McNulty, vice-president and head art director, BBDO. 


The Los Angeles Advertising Women will hold their annual Ad- 
tractions at the Ambassador Hotel on Oct. 22. It will again be a costum* 
affair. Mary Buchanan, Union Pacific Railroad, and Dave Fenwic!. 
Abbott Kimball Co. of California, are co-chairmen of the event. . . 

Mark Martin, v.p. of Gardner Advertising Co. in charge of militar’ 
recruitment advertising, is recuperating from an appendectomy in Wash 
ington. He appeared before the Armed Forces Personnel Policy Boar | 
one afternoon and underwent the operation just a few hours later. . . 
Frank J. Reynolds, president of Albert Frank-Guenther Law, New Yor. 
became president of the board of trustees of the New York Milita’ / 
Academy, Cornwall-on-Hudson, at the annual election meeting. 
graduate of the academy in 1908, Mr. Reynolds has been a member : ! 
the board since 1934. . . 

Les Johnson, mgr. of WHBF and WHBF-FM, Rock Island, IIL, his 
been appointed by Gov. Adlai Stevenson as a member of the sta‘ 
eeronautics department’s board of advisers. . . 
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What Every Advertising 
kxecutive Should Know 


When you put U.S.News & World Report on your company’s 
advertising schedule, you can now attach this comment to 
your recommendation — 


“Recent study* made by Benson & Benson, Inc. shows that 


o/% 


of subscribers to U.S.News & World Report 
do not subscribe to any of the other five 
magazines in the news weekly or business 
management field. 


“And those who do subscribe (together 
with one of the other five magazines) vote 


U.S.News & World Report 


‘MOST USEFUL IN MY WORK’ 
by ratios of from 5 to 4...to...14 to 1.” 


*Complete, detailed 
report on request 


S.News & World Re 


USEFUL 
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Nielsen Makes 
10 Predictions 


on 50 Business 


Wider Distribution 
Channels, Cut Prices, 
Media Shifts Forecast 


New York—tThe eastern confer- 
ence of the American Association 
of Advertising Agencies last week 
heard ten predictions for business 
and advertising for 1950, made by 
Arthur C. Nielsen, president, A. C. 
Nielsen Co., Chicago. The predic- 
tions, Mr. Nielsen said, “are 
soundly buttressed by facts.” 

His first prediction is the “prob- 
ability of increased government in- 
terference in business...I want 
to urge you,” he said, “to continue 
to resist such interference with 
every resource at your command. 

“T can tell you definitely,” he 
asserted, “based on first-hand ex- 
periences in serving our clients 
in the United Kingdom, that gov- 
ernment interference in business 
creates a perfectly amazing mass 
of obstacles which can be more 
frustrating than mere words can 
describe. 


s “To cite only one illustration, the 
inauguration of socialized medi- 
cine already has created unbe- 
lievable dislocations in the drug 
industry. My British associates 
have compiled some interesting 
facts on this subject which I'll 
gladly send to anyone who is in- 
terested.” 

Mr. Nielsen’s second prediction: 
“We are entering a period of in- 
tensified competition. This is the 
inevitable result of current eco- 
nomic trends. 

“IT suggest in this connection, 
he continued, “that you be pre- 
pared to act—both offensively and 
defensively—in respect to inter- 
national competition, for there is 
increasing world-wide recognition 
of the absolute necessity of accel- 
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erating trade between nations... 

“Prediction No. 3,” said Mr. 
Nielsen, “is that you will see a 
continued widening of the channels 
of distribution used for each type 
of goods. It is inevitable that, as 
a manufacturer encounters in- 
creased competition, he will seek 
retail outlets of types not pre- 
viously used. 


ws “One of the best examples of 
this trend is the tendency of re- 
tail grocers to handle drug store 
products. This is shown clearly by 
the following figures: 


Drugs in Food, General Stores 


April- April- 
May May 
"46 49 
Blades - razors 79% 82% 
Cough Drops 78 76 
Headache remedies 75 78 
Laxatives 65 70 
Dentifrices 58 70 
Cold remedies 58 62 
Shampoos 50 66 
Shaving creams 48 57 
Hand lotions 41 45 
Oral antiseptics 36 45 
Tooth brushes 35 37 


Shave lotions 26 31 
Hair tonics 26 40 
Face creams 25 29 
Face powders 25 21 
Deodorants 22 32 
Corn remedies 15 17 
Baby oils 14 34 
Eye lotions 7 11 


Average 3-year increase: 25% 


“Prediction No. 4,” he contin- 
ued, “is that there will be con- 
tinued and substantial growth of 
what we call ‘convenience items,’ 
that is, products which save time 
and annoyance for the consumer. 
These results may be achieved by 
the product itself (as in the case 
of prepared pie fillings) or by the 
package design (as in the case 
of the handy squeeze bags of mar- 
garine). 


s “Prediction No. 5 is that you will 
see some rapid and important 
shifts in advertising media. You 
have witnessed the amazing growth 
of radio. Now it seems inevitable 
that you will see an equally specta- 
cular growth for television as an 
advertising medium. 


“The danger to you, as I see it, 
is not so much that you may over- 
look the opportunities offered by 
television as that you may turn 
your backs on radio without justi- 
fication.” 

Television, he explained, while 
showing a rapid rate of growth, 
has not yet attained more than a 
very small fraction of the distribu- 
tion shown for radio homes. In 
addition, the total number of hours 
of radio listening per home per 
day is up, and while TV has 
created a decline in metropolitan 
area radio listening, radio remains 
strong in medium-size cities and 
in small towns and rural areas 
(AA, Sept. 19). 

The sixth prediction “is that you 
will face a continuing problem of 
minimizing the advertising waste, 
and the lost sales, which result 
from inadequate retail distribution 
of your brands.” 


s Retail inventories of 33 pack- 
aged food commodities have de- 
clined since 1942, despite sub- 
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stantial increases in the volume 
sold, he explained. As a result, the 
average brand in the list is out o: 
stock in about 11% of the retai 
outlets. 

“Prediction No. 7 is that you wil 
have an unusual and interestin; 
opportunity to cash in on the tend- 
ency of retailers to increase thei) 
own advertising of your brands.’ 
Since 1942, retail advertising fo: 
the 33 brands has risen to 47% 
(for the first six months of 1949) 

The eighth prediction “is tha 
the immediate future will se 
increased use of what might bk 
called ‘shot-in-the-arm’ merchan- 
dising tactics. I refer to sucl 
methods as premiums, l¢ sales 
and combination offers or ‘factor 
packs.’ 


ws “Each of these methods has its 
place and is very useful if em- 
ployed under the right circum- 
stances. But they can prove both 
costly and ineffective if not skill- 
fully used. 

“Prediction No. 9,” Mr. Nielsen 


SOUTHERN 


AGRICULTURIS 


Senior Editor 
L. R. NEEL 


Editorial Director 
FRANK A. BRIGGS 


Executive Editor 
MALCOLM ORCHARD 


Managing Editor 
A. B. KENNERLY 


Associate Editors 
CHARLES E. BALL 


SALLYE 


MILBREY F. COVERT 
H. L. GANTZ 
CLAUD L. SCROGGS 


Woman's Editor 
IRIS DAVENPORT 


Assistant 
MARY LORRAINE SMITH 


Youth Editor 
DELORES LEHR 


Production Editor 
WALTER F. SCHULTZ 


Assistant 
LAMBETH MAYES 


Assistant 
LELIA MOSS 


Art Director 
McCULLOUGH PARTEE 


and 36 exclusive Contributing 


Editors and 


” ok 


BROYLES 


Special Writers 


OUTSTANDING 


ieee 


IN EDITORIAL STRENGTH... 


When Farm and Ranch joins Southern Agriculturist in 
January 1950, over 1,275,000 families will read the first issue 
—the largest group in the South ever to receive one magazine. 


The new magazine will continue to be edited for Southern 
readers and only for Southern readers. The rural South 
can never be served adequately by an editorial content 
projected to interest readers in all 48 states. In climate and 
crops, yes, in its very philosophy of enjoying life itself, the 
South is different. 


Because this magazine’s roots are as deep and its leader- 
ship as strong in Texas and Oklahoma as along the Atlantic 
Seaboard, editorial contents will be pin-pointed for magnetic 
reading interest in two editions—Eastern and Western. 


Each edition will reach the largest magazine read- 
ing group in its territory. Combined they form the 
most impressive circulation ever served in the South. 


Strongly staffed editorial offices are maintained in Nash- 
ville, Tennessee and Dallas, Texas under Mr. L. R. Neel, 
Senior Editor, and Mr. Frank Briggs, Editorial Director. 
Through these staffs, coordinated by Malcolm Orchard, 
Executive Editor in Nashville and A.R. Kennerly, Managing 
Editor in Dallas, this publication aims to give increasing 
meaning to its theme Better Farming for Better Living. 
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aid, “is that we will see con- 
iderable price cutting. I don’t 
eed much of a crystal ball to 
nake this particular prediction! 

“But I include it because I want 
o emphasize the importance, to 
gency men, of knowing how to 
make price cuts in ways that will 
uchieve the desired results. Price 
cutting is hazardous business, and 
it is easy to miss the arch com- 
pletely and fritter away the entire 
profit margin of the advertiser. 

“Prediction No. 10 (my final and 
most important one) is that there 
will be a steadily increasing need 
and respect for facts as a working 
tool for the executive in charge 
of marketing or advertising— 
whether he be on the payroll of 
the advertiser or the agency.” 


s The facts needed, he asserted, 
include facts on media; facts to 
aid in the selection, timing and ef- 
fective applications of various ad- 
vertising and merchandising tac- 
tics, including pricing; facts to aid 
in the determination of advertis- 


NEW SIZE—Chicago is the first market for distribution of this new package for 
Chicken Bones, with which Flavour Candy Co. is invading the 5¢ field for the 
first time. A schedule of spot announcements will be used on Station WIND, and 
promotion will be expanded on a market-by-market basis for the product, an old- 
timer, which has been packed heretofore in 1-lb. tins. Phil Gordon Agency, Chi- 


cago, handles the account. 


ing budgets and facts to protect | advertising due to frightening de- 
the advertiser and his agency|clines in factory sales. 
against unjustified curtailment of 


“Our suggestion to agency men 


is that they persuade their clients 
to watch consumption and not be 
frightened by temporary declines 
in factory sales, in to making un- 
wise cuts in advertising appropri- 
ations.” 

Also, he said, “by educating your 
clients to base their advertising 
budgets and policies on what the 
consumer does (rather than on 
what the wholesale trade buys), 
you will not only stabilize and pro- 
tect advertising budgets but you 
also will protect yourselves and 
your clients from erroneous con- 
demnation of your advertising 
campaigns in cases where the re- 
sults of a truly effective campaign 
are masked by the simultaneous 
liquidation of trade or home in- 
ventories... 


es “At the present time, the aver- 
age manufacturer is really con- 
siderably better off than his fac- 
tory sales would suggest,” since 
employment still is very high, per- 
sonal income is down only slightly 
from the peaks recorded a few 


LEADERSHIP 
ae Ze 
IN CIRCULATION DOMINANCE 


With the January 1950 issue, the new Southern Agricul- 
turist-Farm and Ranch guarantees 1,275,000 unduplicated 
circulation in the 15 Southern States —the largest magazine 
circulation by more than 175,000 ever offered advertisers 


in the South. 


In no other well populated section of the United States, 
do rural families so dominate social and economic life as in 
the South—a condition that places this leading Southern 
magazine in the rural homes that understand and cultivate 
the tradition of pleasant living. 

For each million Southern families reached, Southern 
Agriculturist-Farm and Ranch rates 

Save $407 on every full page black and white 


advertisement, 


Save $567 on every four color page advertisement, 
Save $793 on every back cover advertisement 
when compared with costs of space in any other farm 
periodical with a million or more circulation in the 


Southern States. 


For the new year... for your new budget... for top 
coverage and results—put the NEW Southern Agricul- 
turist-Farm and Ranch to work for you in 1950. 


AGRICULIU 


NTN 
SOUTHERN : 


" OFFICES IN 
NASHVILLE 
DALLAS 
ATLANTA 
CHICAGO 
NEW YORK 
LOS ANGELES 
SAN FRANCISCO 
SEATTLE 


/ 


a rural magazine. 


SWiNpy 
ACRICULT URIs) 


The interests of Southern families 
makes the South’s leading magazine 


months ago, retail sales are down 
only slightly from last year and 
personal savings have increased 
from about zero in early °47 to 
around 7% or 8% of income at the 
present time. 

“The current high rate of saving 
is an obvious challenge to adver- 
tising men, for it means that the 
consumer buying power exists. 
The money is there and it is up to 
you to devise sales messages that 
will bring in the orders—without, 
of course, going to the extreme of 
leaving the consumer without a 
shirt on his back!” 


Issues Data on Women’s Clubs 


“Guide to Women’s Organiza- 
tions,” by Ellen Anderson, has 
been published by the Public Af- 
fairs Press, 2153 Florida Ave., 
Washington. The book contains 
descriptions of the purposes and 
activities of approximately 700 
women’s national and international 
organizations. Copies are available 
at $2 each. 


Appoints Robert Hayes 


Ronald B. Hayes, formerly ad- 
vertising and merchandising man- 
ager of Spreckels Sugar Co., has 
joined International Minerals & 
Chemical Corp., Chicago, to be in 
charge of the educational program 
for Ac’cent, monosodium  glut- 
amate produced by Amino Prod- 
ucts division of International. 


MARSH BRISTOL BOARD 
Has unique in-between surface 
that is neither kid nor smooth, 
but is just right for pen and ink 
and particularly letrering. 

Sizer 22" x30"... 3 ply only 
per sheet ............... $ 45 
dozen 


PRESTO-TYPE 

To “Set” your own type bead- 
ings. Each transparent plastic 
sheet has several complete alpha- 
bets in black and white. Place 
self-adhering letters directly on 
artwork for uction 
copy for offset, multilith and 


POnly 75¢ per sheet 
Send for complete chart of types 
available. 

E-Z FRISKET 


An adbesive coated frisket pa 
for immediate use. Just 


strip off protective backing sheet. 
No mess . . . no rubber cement 
« nO waith 


Desk Roll: 24°x Syds. $ 3.00 
Jumbo Roll: 24x20 yds. _ 10.00 
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Superior Illustration Boord 

OF tech Bristol () E-Z Frisket : 
0 Layout Pads (C0 Presto-Type i 
LD Send catalog of Advertising Art Materials i 
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Visit America’s Largest 
Art Supply Center 
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ARTHUR BROWN & BRO. Inc. 
2 West 46th St. New York 19.N._ Y 
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y’re Hiring “SWAN 


© A MAGAZINE IS ONE OF YOUR SALESMEN IN PRINT. AND HERE 
S NEWSWEEK’S 11/2-YEAR RECORD IN THE AUTOMOTIVE FIELD. 
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PRESTONE BUICK = motors 
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Newsweek Acceptance 
Has Grown 


1938 


Rank Among ALL Magazines by Pages of Automotive Advertising 


> 1949 


(First Six 
Months) 


Sat: Eve. Post 


Collier's 


Time 


New Yorker 


NEWSWEEK 


Newsweek Ranks So High 
with the Automotive Industry 


1 Sat. Eve. Post 


2 


Time 


NEWSWEEK 


Collier's 


New Yorker 


Source: PIB 


g out of every single dollar spent 
70 for automotive products comes 


from only 2/5 of all U. S. families . . . the 
2/5 who earned the highest incomes.* 

85.5% of Newsweek’s more than 800,- 
000 families is concentrated in this high- 
income group that accounts for 70% of all 
automotive dollars. 

Newsweek offers more top-income fam- 
ilies per advertising dollar — at the lowest 
cost per thousand—than any other weekly, 


biweekly or monthly magazine. 

Moreover — these Newsweek families 
include the greatest concentration of lead- 
ers in business, industry, and government 
. .. thousands of leaders who are respon- 
sible in great measure for corporate and 
government purchases. 

No wonder every American-made car 
and so many truck and accessory compa- 
nies find it profitable to advertise in 
Newsweek. 


* Bureau of Labor Statistics 


Automotive Companies 


Advertise in Newsweek 
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Finehauf, Thaler 


FORD 
TRUCKS 


STEWART-WARNER 
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badillac 


OLDSMOBILE 


ge re ‘ : Pik Be in es 4 eh: - is ae ‘ ; ; . mm ; 5 g Se Sain f 
& ee -. z a : = sé ret 2 i ae he ee z, Po ao ea 
j see. a he * es re a ace oof fa He 0 bi Felt ree Ed ue *~ y : : aa ae A A Ben, BE e- Tig :: 
Hea ao sa * _ te Fu oe ‘ 7 « Cae FF ie a cs ial ae i ra . i age tn ~ " = a 2 ce = % a, KO : 
ee a Sa) ee as ae eae ts, ace wi ia 3 ee nen i ia Gyo et ee a ees yor CS ee ee ee ee ee CO eae Ne CS gs, Se cl A aig, Ne ac mi 0 <a) ee 
we ee ai ee Rice prahes . ha Sa) art ee sea Riga eee ae ae oh Rt ey ee a — = beh flee cr ig a ee a “ ee ae: rca ar ie a ia SORES ge ema ee ee es 8 Be —— es 
‘ ey i 
ik ae se 
: _ 
4 A Be 
S al 4q te FP. 
ne : | OISESSEE Rea aS a : Scena ae Ss Siac i - 9 fi oF 
ae RSS Sec er es mm. * om: 
= EEE co Ss pate hiorrainnan tenes ea rece ec ete nea i tis so ae a As eee Saori ras 
= ee Sg agit ine es Sec ae ee a aaa | +) 
oo se Bea hike nem near ee me ‘ ; 
ie oa estat anemann nn ae . es : 
Se pas : wens an a a ea 5 ¢ 
a a sae ie — 
Som is . Pee i pits 
a = chee GR AR ei 2 eae’ pe : a ; i: 
ss Se ow ee ; beet 
— iy poo ae * 0, 
oe ae mei 
ees Pg q Paes vs 
a Z Piiias 3 = 
“4 ez oo aia 
af a * coe. 
vi pine ee _ 
i at otras **.) 
at @ es Pee 
- yo bies a 
a Poe ® iB oo 
; eee, 
ae 
a 1 a 
Be Wine ae ae 
i yeiralh enei 
a 
. — 7 
7 3 ae 
i 
i 
. 
a 5 ae 
ee 
re sad 
a ey ay 
Po a oe 
A RY oP a esac 
# i #3 " 
a eee 
; aha aes ee 
| . ioe 
; 
} 
ik 2. : a? } 
a ‘ : i 
ese ‘ a 
re giants H - q 
A a a a Hoe : ee 7 
4 ets i Pa ores. 
% Ee ne ian a 
ie wimmeedcane tN = 
ar Sia tartae eile . Ne - 
i ; ae ae i Set . 
‘ eee en } ee 
” 7 oe ) 
‘i : Bs | 
} 
; a 
j nite “ 7 
' _ 
ne 
as) 
a 
o oid 
: ee 
geen 
Net ey 
owe: b 
| ‘2a Coes 
; os 
&§ oe age, 
Spee ae 
ae oe 
ve et eee 
: 
: ; 
ees anes a ee : bate = 
Ree Tyre fa 
j Bia sccm 6: or bee a he 
ihe kee i Dene 
, : ses ae 
a pects 
our TE Soa Ar 
i a Sr ee oe 
ae ee 
sae -_ BS igs, 
ove ei 
: Wie 
« : i 
2 - ie ae 
eae ) 2 See 
Piatt esas 
: oe Lea 
cE gas vecite - eeS ; a ees 
ee et Lene Pe eS j Ni ea 
es ee 
2 ‘ St NA 
; : meee 
. : ge Os aoe 
: Fee gee 
i enya 
‘A ‘ Fin Aah 
P| ; ee ee at 
ee Ly / pe po a bs ‘ : 
oe ec 
| 8 a pas 
ee a 
age oe ee 
i ee one aS 
H eee! 
Pre Pte 4 
— cee ee 
a 7 
a 
BG oe ait 
| enCimetem eg din, 
FT Se 
She 
- Is 
P 
a! 
Sas 
PRooUCT ON Ss 
* W | | 
Z coe 
Pe ee 
eae 
rae Ce, ee 
> Cece ei sn 
sacral ee ae oe : a 
! MS fs ; Res, cae ae ee 
ce ill soa as Mle eens 
Sei net ae ae i ii ra Tae 
‘ BEE r : fede age arama Serre 
Be Z a ie a Sis ee oe 
as ieee ha ais 
een : e Cie Se na a aan ar 
Nee y OD 3 A ee ; a ee 
es Zs 5 be e irae la Oe ra 
| Bg: se ; ao GEES Pie eit TS vet) 
rca i a ee See thin 
aa # P ie 3 Bates Te Ee 
irs - % P Z ieee: ee 
; a ee = . . . " : - anne Z 
Ro : ; “5 , : : qe rae » ; ys | erase 7 a es sah tes eke See 3 | NRE 
: Os A Sal hk * on a Ag aay ear abet Le Si mg Me ee : i ee RRA I OSex ees RE Tn Sate a. ALD pette  gaae / Tu taGogee oe gl = ee ig Be ny Rg eae oP oe Ao ee ST ee, «yu eggs ee ae Ae 
Chae Bisel gett tis. as Sern ee 5 nests aia A eae ce eS es Rie eae 9 oe ae ee near phe Pern gee tel epee Ss eat ais geese cai te dg ude. y Cau BAe oa gs Adela Shaaciule’y Cem Rn eet ane aides ee Sia ed at oy Shige hr 
Se Sec IR Noe? tol egg en eed era Pay Sergei UPA ee May Set ar Bier By oR a Rea eS ws te oer WRC) SI A At cots Pi age De Me ae Pee Lait > ae ee eset lp py eee ae oe ey Ree ag 97 2 Satan? Homie ees Riveetie pps : Sage tt ae a aN tR RE Sok, I SSE SU Ce Vad Cece eeu ey Sa SE PO Re 
Lg Pec eS peasy Ren, preted Fem ek ry Se : ? a ee ea ke SS . : F ss ain ae PrP ee a se ; Seg : C : st : 


Auto Makers Go 
into Reverse As 
Steel Shuts Off 


Gloomy Spring Gave 
Way to Cheery Fall; 
Now All’s Gloom Again 


Detrort—aAll but one of the first 
signs of fall have failed to chill 
the enthusiasm of new car buyers 
or the determination of the auto 
makers to make 1949 their best all- 
time production year. 

That one discouraging sign is 
the steel strike. 

Packard Motor Car Co. was the 
first to lay off workers last week 
and it looked like the other auto 
makers would soon follow, as the 
United Steel Workers and Big 
Steel remained deadlocked. 

Last January, the seers of the 
industry predicted “just three more 
months” of top production, after 
which they saw the “bottom drop- 
ping out” and a real buyer’s mar- 
ket in force. 

When the long awaited drop did 
not occur in July, these same seers 
—and they included some of the 
top sales and executive minds in 
the industry—said: “Just wait until 
August.” A dark picture was 
painted for the fall. 

August came and went. Sched- 
ules of output continued high, 
with at least five companies re- 
porting record production. There 
was no sign of a letup for the re- 
mainder of the year. 

By mid-September the automo- 
bile manufacturers had come 
nearly full wheel from the start of 
1949. 


s Last January, the various man- 
ufacturers were so convinced that 
they would encounter tough sales 
resistance along about mid-year 
that they appropriated record ad- 
vertising budgets. Space in news- 
papers increased roughly 25% to 
30%. More national magazines 
were used, and the automobile in- 
dustry just about “took over” the 
outdoor posters. 

Some automobile advertising 
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men say this stimulated promotion 
program played a big part in keep- 
ing the demand up. Sales execu- 
tives say that the reduction in 
prices by most companies—Chrys- 
ler Corp. being the chief exception 
—came at just the right time to 
“take the curse off the inflated 
price tags.” 

But whatever the reason, pro- 
duction and sales are zooming ever 
higher and higher. Even with La- 
bor Day, the first week in Septem- 
ber saw more than 100,000 units 
produced. 


# Actually, the feeling of well- 
being continued past Sept. 29, 
when Ford Motor Co. agreed with 
the United Auto Workers on a pen- 
sion plan. Many thought this would 
set the pace, as the saying goes, 
for steel as well as other industries. 
It didn’t. 

If the strike continues more than 
a month, auto production will be 
seriously curbed. A seller’s mar- 
ket may even return. Advertising 
budgets may be revised down- 
ward as manufacturers find it 


easier later to dispose of their 
products. 

If the strike ends soon, on the 
other hand, production, selling and 
advertising will be affected little 
or none at all. 

The industry situation late last 
month, before all plans were sud- 
denly thrown up in the air, shaped 
up somewhat as follows. 


s Buying had slowed a bit in all 
classes. But the letup had not been 
sufficient to reflect in production 
and was not expected to until the 
normal winter seasonal drop. 

Dealers had calmed down after 
the first flurry of excitement last 
winter when they saw their stocks 
pile up and sales lag. In the mid- 
dle-class price field they were re- 
sorting to prewar practices of 
generous trade-in allowances and 
shaving a bit on the discounts. 

A few dealers in the luxury class 
field had experienced a little 
trouble, but, as one executive put 
it” “There is no rush to the bank- 
ruptcy courts yet.” 

The waiting period for even the 


Chevrolet had been cut by several 
weeks, but this can be attributed 
partially to the all-time sales rec- 
ord of 148,676 cars and trucks sold 
in June, according to W. E. Fish, 
general manager. Passenger car 
sales, Mr. Fish said, crossed the 
100,000 mark for the fourth con- 
secutive month. The figure was 
116,138. More than 1,000,000 Chev- 
rolets have been sold this year. 
Buick, which paraded its post- 
war Special series, in August sold 
40,106 cars—the highest total in 
the company’s 48-year history, ac- 
cording to Ivan L. Wiles, general 
manager and General Motors Corp. 
vice-president. The previous rec- 
ord was 38,913, set in March, 1941. 


a DeSoto, for the second consecu- 
tive month, in August exceeded all 
its previous monthly production 
records, W. B. Wagstaff, DeSoto’s 
vice-president in charge of sales 
disclosed. In compliance with 
Chrysler Corp. policy, no figures 
were released. 

Production in July set a record 
for the 21-year-old division of 
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Chrysler and this was broken ir 
August despite a 4% day shutdow: 
of the plant. 

“While we are well pleased wit! 
our August production, we ar 
quite sure it will be equaled o: 
excelled regularly in the future, 
Mr. Wagstaff said only about :; 
month ago. 

And C. E. Bleicher, DeSoto pres. 
ident, said: “The demand for ou 
cars has never been greater. W» 
are doing everything we can t) 
supply our dealers, who are clam- 
oring for more and more cars.” 

All monthly production records 
for the past 52 years were shat- 
tered at Oldsmobile in August 
when 31,095 passenger cars were 
produced, according to S. E. Skin- 
ner, general manager. 

The future looked like this to 
Mr. Skinner a few weeks before 
the strike: 

“As far as Oldsmobile is con- 
cerned, we have not experienced 
any softening of the market to 
date. On the contrary, demand is 
so insistent for all three series of 
Oldsmobiles that we are expand- 


LOOK — how the Baltimore market has changed! It's now the fastest growing 


market in the East* with 343,654 City Zone families. 


LOOK — how the Baltimore media picture has changed! Now the News-Post 
reaches 58.3% or 200,520 of these City Zone families — more than 


any other daily newspaper. Total Net Paid 230,250. 


LOOK — how Baltimore's merchants are cashing in on this increased coverage 
— placing a new high of more than 11% Million lines of retail adver- 


tising in the News-Post, daily only, in 1948. 


LOOK -— if you want to land on both feet in both halves of this profitable market. 


LOOK TO THE 


Baltimore News-Post 


First in Circulation in the 6th Largest City 
A HEARST NEWSPAPER—REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


Utfices in the principal cities of: Albany * Baltimore * Boston * Chicago * Detroit * Los Angeles * New York ® Pittsburgh * San Francisco * Seattle 


*ABC City Zone based on Bureau of Census—1947 surveys for Metropolitan Districts. Among the 
ten largest markets in the U. S., Baltimore's rate of growth is exceeded by only two West Coast Cities. 


LOOK 
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ing the capacity of our ‘Rocket’ 
engine plant, building a new final 
assembly plant, and increasing our 
working force to take advantage 
of the gratifying upsurge in. de- 
mand for our product.” 


‘Springtield Sunday News’ 
Launched by John Lynch 


The Sunday News, Springfield, 
Mass., a new Sunday tabloid, made 
its debut on the newsstands Sept. 
25. The eight-page paper was aug- 
mented by a four-page four-color 
comic insert. It had an initial press 
run of 5,000. The price is 10¢. 

Published by John Pierce Lynch, 
a state representative, the paper 
becomes the second Sunday sheet 
in Springfield, competing with the 
Tl-year-old, 68-page Springfield 
Sunday Republican, also selling 
at 10¢. 


Joins O’Mara & Ormsbee 


Michael W. R. Meyer, formerly 
with the Chicago office of J. Wal- 
ter Thompson Co., has joined the 
Chicago sales staff of O’Mara & 
Ormsbee, newspaper representa- 
tive. 


ON THE BALL—Ad-Tractions of 1949, the second annual costume ball sponsored by 

the Los Angeles Advertising Women and Advertising Club of Los Angeles, and 

scheduled for Oct. 22 at the Ambassador Hotel, is the subject of this conference. 

Left to right are David Fenwick of Abbott Kimball Co., co-chairman; Beatrice Kentz, 

Batten, Barton, Durstine & Osborn, president of the women’s club; Richard Russell, 

Beverly Hills Citizen, president of the men’s club; and Mary Buchanan, Union Pa- 
cific Railroad, co-chairman of the party. 


Spratt's Dog Foods Again 
Promoted in Canada 


Advertising for Spratt’s dog 
foods has returned to the Toronto 
territory after an absence of some 
years in Canada. Formerly im- 
ported from England, where the 
parent company, Spratt’s Patent 
Ltd., is located, the products will 
now be manufactured in the new 
Canadian factory in Toronto. 
Eight-hundred line copy appear- 
ing twice weekly opened the three 
month test campaign in the To- 
ronto area. The advertising will 
be expanded as distribution is in- 
creased. 

Langley, Harris & Co., Toronto, 
is the distributor, and the adver- 
tising is handled by the Toronto 
office of J. J. Gibbons Ltd. 


Fleming Leaves University 


Robert M. Fleming, production 
manager of Station WCKY, Cin- 
cinnati, and teacher of advertis- 
ing, effective speaking and pub- 
lic relations at the University of 
Cincinnati Evening College, has 
resigned his position at the uni- 
versity to devote his full attention 
to WCKY. 
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‘Today's Woman’ 
Finally Emerging 
from ‘Red’ Column 
New YorK—Today’s Woman, 


Fawcett Publications’ magazine for 
young homemakers, is in the black 
for the last six months of 1949. In 
its four-year history, through June 
30 of this year, the magazine’s total 
deficit is $1,779,205. 

Marking this announcement last 
week, an “out of the red” party 
was held, with Ralph Daigh, edi- 
torial director of Fawcett, present- 
ing a black orchid to Geraldine 
Rhoads, editor of Today’s Woman. 

Increased advertising revenue 
this year, according to the report, 
is the main reason for the maga- 
zine’s progress. The first 11 months 
showed a linage increase of 22.6%, 
reportedly the only gain registered 
by a woman’s service magazine for 
the same period. Advertising re- 
venue for the same period is up 
36%. This increase includes some 
of the 169 advertisers who have 
signed contracts with the maga- 
zine for the first time this year. 


ws Newsstand sales are also up, 
with the September issue selling 
1,226,000, well above the 1,000,000 
guarantee. Subscriptions have up- 
ped from 5,100 to 376,000 in four 
years. 

The Fawcett brothers announced 
they will put the earnings back in- 
to the magazine for the time being, 
in the interests of improvement. 


Butterick Names Hoyt 

Charles W. Hoyt Co., New York, 
has been named to handle the 
advertising of Butterick patterns 
for Butterick Co., New York. 


Alexander Agency Moves 

Barton Alexander Advertising 
Agency, Toledo, has moved to 
— quarters at 2101 in the Ohio 
Bldg. 


_ KEEP YOUR ~ 
BLOOD PRESSURE 
ee 


Call us “Doctor” and 
tell us your troubles—but in all 
seriousness, STATISTICAL has the 
remedy to calm down blood pressure 
built up by the pressure of 
business. It may be the need for 
marketing research tabulations that 
causes the trouble. Or your depart- 
ment may be too short-handed to 
handle your calculating or typing 
needs. Or maybe just a need for 
temporary office help. Relax . 
because all needs like these are 
right down our alley. Call our 
nearest office today and get the 
soothing details. 


TABULATING + CALCULATING + TYPING 
MARKETING RESEARCH TABULATIONS 


(in your office or ours) 
sTATIST AD. 
TABULATING COMPA 
M. R. Notaro, President 
53 W. Jackson Bivd., Chicago 4, Ill. HA 7-2700 


50 Broadway, New York 4, N.Y. WH 3-8383 
awe din Me. CH. 4 
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‘Industrial Maintenance’ 
Offers Second Color 


Effective with the November, 
1949, issue, Industrial Maintenance, 
Philadelphia, will offer a second 
color—standard red only. The rate 
for the second color will be $100 
extra and minimum space for 
color will be a 2/9 page unit. 

In addition to the standard one- 
ninth page unit, the publication 
will accept 7 x 10” ads; two-thirds 
page ads, and full-page ads (10 
x 14%”). 


WABI Appoints Gorman 


Leon P. Gorman Jr., formerly 
sales and promotion manager of 
Station WPOR, Portland, Me., has 
been named to a similar position 
at Station WABI, Bangor, Me. 


KLX Covers 


OAKLAND, CALIFORNIA 


AT LOWEST COST PER 1,000 § 


Represented nationally — | 
by Burn Smith Co. Ine 


Broader Concept of 
Public Relations Is 
Needed: Broughton 


MeEempuHis—Pointing out that “we 
are living in a world which de- 
mands a greater sense of social re- 
sponsibility from business than 
ever before,” Averell Broughton, 
president of the Public Relations 
Society of America, in the keynote 
address before the Mid-South Pub- 
lic Relations Institute here last 
week, urged the development of 
a broader concept of public rela- 
tions on the part of business, labor 
and education. 

“We must recognize,” he said, 
“that this is the era of biz busi- 
ness, big labor organizations, of 
large-scale operations and of a 
degree of collectivization by big 
government which would have 
been incredible a few years ago. 
Because of these facts a new tech- 
nique and viewpoint become 
necessary in dealing with groups. 

“This technique carries the gen- 


eral label ‘public relations,’ which 
simply means ‘the art of dealing 
with the public in its various 
phases.’ Some aspects of public re- 
lations are called industrial re- 
lations, others community rela- 
tions. Whatever it is called, public 
relations, in essence, is the art of 
-influencing crowd opinion.” 


a Mr. Broughton said that adver- 
tising is one of the tools used for 
this purpose. “In a world as big 
and crowded as ours,” he said, 
“it costs a lot of money to in- 
fluence the thinking of millions of 
people. Most large businesses to- 
day spend a good deal of money in 
advertising and public relations 
work.” 

Truth in public relations is just 
as essential, he said, as truth in 
the news. “Public relations work- 
ers must be bound by the same 
high standards of honesty and 
ethics which mark newspapers and 
magazine reporting. In fact, many 
public relations men today had 
their early training on newspa- 
pers.” 


New Paper Mill Directory 
to be Out in January 


The 1950 annual edition of 
“Post’s Paper Mill Directory” will 
be ready for distribution in Jan- 
uary. The directory will contain 
a mill data section with data on 
every ‘pulp and paper mill in the 
United States and Canada; names 
of mill officials and personnel; 
equipment in the mills; products 
manufactured by mills; produc- 
tion capacity of mills. 

The directory is published in 
two editions—the regular edition 
and the salesmen’s edition, both 
selling for $5 per copy. Copies may 
be ordered now from L. D. Post 
re 1440 Broadway, New York 


Schedules Hardware Week 

The National Retail Hardware 
Association, Indianapolis, has 
scheduled April 28-May 6 as Hard- 
ware Week. This promotion event 
has not been used since 1942, The 
association will supply promotion 
kits to dealers. This will be backed 
by a full-page ad in The Saturday 
Evening Post, plus ads in Better 
Homes & Gardens and Farm Jour- 
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WHAT’S IN A FACE? 


A mature man's strength, a child's happy innocence, a young girl's exquisite fragility— 
in human faces these express the essential character of a person. 

Type faces are like that, too. Bach face has essential characteristics and individual 
differences which impart feeling and express intention in your advertising and 
printed material. 
At Monsen-Los Angeles you will find a wide selection of different type faces to choose 
from. Each face has a special character, individual color and purposeful feeling — 
designed to make type do a more effective job for you. 

And if you want to use our years of experience to help you select the type face 


you are seeking, that service is yours at Monsen-Los Angeles. 
At Monsen-Chicago you will find 625 different type faces to choose from. Each face 


has a special character, individual color and purposeful feeling — designed to 
make type do a more effective job for you. 


Monsen 


Advertising Age, October 10, 194° 


Small Business 
Men Friendly to 
Big Business 


WAsHINGTON—Small business 
generally is friendly toward bg 
business, according to a survey 
into the attitude of small business 
men toward large corporations, 
published in the current issue of 
Nation’s Business. 

According to the findings, smal! 
business men agree five to one that 
large companies do more good than 
harm, although more than 50% 
believe that big business makes 
it harder for small business to 
prosper. Nearly 40% feel that 
government should limit the size 
to which a company may grow. 
The survey was made for Na- 
tion’s Business by the Psychologi- 
cal Corp., and the article in the 
current issue of the magazine ap- 
pears under the by-line of Henry 
C. Link, vice-president of the re- 
search organization. The findings 
are based on answers to a mail 
questionnaire from 500 small busi- 
ness men. 

To the question, “Which, if any, 
of the following has produced the 
most difficult problems for your 
business: large companies, labor 
unions, government bureaus, other 
small companies?” the _ replies 
show 58% naming government 
bureaus; 20% naming large com- 
panies; 20% labor unions, and 7% 
other small companies. 


é 


ws Asked whether they would 
rather compete with a private com- 
pany, large or small, or with a 
government corporation, the small 
business men answered: 92% with 
a private company. 4% with a gov- 
ernment corporation, while 4% did 
not know. 

Asked, “Do big companies make 
it easier or harder for small busi- 
ness to prosper?” 53% replied in 
the affirmative, 28% in the nega- 
tive, and 19% either did not ans- 
wer or said they did not know. 
With respect to whether large 
companies do more good than 
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harm, 64% replied that they Ther 
thought large companies do mor mone 
good than harm while 13% said 

covel 


the reverse. The others either did 
not reply or didn’t know. Exen 
millic 
most 
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a “The results of these replies, 
Dr. Link says, “indicate that large 
companies are regarded as super- 
ior in respect to paying their bills 
more promptly, and about equa! in 
respect to paying higher wages and 
giving better prices to the con 
sumer. 

“In respect to four of the seve 
comparisons, namely, concern fo 
local employment, community in 
terests, the welfare of employes 
and competitive practices, smal 
business men consider small com 
panies definitely superior to larsé 
companies. 

“If the opinions of the genera 
public are similar to those of th 
small business man reported here, 
Dr. Link says, “it means that ! :ré 
business companies still have 4 
big job of community rela‘.on 
ahead of them.” 


‘Herald-American’ Names \V 


J. R. Watt has been named re@ 
estate editor of the Chicago 1e" 
ald-American, succeeding the !a 
A. Campbell MaclIsaac. Mr. V2 
also will continue as manag¢r y 
the real estate display departr ¢” 
Earl M. Weber, real estate “ls 
play salesman, has been appo 1'¢ 
to supervise the classified '® 
estate sales staff. 


Hazard Agency Appointed 
Hazard Advertising Co., \* 
York, has been named to dire: |‘ 
advertising and promotion of U® 
derwood & Underwood Illustr 10% 
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“We select the magazines that carry the advertising of our brands on the 
basis of editorial appeals which successful editors use to win and hold their 
readers. 


“We buy 100 percent fiction with our schedules in the POPULAR 
GROUP . .. and, in addition, we buy newsstand buyers whom we know 
from experience are responsive readers, 


“We are counting on the POPULAR FICTION GROUP to play an im- 
portant part in the success of our PM DeLuxe Blended Whiskey campaign.” 


NOW! A NEW TECHNIQUE FOR USING MASS MAGAZINES! If you buy mass 
magazines, you choose from no less than 57 publications or groups with a 
million or more circulation. Quite a job for any man. 


But if you know how smart editors do their job, your job is lots easier. For 
today there are not 57 different mass magazine markets. All 57 serve the 
same market! The only true way this market divides itself is by EDITORIAL 
APPEAL. .. by the attraction of different reading matter for different people. 


Successful advertisers like National Distillers know this. 


There are 8 such avenues to the mass magazine market. Every million-or- 
more magazine fits one of these approaches. POPULAR—100 percent fiction, 
cover to cover, is the recognized fiction leader. 


Exercising their own free choice at the newsstands of America each month, 
slies, millions of men and women prefer POPULAR . . . far and away the largest, 
larsei most responsive all-fiction audience ever available to you . . . and at $1.20 


per page per thousand, B & W! 


ual in 


2s and NEW FREE BOOK TELLS HOW .. . Don't miss your 


- copy of “The 8 Magazine Avenues to the Mass Market.” 
seve Answers questions like . . . What is the total readership 
mn fo of mass magazines?” . . . “What are the 8 basic edi- 
4 in torial appeals?” . . . “What leading advertisers are now 
yloyes 


al using this method of magazine selection?" Advertising 
sm 


com 
. large 


and sales gers, media buyers, company heads and 
account executives will find this book enormously helpful 


right now. Write for your copy. 
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of Un ‘05 EAST 42ND STREET, NEW YORY 17, NY. + 333 NO. MICHIGAN AVE., CHICAGO 1, ILL. 


“Here at NATIONAL DISTILLERS we buy 


magazines by Sittwidl gual i 


- « » SAYS PHILIP J. KELLY, DIRECTOR OF ADVERTISING 
AND PROMOTION, NATIONAL DISTILLERS PRODUCTS CORP. 


PHILIP J. KELLY, NATIONAL DISTILLERS’ Director of Advertising and Promotion, 
is a well-known figure in the advertising world. Formerly Vice-President of Lennen & 
Mitchell, he has in his career served with Carstairs, Colgate-Palmolive-Peet, B. F. Goodrich. 


+ 427 WEST FIFTH ST., LOS ANGELES 13, CALIF. + 617 MONTGOMERY ST., SAN FRANCISCO, CALIF. 
Prepared by Royal & deGuzman 


Popular 


FICTION 
Group 


MAGAZINES OF ADVENTURE, ROMANCE, 
MYSTERY, SPORTS, RAILROADING, 
DETECTIVE AND WESTERN TALES. 
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INTENSIVE NATIONWIDE SURVEY AMONG READERSO| 


the Saturday Evening | 


OR YEARS advertisers have sought the answer to 3 ™ 


the most important media question of all: “What Readers spend more time 
happens to a magazine after it enters the home?” Now with the Post 


at last the answer begins to take shape —from the find- 

ings of a new, intensive nationwide reader survey. seas (al [al m 
In this comprehensive survey readers reveal exactly * 

what they think of the leading weekly magazines... how CF 

they read them...how they react to their advertising pages. LIFE (a 1 HR. 35 MIN. 
The most precise survey technique known to science 

—‘Area Sampling”—was used to obtain this information. COLLIER’S (al (al 9 2 HRS. 38 MIN. 


It is the same technique used by the Bureau of the 
Census for its estimates of the national population. So 
LOOK 


2 HRS. 54 MIN. 


accurate is this new survey that, in estimating the total 1 HR. 35 MIN. 


U. S. population of ten years of age and over, the reader 
survey varies from the U.S. Census estimate by only 1.46%! Average time spent with one issve—total readers. 


The findings of this nationwide reader survey are now 
available in an absorbing presentation called “The 


se Measure of a Magazine.” Every advertiser will want to 

3 study it. For, not only does it contain a wealth of infor- Readers return more often F 
5 mation about magazine households and magazine readers. to the Post 

It also shows scientifically what successful advertisers 

: have known instinctively for years: Post Post] ad] 4.91 TIMES 

: — that, while The Saturday Evening Post is a 

= big magazine, entering more than four million 

5 homes each week, 


— and while these homes represent the very 
cream of America’s families, 


— the Post's biggest dimension lies in the 
belief, the respect, the real affection readers 
have for it. 
That is why businessmen place more advertising in Average number of times nicked up—total readers. 

the Post than in any other magazine! — 
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¥OF FOUR LEADING WEEKLY MAGAZINES SHOWS WHY 


\Post is the leader~ 


Readers believe the Post 
is more reliable 


90.2% 


86.8% 


65.0% 


POST LIFE POST COLLIER'S POST LOOK 


Per cent of impact—duplicated readers. 


Readers pay more attention 
to advertising in the Post 


93.4% 


90.8% 


eetaas 


POST COLLIER'S POST LOOK 
Per cent of impact — duplicated readers. 


POST LIFE 


Readers have more confidence in 
products advertised in the Post 


91.2%. pig 


POST LIFE POST COLLIER'S POST LOOK 


Per cent of impact—duplicated readers. 


The facts from this intensive 
survey are contained in an 
absorbing presentation entitled: 


“THE MEASURE 
OF A MAGAZINE” 


Before you spend another adver- 
tising dollar, be sure to see it. 
Contact your nearest Saturday 
Evening Post representative. 
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Fowler Says Sales 
of Cosmetics Could 
Hit $1 Billion by ‘60 


New Yorx—Declaring that the 
next ten years will be a “decade 
of opportunity” for the cosmetic 
industry, G. S. Fowler, vice-pres- 
ident and general sales manager, 
Hudnut Sales Co., told members 
of the Association of Chain Drug 
Stores here a week ago that “a 
conservative estimate of our po- 
tential economic growth indicates 
that between 1950 and 1960 we 
can look for a minimum increase 
of 15% in cosmetic sales.” 

In 1948, Mr. Fowler said, Amer- 
icans spent close to $179 billion 
for goods and services. An increase 
of 15% “means that the amount 
of money Americans will spend 
for goods and services will in- 
crease to $206 billion. 


a “Projected into the cosmetic 
field,” Mr. Fowler said, “this in- 
dicates that early during the next 


Phat a world of 
difference a few 
miles do make! 


IT’S ONLY 24 miles 

from the heart of Long Beach, 
California, to Los Angeles’ 
city hall. But the reading 
preferences of the 

people of these two cities 

are poles apart! 

Long Beach newspaper 
readers are definitely outside 
the “effective influence zone” 
of the Los Angeles dailies. 
The greatest Long Beach 
readership of any Los Angeles 
paper is only 14 per cent, 
and the Press-Telegram 
duplicates 60 per cent of 
that! Which again proves that 
in Long Beach the Press- 
Telegram is “The Paper 

the People Prefer!” 


Check the chart below 
for the full story! 


LONG BEACH PRESS-TELEGRAM 68 °/, 

Mf 

43% Z Vf YY 
14% 


2nd L.B. 
36°/e paper 


LOS ANGELES 
PAPER “‘A”’ 


LOS ANGELES 
PAPER “B’’ 


13% 
LOS ANGELES 
«PAPER “'C’ 


LOS ANGELES’ 
PAPER “‘D’”’ 


4% 
(52% 9 3% 
BRIS. since 


-——— LEGEND 


%.of Long Beach 
Ce 


newspaper audience 


% duplicated by 
L. B. Press-Telegram 


(All figures from impartial survey 
by Publication Research Service, 
Chicago, IH. 


OBVIOUSLY, in Lon 


Beach, only the 
Press-Telegram can A 


© the job alone! 
Long Beach, California 
Press-Telegram 
Represente y 


CRESMER- & WOOI 
Pitas 


Nationally 


WARD, Inc. 


Ca Mt ea eg 


ten years we can look for a min- 
imum increase in retail sales of 
about $105,000,000, or a total re- 
tail cosmetic volume of $805,000,- 
000. If a real aggressive selling 
job is done, cosmetic sales should 
reach a billion-dollar volume in 
the decade of opportunity ahead. 

“We will certainly have better 
products and brand new products 
replacing old ones. Research will 
see to that. And American women 
—both the old and new users— 
will know more about cosmetics 


and how to use them. Advertising 
will see to that, for it is one of 
the most potent and growing in- 
fluences in our lives today.” 


KRMG Appoints Blair 

John Blair & Co. has been 
named national representative of 
KRMG, Tulsa, which will begin 
operations some time before Jan. 
1, operating with 50,000 watts day 
and 10,000 watts night. The station 
will be an ABC affiliate. Robert 
Jones, formerly manager of WIRL, 
Peoria, Ill., is general manager. 


Appoints Henry Laws 


Henry M. Laws, formerly vice- 
president and sales manager of 
New Haven Malleable Iron Co., 
New Haven, Conn., has been 
named general manager of Lake 
ad Malleable Iron Co., Ashtabula, 


Names Oscar Meinhardt 

Oscar Meinhardt, formerly ad- 
vertising director of Catalina Inc., 
has been named advertising and 
sales manager of Queen Knitting 
Mills, Philadelphia. 


Names Foreign Advertising 


Hunter Douglas Corp., New 
York, manufacturer of Flexalum 
venetian blind slats and tape, has 
retained Foreign Advertising & 
Service Bureau, New York, to han- 
dle export advertising. Grey Ad- 
vertising Agency formerly handled 
the account. 


Stein Names Schwartz . 

George F. Stein Brewery Inc., 
Buffalo, has appointed Elmer 
Schwartz as general sales man- 
ager. 


think of advertising as a necessary adjunct to 
their sales work; ‘we need more orders, 


“Sales executives with whom | deal 


cel aa 


Advertising Age, October 10, 1949 


so let's see how we can reach more prospects.’ 
Three division sales heads and several district 
managers with one client have asked for 

more advertising within thepast three months.” 


“Sales executives always 
have been interested in the 
advertising per se, but 
now are becoming more 
and more concerned with what 
the advertising says, and 
particularly in its sales power.” 
(Pacific Coast Agency) 


“Sales executives are showing 
considerably more interest in the 
merchandising of their advertising 
in the territorial structure. 
it has been my policy to insist on sales 
allocations and quotas by sales 
districts, and to make the advertising 
fit that set-up.” 


(President, Philadelphia Agency) 


“The sales executives 
are conferring with us more on their 
specific sales problems. 
More discussion of their particular 
competitive situations, 
territorial conditions.” 


(President, 4-A Chicago Agency) 


“They are particularly 

conscious of the market variations and 
the relative importance of each.” 

(Large Food Account Agency) 


QUOTATIONS COURTESY OF SALES MANAGEMENT 
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Advertising Age, October 10, 1949 


WCCO Appoints Campbell 

Wendell B. Campbell, who for 
the past four years has been man- 
ager of Station KMOX, St. Louis, 
has been appointed general mana- 
ger of WCCO, Minneapolis-St. 
Paul, succeeding Merle Jones, who 
pa KNX-CBS Pacific Coast 
c 4 


Adds Hixson & Jorgensen 

Hixson & Jorgensen, Los An- 
geles, has been elected to member- 
ship in the American Association 
of Advertising Agencies. 


Schmidt Appoints Hobbs 

Verne F. Hobbs,: formerly art 
director of Mike Roberts Color 
Productions, Berkeley, Cal., has 
joined E. F. Schmidt Co., Mil- 
waukee, creative printing concern, 
as art counselor. 


Lessing Names LaGrave 

Ed LaGrave Jr., formerly ac- 
count executive of R. H. Cary Inc., 
Des Moines, has been named radio 
director and account executive of 
Lessing Advertising Co. Des 
Moines. 


Macfadden’s Annual 
Report Wins Honors 
in ‘49 Competition 


New YorK—Macfadden Publica- 
tions led the publishing industry 
recently in the final rating by an 
independent board of judges for 
Financial World’s study of an- 
nual reports. A bronze “Oscar of 
Industry” trophy will be pre- 
sented to Orr J. Elder, president 


of Macfadden Publications, at an 
awards dinner in the Grand Ball- 
room of the Hotel Statler on Oct. 
31. 

More than 4,500 corporation an- 
nual reports were submitted for 
the annual report survey, ninth 
in the series. They were judged 
in 100 industrial classifications. In 
the publishing industry, Simplic- 
ity Pattern Co., New York, was 
runner-up for top honors, while 
Southam Co., Montreal, took third 
place. 
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nm and news. 
er, a single plate and unit 


1. Editor Tom Leadley 
S farm. 
Kansas 
913 and 
ed Neb- . 
Member § 
yy president 
neric 8ricultural 
Editors Associati Owns 
Kansas farm. , 


2. Editor Pay! ¢ J 

- Joh 
Was raised on Minnesots 
livestock farm. Spent ten 


3. Editor Ber H 

was born me Mists 
farm. Spent early years in 
joeenPer editorial work 

oined editoriaj Start of 
The Farmer in 1916 
Specializes in legislative 
and governmental actions 
affecting agriculture. 


4. Editor Donald R. M 

. Mur- 
ay has Served on editorial 
Staff since 1919 Started 
Wallace-Homestead Poll 
leader in estimating farm 
Opinion on currentissues. ¥ 
Chairman of the Agricul. 
tural Committee of the 
National Planning Ass'n. 


5. Editor C. L. i 
Was born on me 
d experience 

Did post- 

at Univer- 

in. Coor- 

, Writes farm 


ese 
in state affairs, nts paper 


Local Editing means 


TOP READERSHIP! 


The jury made final selections 
under the chairmanship of Dr. 
Lewis Haney, professor of eco- 
nomics, New York University. He 
was assisted by Dr. Glenn Gris- 
wold, publisher of Public Relations 
News; Sylvia F. Porter, financial 
editor of the New York Post; El- 
mer Walzer, United Press financial 
editor; Dr. B. Bernard Greidinger, 
C.P.A.; Paul Carlyle, typographer; 
and Peter Helck, artist. 
Weston Smith, executive vice- | 
president of Financial World, will | 
present the trophies at the awards 
banquet. 


Clark Joins BBDO, Detroit 
Clinton R. Clark, formerly with 
Brooke, Smith, French & Dorrance, 
Detroit, has joined the Detroit of- 
fice of Batten, Barton, Durstine & 
Osborn. He will be in charge of 
cooperative media on the De Soto 
account. 


WCCC Appoints Grossman 
Murray Grossman, formerly with 
Station WAVZ, New Haven, Conn., 
has been appointed sales director 
of Station WCCC, Hartford. i 


". . , 250 inquiries from people al} 
over the country. I believe this is 
the best results we have had yet 


from any news story appearing in 
any magazine... .” | 
Ww 


W. M. Barr Company 
Memphis, Tenn. | 
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Over 100,000 aes 
reader-buyer en ee | 
transportation = ey 

audience ie — 
each month. . 


You get action from TSN’s easy-to- 
read-easy-to-reply-to-format — actior 
in the form of sales producing in 
quiries from the men you want tc 
reach in the transportation industry 
TSN’s 400% advertising volume in 
crease is direct proof of the sales valuc 
of the inquiries TSN is pulling eact 
month. 


see how TSN can help increase adver 


latest data. 


TSN, now in its fifth yeor, is affiliated with 
the Traffic World, ao $20 a year transportation 
weekly, founded in 1907. 


Transportation 
Supply News 
418-5, MARKET ST, CHICAGO 7, ILL. 
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Plan now to run a test campaign anc 


tising effectiveness. Write today fo 
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Why Taboo Talk 


about Business Paper Circulations? 


[A Plea for Candid and Rational Discussion of a Subject Some Would Soft-Pedal | 


w * ww a 


x4 Ww * ww 


Number 1 in a Series 


OME people seem to feel that mention of the difference between 
paid and free circulation should be shushed. Rathe? than em- 
barrass American Publishing by mention of P--d or Fr--, they 

would settle for a tacit agreement that (1) these two are pretty much 


the same, and (2) they don’t matter, anyway. 
Why Taboo a Wholesome Subject? 


We think this is a misguided view, though we recognize that it is held 
quite sincerely by many excellent people on both sides of the paid-free 
fence, as well as by some who sit astride it. It does not matter so much 
whether a man favors paid or free, or both, or either-on-occasion. 
But it does matter if he favors “shushing.” And it matters even more 
if he does so in the belief that there is no difference between paid and 


free—or that the difference, if it exists, is without effect. 


For the plain fact of the matter is that paid and free circulations are 
not the same basically, or in operation, or in verifiability, or in final 
result. The difference between them does produce an effect. It con- 
cerns everybody in advertising, and especially everybody who uses 


advertising. 


It’s Important to Everybody 


The difference between paid and-free is important to the advertiser, 
for it concerns the effectiveness of every dollar he spends for business 
paper space. Important to the agent, whose success and reputation 
depend upon the success of his clients’ campaigns. Important to the 
publisher, since it concerns the most fundamental concepts of the 


publishing business. Important to all people in advertising, for it has 


much to do with the continuing recognition of our occupation as a 
reputable tool of business. And important to the nation at large be- 
cause it is one facet of a moot question in the basic philosophy of all 
economics and government: whether you ever really get something 


for nothing. 
Not Right-or-Wrong; Merely Which is Wiser? 


This is not to say that the difference between paid and free circulation 
practices is the difference between all-black and all-white. This is a 
big subject, with infinite ramifications and all degrees of application. 
It affects advertising in a diversity of ways. There is much that any- 
one can say, and much that everyone should listen to, on both sides. 
This is not a matter of sin-or-sanctity; it is one of wisdom in policy. 
As such it deserves to be talked over candidly and reasonably, among 


reasonable men. 


And surely business paper publishers are reasonable. For success in this 
business is not achieved by stupidity or bull-headedness. Naturally, 
each publisher has his convictions, but those have been arrived at by 
due process of thought. We may believe—and we do—that the free 
circulation publisher’s process is inaccurate and his conclusions incor- 
rect, but we recognize that he holds them from reasoned belief as 


he sees it. 


Reasoned Belief is Always Reasonable 


Deep conviction does not blind the reasonable man to the existence 
of facts on the other side. Indeed, the more reasoned his conviction, 
the more clearly he recognizes any merits in the other fellow’s case 


and any soft spots in his own. His faith is all the firmer for that. 
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It is that way, with reasoned believers in the democratic way of life, 


or in a free economy, and so on down to devotees of the dry fly for 
trout. People who have thought through a principle and know why they 


believe in it are always able to discuss it with moderation and fairness. 


The Publishers’ Obligation of Candor 


It is in this spirit that we believe business paper publishers should 
discuss the difference between paid and free circulation policies and 


practices. 


As publishers, we owe to the users of advertising a temperate yet a 
thorough-going discussion of this important subject. For we have 
given serious thought to its implications not merely upon our business, 
which it affects vitally, but upon the resultfulness of advertising. And 
we have—or should have—the facts which the advertiser and agent 


want in order to form a considered judgment. 


The Buyer of Advertising is Open-Minded 


Users of advertising are reasonable people. Even those who have 
already-established beliefs in paid or free circulation are receptive to 
facts, and ready to perceive the plain inferences to be drawn from them. 
Others, of course, have not formed any conclusions; they are like 
the scientist impersonally withholding judgment on conflicting hypoth- 
eses until sufficient evidence accumulates. Others again are frankly 


troubled by a seeming confusion of evidence from all directions . . . 


And still others are of two minds; they believe, from what they hz ¢ 
so far been able to see, that there are circumstances in which paid 
circulation is unquestionably superior, and others in which free dis- 


tribution is the plain answer to troublesome problems. 


There is much to be said for this latter view. And we believe it should 
be said, for in the end it leads to the clearest perception of the value 


of paid circulation. 


The Merits of FREE Point Up the Superiority of PAID 


Free distribution at its best may show certain features that compare 
favorably with those of good paid circulation. Yet we do not believe 
that even at its best it can compare with the best in the paid field, 


and we believe that its worst is capable of serious abuse. 


Moreover, we do not believe that by and large, free distribution offers 


to reader, advertiser or publisher as much as audited paid circulation 


does. Exceptions, says the old maxim, prove the rule. The apparent 
excellence of certain free distribution publications only serves to illu- 


minate more vividly the superiority of ABC publications as a type. 


Further, we believe that the best free circulation publications are good 
not because they are distributed free, but in spite of it. When they 
achieve excellence—in service to the reader, let us say—it is in the 


face of handicaps which make that achievement difficult and unusual. 


As a corollary to this, we believe that the best publications in the free 
field could “go paid” with success exactly proportionate to their service 
to the reader—without which advertising value cannot exist. We be- 
lieve it would be all to the good for their readers, their advertisers, 
themselves and the advertising business if those free publications which 


are able to sell themselves to subscribers went out and did so. 


Lastly, we think there are basic points of public interest which should 
be weighed in considering the wisdom of paid or free circulation. 
The standing of business papers in the eyes of business men is a matter 
of concern to every publisher and to every advertiser who uses them. 
The good repute of advertising as a tool of business is too valuable to 
be trifled with. The growth of the something-for-nothing concept in 
business, in economics and in government deserves the serious con- 


sideration of every thinking man. 


Our reasons for these beliefs are founded on a fairly long experience 
in publishing, in a field somewhat wider than usual. Yet they are 
tempered by a recognition of the weaknesses as well as the strengths 


of any kind of circulation, paid or free. 


There are so many of these reasons, and they apply to so many differ- 
ent parts of a very involved subject, that it is out of the questicn to pack 
them all into a single advertisement. So we shall try to present them 
in subsequent messages as they apply to the important aspects of busi- 
ness paper service to both the reader and the advertiser. We believe 
they are temperate and moderate reasons, based upon facts which most 
people will recognize as authentic and premises which most people 


can share. 
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McGraw-Hill Publications 


330 West 42nd Street, New York 18, N. Y. 
HEADQUARTERS FOR BUSINESS INFORMATION 


EVERY McGRAW-HILL MAGAZINE IS A MEMBER OF, OR IS QUALIFYING FOR MEMBERSHIP IN, THE AUDIT BUREAU OF CIRCULATIONS 
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Gibson Maps Largest Drive 

Gibson Distilling Co., New York, 
has launched the largest over-all 
campaign in its history, with full- 
color copy in The American 
Weekly. The national drive also 
will include magazine, newspaper 
and trade publication advertising 
for Gibson’s Selected 8 and Wilken 
Family blended whiskies, Cascade 
straight bourbon, Old Ripy bot- 
tled-in-bond and Gibson’s gin. 
Benton & Bowles and Grey Adver- 
tising Agency are the agencies 
handling the campaign. 


Newspaper Opens NY Oftice 
El Uniwersal and El Universal 
Grafico, Mexico City, has opened 
a New York office at 551 Fifth 
Ave., with N. DeFilippes as man- 


O’Cedar Uses Television 
O’Cedar Corp., Chicago, is using 
a series of 60-second and 20-sec- 
ond telecommercials on WNBQ 
and WENR-TV, Chicago, to pro- 
mote the new O’Cedar sponge mop. 
At the present time, the new mop 
is being sold only in the Chicago 
area. As distribution is expanded, 
the television spots will be released 
to other television stations. Young 
& Rubicam, Chicago, is the agency. 


Sperry Names Mitchell 

L. F. A. Mitchell, formerly man- 
ager of headquarters sales of 
Crocker-Wheeler Electric Mfg. Co., 
has been named sales manager of 
Sperry Products Inc., Danbury, 
Conn. He will handle the sale of 
Sperry non-destructive testing ser- 
vices and equipment. 


Ad Showcard 


AND DISPLAY STUDIO 


ager. 
17 WORTH WABASH AVE , 
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(+ DISPLAY CARDS _ 
«POSTERS - SIGNS 

+ SALES PRESENTATIONS 
~ « SCREEN PROCESS PRINTING 


‘Wall St. Journal’ 
Ad Sets Record 
in Trade Press 


New YorK—The Wall Street 
Journal today issues its complete 
media-promotion story in the form 
of a 56-page insertion in this is- 
sue of AA. 

Robert M. Feemster and Theo- 
dore E. Callis, Journal executives, 
planned the project, which is be- 
lieved to be the largest single ad 
ever published in the advertising 
field. Bozell & Jacobs is the agen- 


cy. 

The Wall Street Journal has is- 
sued its “composite” editions in 
previous years as “anthologies” 
composed of one representative ad 
published in the Journal during a 
given month by each of 200 or 
more Journal advertisers. The 
1949 project, however, was made 


even more inclusive. 

“Usefulness” was adopted as the 
basic policy for telling the WSJ 
story. Mr. Callis explained that 
“we want to tell the most compre- 
hensive story that any media man 
...0r any space buyer... would 
want to know when setting up a 
schedule for effective business ad- 
vertising. And it ought to be of 
help to other advertising people 
as well.” 


ws Bozell & Jacobs enlarged the 
scope of the composite to include 
“usefulness” for copywriters also. 
On completion, the huge insertion 
was built of these components: (1) 
circulation, readership and rate 
information of the factual type 
space buyers and others want to 
know about the business news 
field, and (2) one typical ex- 
ample of the sales messages, from 
each of 247 advertisements that 
ran in the Journal during Septem- 
ber, for suggestion to account ex- 
ecutives and copywriters. 

The Wall Street Journal claims 
a large number of firsts in the 


- nf 


7). ORES eOn. 


 POST-GAZETTE 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


Face it fellows, we're in a buyers market—the kind of a market 
when men in the field need every “extra” and every help—the 
kind of “extra help” the Post-Gazette provides with the BIG 
Circulation that routes your advertising as you route your 
salesmen to help sell the million central city people—and then 
travels beyond to sing the same selling song to the two million 
more who live in and around the 144 cities and towns of 1,000 
to 75,000 population: 


BY FAR THE LARGEST CIRCULATION OF 
ANY PITTSBURGH DAILY NEWSPAPER 


Now 7 Daye 4 Ween / 


Advertising Age, October 10, 1949 


business news field, and it was 
pointed out these might have been 
used so that the promotion be- 
came just another “mostest-of-the- 
bestest” circulation story. This 
was avoided by employing the 
“usefulness” standard. 


@ These are the facts with whiclt 
agency copywriters worked: 

1. The Journal’s circulation o! 
140,724 represents the greates' 
percentage of circulation increas: 
among the seven major business 
publications in the past few years 

2. The Journal drives don’t offer 
any special rate reductions or 
premiums and, by paying $20 a 
year, the readers show that they 
really want to pore over the pub- 
lication. 

3. A_ circulation breakdown 
shows a diverse market of readers 
by position, function and kind of 
business, an interesting point for 
those who think of the Journal 
as a financial rather than a busi- 
ness news publication. 

4. A Starch study showed an 
outstanding reader-traffic for 
every page. 

5. The rate situation, because of 
the circulation expansion, enables 
a Journal advertiser to buy twice 
as many readers per dollar today 
as seven years ago. 

The Wall Street Journal has 
been issuing its composites for 
eight years, but today’s is the sec- 
ond presented as a published ad. 
The first, a 48-pager in 1947, 
equaled the size of the largest ad 
ever printed until then—an Ar- 
mour insertion in Chain Store Age 
several years ago. 

The 1949 ad was originally set 
for 48 pages also, but publication 
of more advertising in the Jour- 
nal’s September issues required 
upping it to 52, then finally 56 
pages. 


IBM Promotes Watson, 
Phillips and Watson Jr. 

Thomas J. Watson, president of 
the company since 1914, has been 
elected chairman’ of the board, 
chairman of the executive and 
finance committee of International 
Business Machines Corp., New 
York, and chairman of the board 
of the IBM World, Trade Corp., 
newly organized as a_wholly- 
owned subsidiary to handle IBM 
business outside the U. S. 

John G. Phillips, executive vice- 
president and director, has been 
named president. Thomas J. Wat- 
son Jr., vice-president and direc- 
tor, has been appointed executive 
vice-president. 


PAY LESS 
FOR PHOTOS 


wir EYE*CATCHERS 


Now you can have your choice from 100 
ad photos every month for only $7.50! 


And— 


EVERY PHOTO IS DESIGNED 
TO CATCH THE EYE! 


It's amazing how much money you can 
save in buying top-notch photographs when 
you use the Eye*Catcher plan. Over 10,000 
stoppers to cheose from, each new, differ- 
ent, original. Posed to fit any situation, 
dramatize every advertising and sales pro- 
motion job. 


FREES Frocts no. 10 


letterhead 
proofs No. 108 and full Sree 
EVE*CATCHERS, Inc. 325,25," 


treet 
New York 16, N.Y. 
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What happens when 


LIFERy 


In San Francisco and the Bay Area, LIFE has 
508,700 readers, 29%, of the total population. 


This is by far the largest readership of any 
weekly magazine. 


To try to assess LIFE’s impact on San Fran- 
cisco, LIFE sent a team of interviewers and a 
photographer there. 


After just two days they came back with a 
mass of evidence to show how deeply LIFE 
has penetrated into the very fibre of this west- 
ern metropolis . . . 


... how it doubled the attendance at a local 
museum 


. . . how it jammed San Francisco's lively “365” 
Club with new customers 


... how it changed teaching methods in a Chi- 
nese Mission School 


... how it helped Frank Jackson, bank detec- 


ua” Peal 
With its bay, bridges, and cable-car hills, San Francisco is unique; it looks com- 
pletely unlike any other American city. But in the matter of LIFE’s influence— 
on readers, consumers and merchants—it is typical of all American cities. In 


set. 8 ove oe FU8 oe 
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San Francisco, as in every other city across the nation, LIFE is read in one out of 
every three families; has a penetrating effect on what people think and do, what 
stores they shop in, and on what they buy in those stores. 


its San Francisco ? 


tive, track down a feminine forger 
... how it increased sales for local merchants 
... how, in short, it affects the way San Fran- 
ciscans think, eat, live and enjoy themselves. 
On these pages you'll see a mere suggestion of 
our findings—many of which will surprise you. 


Was there any special reason, you may 
wonder, why we picked San Francisco for 
this study? 

None whatever. In city after city, town after 
town, village after village, LIFE has the same 
sort of influence that it has in San Francisco; 
and, from time to time, we expect to show you 
similar specific evidence of its effect on peo- 
ple’s lives in other U.S. cities. 


This local impact of LirE—the impact on 
readers and retailers across the nation—makes 
LIFE beyond comparison the most powerful 
and complete selling medium in the nation. 


The LIFEs that San Francisco mailmen carry ame a 
big load, the biggest magazine load of the week. Ap- 
proximately a third more San Franciscans subscribe 
to LIFE than subscribe to the next biggest weekly. 
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In San Francisco's Lowell High School, civics instructor Norval C. Fast states: 
“As soon as an essay appears in LIFE that has any bearing on civics, I strip it and 
mount it on the blackboards as flashbacks.” Mr. Fast has used LIFE as one of his 
texts for the past ten years. 
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“The business interests and all the people of San Francisco should be grateful 
for LiFe’s faithful reporting of events,” says Mr. George Killion, president of the 
American President Line, whose fleet of commercial and passenger ships helps to 
make San Francisco one of America’s great ports. 
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Jone Pedersen, whose photo was used to illustrate a LIFE cover in August 1948, 
also illustrates LIFE’s influence on one San Francisco career. By August 1949, Jone 
had become a famous photographer’s model, won the title of Miss California, was 
picked as a candidate for Miss America. 


LIFE readers saw this picture of a Verrocchio statue from the De Young Memorial 
Museum in Golden Gate Park in the March 21, 1949 issue. The very next week, 
attendance in the museum was almost doubled by eager San Franciscans who came 
to see first hand the statue they’d read about in LIFE. 
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KIND OF LOCAL IMPACT-— 


sales...across the nation 


LIFE-effect in the San Francisco market. After a LIFE story on these cars appeared, 
the Ovalles had to move their showroom. As Kjel Ovalle put it: “Business boomed 
so we had to get bigger space!” 


Sol. ee 


Many a San Franciscan has saved every issue of LIFE since it was first published. 
Mrs. Katherine Bridges has clipped from LIFE “enough articles of lasting interest to 
ill a 20-volume picture encyclopedia.” Her volumes range from such subjects as 
-ultural development to civil engineering. 
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This picture of the Top of the Mark in San Francisco appeared in a LIFE story three 
years ago. LIFE’s influence is still evident to Manager Johnny Hensley who says: 
“People from all over the world came and claimed they visited the Top of the Mark 
because they saw it in LIFE.” 
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LIFE moves people ... moves goods 
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Oct. 10-11. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 10-12. Association of National Ad- 
vertisers, annual meeting, Waldorf-As- 
toria, New York. 


Oct. 17-18. Inland Daily Press Associa- d | t t 
tion, annual meeting, Congress Hotel, eee an p en y 0 
Chicago. 

Oct. 18. Agricultural Circulation Man- 


‘Sxitane'n,"cnese™ "| spend for your products! 
Oct. 18-19. Agricultural Publishers As- 

a annual meeting, Chicago Ath- i a 
etic Association, Chicago. d t 

“Get ai Association ot Canaaian ac} = PY YOUr advertising 

York Hotel, Toronto. ; me ae * 
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NEW Subscription Order Form... 
Please enter immediately my subscription to 


Advertising Age for 


[] One Year at $3.00 [] Two Years at $5.00 [| Three Years at $6.00 
[) Payment enclosed [7] Bill me later [) Bill my firm 


Name. Title. 
Firm 

Street 

City Zone___ State. 


ADVERTISING AGE - 100 EAST O10 STREET - CHICAGO 11, ILLINOIS — 
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ing Institute, Waldorf-Astoria Hotel, New 
York. : 
June 29-July 1. National Industrial Ad- 


vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

* ” 
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leum gas industry in a planning e 
committee meeting here made pre- oS aie 
liminary plans for an industry- \ 
wide promotion drive to boost sales 


and use of L-P gas. 
Approval and support for the 


proposed program will be sought N -3 4 \\ ga j 
from the boards of directors of five 
associations identified with the | 


bottled gas business—the Cali- 
ifornia Natural Gasoline Associa- { 
tion, Gas Appliance Manufactur- 
ers Association, Liquefied Petro- 


leum Gas Association, National L-— 
Butane-Propane Association and t ' P 

Natural Gasolime Association of 0) B a f 

America. se 
Tentative plans call for adver-|. § | | 


lising and public relations efforts 
designed te stimulate sales, adver- 
lising and promotion of L-P gas at 


Liquified Petroleum 
Gas Representatives 
Map Ad, PR Drive 


DeNveR—Representatives of all 
branches of the liquified petro- 


the local level, and expand the ° ° ° . . . because while mone in 
nationwide market for L-P gas This sketch is not, in the final analysis, a Texas brag b y 
appliances and equipment. The . . 
drive will be financed by volun- the great Northeast Texas area, served by The News, is not stacked as high as our 
tary contributions from the in- : ‘ P \ 
dustry, skyscrapers . . there is plenty of money here to buy good merchandise of all kinds! pene 
Arthur C. Kreutzer, formerly : : d b th 37 WOODWARD 
wa few 2 se nen bye tp What's more, in the entire greater Dallas Market (over and above the county ce 
New York 
Licuefied Petroleum Gas Associa- ith tio of well over 20% coverage) Chicago 
tion ; area where The News reaches 173 towns with a ra chicoge 
nh has joined the Perlite De k mone and spend more to buy more things than in tan Fromelte 
* pment Corp., Albuquerque, N. more people make more Y-- Pp | 
M, ‘ 


3 any like area in the entire Southwest! . 
Ba. ty Succeeds McConnell 


F. F, Baity, general manager of 
‘sales and a director of Standard 
Vil Co. (Indiana), has been elected 
Vice-president in charge of sales, 
Succeeding Roy F. McConnell, who 
etires Oct. 15 after 43 years with 
the company. 

Mir. Baity, who was the first 
for:ner service station attendant to oie bi fe 
‘ee ome a director of the company, eee beer Re bee eee ; ; oa a 
wil) be succeeded as general man-| Hi a ;  BUSINE . atc) a apt re ain 
aer of sales by Dwight F. Benton,| Him oe 2s : ae a DO aot as 
‘ornerly president of Root Petro-| iim oe WEAA-570 *% WFAA-FM * TEXAS ALMANAC 
fuin Co., Shreveport, La. Mr. ye Seek . 

Benton also has been named a 
“reetor of Indiana Standard. 
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This map of San Francisco and the Bay Area illustrates a local selling influ- _ outlets and a large group of Coffin Reddington drug stores in northern California wi 
ence never before achieved by any magazine or any medium. It shows 59 stores | —or the many hundreds of individual tie-ins in countless other stores in the food, am 
in which, during just one year, major advertised-in-LIFE store-wide promotions _ drug, appliance, department store, and other fields which are making use of the ia 
have been staged. This does not include promotions in 700 Meyberg appliance _ impact of LIFE on customers to increase traffic and sales. fro 


.-.in the plans of San Francisco’s merchants . 


Nat 
ANNIVERSARY ‘ Am 
- T 
° ele UIsit 
The buying power of LIFE families des 
, ‘ - 
in San Francisco “of 
la'l 
A recent survey by the Market Research Com- “PD 
pany of America disclosed the tremendous pur- ba 
chasing power of the families influenced by LIFE ni 
in San Francisco. A 
seer 
el: ham 
LIFE families purchased : Lic 
10 ly 
39% of all washing machines who 
42% of all sheets vel 9] 
; , 35% of all women’s stockings 
‘ f 41% of all men’s shirts 

ae r * b roms 46%, of all frozen vegetables ty 
. = a 38%, of all tooth paste s 

San Francisco merchants know the impact Department stores such as The Emporium 38%, of all passenger car tires 
of LIFE and use it daily to help sell products. (shown here), Macy’s, The White House, and 34% of all movie admissions Oil ¢ 
This neon sign is in front of one of the four big City of Paris are consistent users of LIFE’s local These are typical examples of Lire family pur- =e. 
super-markets in the Andrew Williams food impact in their windows, interior displays, chases of a wide range of consumer goods. ret ire 
chain (which also sells drugs and appliances). newspaper advertising and sales talks. Me c 
lr 
rine 
Cam 


LIFE moves people ... moves goods 
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Oct. 10-11. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 
Oct. 10-12. Association of National Ad- 
vertisers, annual meeting, Waldorf-As- 
oria, New York. 
Oct. 17-18. Inland Daily Press Associa- 
ion, annual meeting, Congress Hotel, 
Chicago. 
Oct. 18. Agricultural Circulation Man- 
agers Association, second annual conven- 
tion, Drake Hotel, Chicago. 
Oct. 18-19. Agricultural Publishers As- 
sociation, annual meeting, Chicago Ath- 
letie Association, Chicago. 
Oct. 19-21. Association of Canadian Ad- 
vertisers, 35th annual convention, Royal 
York Hotel, Toronto. 
Oct. 19-22. Financial Public Relations 
Association, 34th annual convention, 
Edgewater Beach Hotel, Chicago. 
Oct. 20-21. Audit Bureau of Circulations, 
annual meeting, Drake Hotel, Chicago. 
Oct. 31-Nov. 3. Southern Newspaper 
Publishers Association, Mineral Wells, 
Tex. 

Nov. 4. Fifth district, Advertising Fed- 
eration of America, Indianapolis. 

Nov. 4-5. Sixth district, Advertising 
Federation of America, Racine, Wis. 

Nov. 11-13. Southwestern Association 
of Advertising Agencies, Tulsa Hotel, 
Tulsa, Okla. 

Nov. 14-17. Printing Industry of Amer- 
ica, 63rd annual convention, Biltmore 
Hotel, Los Angeles. 

Nov. 17. Nationa] Business Publications, 
annual meeting, New York. 

Nov. 29-Dec. 2. Outdoor Advertising 
Association of America, 54th annual con- 
vention, Hotel Book-Cadillac, Detroit. 

Jan. 23-25, 1950. Newspaper Advertis- 
ing Executives Association, annual con- 
vention, Edgewater Beach Hotel, Chi- 
cago. 

March 28-31, 1950. Premium Advertising 
Association of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

April 11-12, 1950. Annual symposium 
and exhibit, Point of Purchase Advertis- 
ing Institute, Waldorf-Astoria Hotel, New 
York. 

June 29-July 1. National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 


Liquified Petroleum 
Gas Representatives 
Map Ad, PR Drive 


DENVER—Representatives of all 
branches of the liquified petro- 
leum gas industry in a planning 
committee meeting here made pre- 
liminary plans for an industry- 
wide promotion drive to boost sales 
and use of L-P gas. 

Approval and support for the 
proposed program will be sought 
from the boards of directors of five 
associations identified with the 
bottled gas business—the Cali- 
ifornia Natural Gasoline Associa- 
tion, Gas Appliance Manufactur- 
ers Association, Liquefied Petro- 
leum Gas Association, National 
Butane-Propane Association and 
Natural Gasoline Association of 
America. 

Tentative plans call for adver- 
ising and public relations efforts 
lesigned te stimulate sales, adver- 
using and promotion of L-P gas at 
the local level, and expand the 
nationwide market for L-P gas 
appliances and equipment. The 
rive will be financed by volun- 
lary contributions from the in- 
lustry. 

Arthur C. Kreutzer, formerly 
secretary and counsel, has been 
flamed managing director of the 
Lic uefied Petroleum Gas Associa- 
ion, succeeding Howard D. White, 
who has joined the Perlite De- 
+ ypment Corp., Albuquerque, N. 


a ty Succeeds McConnell 
as Standard Oil Sales V. P. 

I. F. Baity, general manager of 
‘les and a director of Standard 
Xl Co. (Indiana), has been elected 
‘lc--president in charge of sales, 
‘uc-eeding Roy F. McConnell, who 
fires Oct. 15 after 43 years with 
‘ne company. 

\lr. Baity, who was the first 
‘Ormer service station attendant to 
come a director of the company, 
| be succeeded as general man- 
“ger of sales by Dwight F. Benton, 
Ornerly president of Root Petro- 
fun Co., Shreveport, La. Mr. 
‘ton also has been named a 


Sy Sige et 
“* 


rcetor of Indiana Standard. 


... and plenty to 
spend for your products! 
Put your advertising 
where the most 
money is... 
before readefs of 
The Dallas 
News! 


ying ower of the 57 counties | 


served b aie gt 
to $1,927,895,000 each year! 


This sketch is not, in the final analysis, a Texas brag . . because while money in 


the great Northeast Texas area, served by The News, is not stacked as high as our 


skyscrapers . . there is plenty of money here to buy good merchandise of all kinds! all 
WARD 
What's more, in the entire greater Dallas Market (over and above the 37 county  aented 


; —a 
area where The News reaches 173 towns with a ratio of well over 20% coverage) Chicoge 


Detroit 
San Franciseo 


more people make more money . . and spend more to buy more things than in Los Angeles 
any like area in the entire Southwest! 


* Sales Management, May 10, 1949 


“STATIONS WFAA-820 * WFAA-570 -& WFAA-FM_—&- TEX 


of 


* ro pee : 7 Sat a SS See hae pe Ter ae oe ee “wg 2S ar: Oe eer, a os 2 Ace geal Plein ae. De 0 are a 
; A whemk: Rae Se Meer hae coe ; ors ee ae ea ee es Se Dei eae eb oo) nee en : 70) ae es 
teens tC cane baat 2) Serene i Sx ee fia ake “ ee a font = Napa oe A 
ae we 2 eet fe PAE sea ina reels Lhe aaa Pee, ie Wales. ee a pa ae i. ee ae ae 
: See nme a ep Meer ae Se ae : ae ie 5, lala ah ge a ge Seer a tre tee Bird Me ie a es, pee: <a ee he Se 2 es ns aes Gi ren SS ee a Eet sel Tt 4 ena ee ies a 
Ss Se ant i v it 8 aa ala : ‘ ‘ ie ‘>. z ee at 2 Xs = i . A . 7 . ae 
: ‘ ‘ ee i 
te 
oe ae 7, . 
es. 
as 
Ey 
. 4 A 
° _ 
< f ey py n, 
Se Pe ‘< 
¥ mee ert eh re ‘ & ~ , 
. oe SE) eRe oS a a, 
4 Oye eee as Oa She 7 3 m 
4a , 2 4 >, 7 ; bs = 4 
4 i? een 
a ie a 
“A ll reall 
= 
Te 
{. 
el cS: 
ae pei, 
\ 2 deal a 
~~” Bien... * ¢ : ‘ Reet 
> a » ‘ae wo 
~ —" 
~ ———— + : = ‘ ar 
——————— \ 7 ie ties 2 
——_ , ae 4? 1 a lid ‘ Pat ony am 
————— 2 we — 5 - ; ait 
a ving 1. zo or. 7 
— ———_—_—- —— a : 
—— a W\iy - ~ — — r 
m&. - r'¢ es C = ———— — 2 
eT — a) —_— 
N a — ~ 
ie ea — ~S Mm XN ————————— 
AT galls. (NMI 2S i - = ' 
Sas “ v= ) i e 1 _ = q os = 
i > S—— 4 A ——<———— ~ Spc 
Sn. am s = | OO ———— Se 
i - . ; = ae 
ws : =—S ——# lo f a se 
—— 1 ~ : 4 S a ane 
= —— “in ws ae ° = ~ is 
—% \ i, tli 
~  — The | —_- eT 
; AS Bae it fi N —— : oo 
4 ah ' . ; ee : 
= - a ie 4 i aks arte 
* F; a. Bett tle ere ae 
Kc ite>, - +h . gi 7 
Ni in L LORE De ! = ag aoe ; 
a 2 J ; N MO ee a a Z > pig ie enon, NE | 
S Bort: i "yh , : Fie Cee a Fh 
" } ’ ln Sy | ryy — Seats PN aging Se eae ’ ; 
7 —_a y Se SU 8 ea! ie . j 
- — = : ay ta tS ie : 
aeattes — a 5 
a 7%, Wee ae. ae _— be 
SS ee a 
Spee. aeaggeeeees Be 
DALLAS ‘ahaa _— 
ee ey ane s Oe cs acre 1. 
ee ic MES ox ce 
Bo ee Pere 
| . i = 
an (ee . 
pom — j 
” a F 
a 
ee a 
+ gets 
— ae 
a a 
re : 5 
chs ane 
| "A 
| Sn ee 
ee 
| 
| 
| 
Soo 
> ry 
eae 
es 
Ft, - 
| a ae 
ome 
eee 
sea ee 
ei 
Rei 2 
ea ‘ 
; ee 
vigies 
} re 
| ) oo aan 
ac 
ee aS 
ee oe : 
Be 
eo euuage 
iG : pus 
a ara 
oe 
| = 
4 
7" 
ee 
ee 
Bes oh 
tied 
<Gr 
Po 
PO : 
anak, 
. Bes ae 
‘ : rs a SEN = 
es a . ; a * ‘ ae on aes 
: Ge s.) % f & . ) 4. ae ss 
ae J , p . a 
: “4 ae Al ¢ ig PS kek ° PG, Ete Serge rae : 
«cae eg nk Sener Le teal renege mee ee Se PRS IT ee Seng . 
| TEXAS’ OLDEST BUSINESS INSTITUTION oi 
PES & nm a Jee gets satiate te : de iy a me ew t ee a ee a ss ase o bythe oe Ses Kae, an ee a “Sear Ss ae ce 
| A ea tees ae OTS nies, 2. BaP oS - ai fy, ee ay eg sft Oy ae eS ae Bs a all rae, See % i % thts 
te : ; ‘ pea He 
* RADI AS ALMANAC she 
st ONE : Ce oe SN é , bay on ie ee A : ersee te : RPRPOS LAER ve en pk ne ; ue ove eo SY ALINE Tag Senne 
it : eee Hi ‘ $ Lanier ‘ eer * +E. aR crete 2 oe Rae tin ae eS) Aes Soe - - sing er naoeS aS ey a Ak ri, See tg : ‘ By eee ab ; Ry , 2 : we 
Sagi de et Gia Bee ee eg beer wre Ain Rees ‘ 5 tage eines ihe Ga Far oe tel oe oK ae iS ao f * cot #23 RE ks S pete See Ee cate 5 on ed . i Cl <a : ew ate - 
Ces aay eae aE tee a ee ee Be BP Pe PE RIE. coat IP a € ae > 


‘SEP’ Checks Reading 
Habits in Huge Study 


Curtis Campaign Tells 
How Much Time 30,816 
Spent on 4 Magazines 


PHILADELPHIA—The battle of 
magazines moved into a new 
phase today as Curtis Publishing 
Co. launched a newspaper and bus- 
iness paper campaign in behalf of 
The Saturday Evening Post, de- 
tailing results of a new survey 
that not only compares reading 
times of four mass magazines—two 
conventional, and two picture—but 
goes extensively into what read- 
ers think about those magazines. 

The new study, called “The 
Measure of a Magazine,” is the 
product of interviews in 30,816 
households, in which live 104,872 
persons, and is largely notable be- 
cause it tries to establish what 
happens to a magazine in the home 
after it has been purchased. 

The dynamite in the study is its 
uuse—possibly for the first time— 
of questions designed to measure 
what readers think of a magazine 
—how reliable they believe it to 
be, the confidence of readers in 
products advertised in its pages, 
and in what magazine they pay 
more attention to advertising. 

These questions—and the an- 
swers given to them—are classified 
as “impact” in the Post presenta- 
tion. Readers testified not only 
about the Post, but also about its 
three principal mass magazine 
competitors—Collier’s, Life and 
Look. 


ws Advertising men have long de- 
bated what the differences in read- 
ing time are between a magazine 
that uses pictorial presentation pri- 
marily and a magazine that relies 
principally on textual material. 
The Post study has tried to an- 
swer that question, at least as it 
relates to the four magazines sur- 
veyed. Readers in homes in which 


one or more of the four magazines 
surveyed were read regularly were 
asked to estimate the amount of 
time spent on the various maga- 
zines, and the number of times 
they returned to the individual 
magazine. 

In Table A, the results of this 
portion of the study are tabulated. 

The field work on the survey 
was done by National Analysts. 
Field work was begun in Novem- 
ber of 1948, and the last of the re- 
turns came in January. 

The survey technique embodied 
several new procedures. This was 
an area sample on a national scale, 
with homes selected by probabil- 
ity methods, and the persons to be 
interviewed within the home se- 
lected by absolute probability 
methods. 


a In the view of Donald Hobart, 
Curtis research chief, the 30,816- 
home sample is a foundation for 
statistical stability. Checked against 
census data, it showed a variance 
of 1.46% for the total population 
of the U. S. over ten years of age, 
and 0.89% variance for any par- 
ticular segment of the population. 

Wire recordings were used as a 
basis for improving interviewer 
technique, in order to perfect the 
questionnaire. This method al- 
lowed researchers to test each 
question and if necessary rephrase 
it so that there could be no mis- 
understanding in the mind of the 
person interviewed. In this manner 
many questions were separated 
into two or more parts and in some 
cases dropped altogether. 

But as the questioning reaches 
the impact questions, many admen 
will be surprised. The respondents 
have little hesitance in saying flat- 
ly which magazine they think is 
most reliable, where they would 
be more likely to see an adver- 
tisement, or in which magazine 
they have the most confidence in 
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in the Canton, Obio, marke 


The one, only, daily and Sunday visitor to 
94,000 families in the AREA that's “home” 
to eight of the world’s largest industries Ss 
(surrounded by over 200 diversified others) 
yet contains Ohio's largest rural popu- 


lation 


A truly balanced market with consistent 
results for the established, excellent for 
Represented nationally by Story, 


tests 
Brooks and Finley. 


"Sales Management Survey 
of Buying Power, 1946 
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SEPost 
All Readers 2:54 
Men 2:58 
Women 2:50 


TABLE A 
Time Spent in Reading 


(hours and minutes) 


Life Collier’s Look 
1:35 2:38 1:35 
1:37 2:43 1:33 
1:32 2:35 1:38 


products advertised. 

Curtis found that more than 
70% of the respondents had a 
definite opinion on these five im- 
pact questions. 


a It is probable that this survey 
may be a forerunner of others 
within Curtis, aimed at uncover- 
ing more about what magazine 
readers think of the magazines 


they read, how they react, and the 
difference in reader reactions to 
various magazines. 

“We've just scratched the sur- 
face of the subject,” says Mr. Ho- 
bart. 

Before the survey got under 
way, Curtis posted its own defini- 
tion of a regular reader. Briefly, 
a regular reader must have in his 
possession one of the last four is- 
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sues of a magazine, and must tel 
the interviewer he regularly read 
two of four issues of that maga 
zine. In order to be fair to all mag- 
azines, Curtis says, it measure: 
only “regular” readers, and skip 
ped “chance” readers. 

The hard-slugging, competitiv 
study not only recites averag: 
reading times and number of times 
picked up for each of the four 
magazines, but then compares eac) 
magazine with the Post, as re- 
vealed from estimates of those 
readers in whose homes both mag- 
azines were found. 


a The impact section, in which 
the questions deal with reliability, 
is also highly competitive, showing 
how the Post stacked up with its 
competitors. To see how the sur- 
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TABLE B 
Greatest Confidence 
in Products Advertised 


(Among those reading magazine 
named plus one or more other 
magazines.) 


GIEE cite ccecscdpumiiiininathabendiateaan 54.9% 
Te ieliclthalndotscscncsensedishsousondinncapens 35.8% 
PEE” deivtemsescecvicidindicbtinntll 17.2% 
ERIE Hodtelencasiin dnensocdentbibtansvnsantal 16.1% 
(Note: For example, 54.9% of 


those who read the Post and one or 
more of the other magazines 
named the Post.) 


vey reports on “Greatest Confi- 
dence in Products Advertised,” a 
typical part of the impact section, 


see Table B. 

Curtis has never been an ad- 
mirer of the magazine audience 
school of advertising solicitation, 
and its officials have repeatedly 
emphasized that the company be- 
lieves primarily in the Audit Bu- 
reau of Circulations figures. So, 
in producing its figures on impact 
for the Post and its three com- 
petitors, the company turns to a 
new measurement of advertising 
value. 

The other portions of the sur- 
vey deal with Post homes. These 
were elicited by questionnaire, de- 
livered in person by the area sam- 
pling method. Three waves of 
questionnaires were used, and a 
solid 50% response was received. 
The magazine shows its readers 
are mostly urban (67.1%), that 


53% have $4,000 or more income, 
70.5% are home owners, 79% have 
cars, 83% have mechanical re- 
frigerators, etc. The sample of the 
people returning the question- 
naire closely matched the entire 
group. The newspaper campaign 
(through Batten, Barton, Durstine 
& Osborn) will appear in 12 dailies 
in the following cities: Atlanta, 
Chicago, Cleveland, Detroit, Los 
Angeles, Minneapolis, New York, 
Philadelphia, Pittsburgh, San 
Francisco and St. Louis. 


Wolken to Consumers Aid 


Milton S. Wolken, formerly gen- 
eral manager of Radio Market Ad- 
vertising Co., has been named re- 
gional sales manager and director 
of sales promotion of Consumers 
Aid Inc., Chicago, in-store broad- 
casting network. 


1d/45 cents for a thousand 


Aiavertising costs are often computed on a basis of cost 
per thousand potential listeners (or readers). Sales 
demonstration costs usually are not. Most firms whose 
products are home-demonstrated spend at least 

$2.00 per individual demonstration to make their 


products known. 


Today every advertiser may demonstrate his product 
simultaneously in thousands of homes for less than one 
twentieth of a cent per demonstration . . . 
SPOT TELEVISION. A full 60-second demonstration on 
all eight major television stations represented by 

NBC Spot Sales* totals only $730. Your potential 
audience is nearly six million people in 1,620,000 homes.' 


Your demonstration salesman on television is a welcome 
guest in these homes. 
to the entire family purchasing board. No more 

favorable circumstances can surround the presentation 


of your product than home-demonstration by 


SPOT TELEVISION. 


*WNBT 
WPTZ 
KNBH 
WNBQ 


WBZ-TV Boston ... 
WNBK Cleveland 


ba ntl 

New York .......... 2,718,000 
Philadelphia ......... 774,000 
Hollywood. ......... . 673,200 
Ceeee 66 «ss coos +s Ce 

To Tt eC eee 450,000 

Torre reree 271,800 

WNBW Washington .......... 206,640 
WRGB_ Schenectady. ........ . 104,760 
5,839,200 


SPOT SALES 


New York *« Chicago * Cleveland « Hollywood 


San Francisco * Washington * Denver 


tNBC Research Dept. Estimates—September, 1949 


through 


Your product is demonstrated 


squandered 


nation 


sequence, 


huffy, 


thrilling 


checkered 


glory. 


a 
The Space Hound's Lament 
You perhaps are one who’s pondered at the money that is 
By the space hounds that are daily at your door. 


You may think that life is easy for the rep so glib and breezy 
As he rattles off his publication lore. 


You may think with some vexation of his travels ’round the 


On streamlined trains or maybe in the air, 
Of the swell hotels he frequents and the luscious meals in 


And you wonder how his boss can pay the fare. 


But wait my friend and brother; there is definitely another 
Side to the picture, let me state. 
Think of Pullmans cold or stuffy, think of admen mean and 


Think of cancellations after closing date. 


Oh, the media director, that clients’ staunch protector, 

Sits and listens to us with a stony face. 

He tries to look impartial as our arguments we marshal 
While we wonder whoinell buys all the space. 


We may boast about our billing, and indeed it is quite 


To point out all the linage that we sell. 
But when the chief looks at the record and says that it is 


With transom business—aw, what t’hell! 


Maybe you, too, like Mr. Springer and the many others 
whose verse has appeared in this corner, are harboring poetic 
thoughts on some aspect of the advertising world. Send your 
contribution to the editor. Remember: You get no pay. Just 


WILLIAM M. SPRINGER, 
Flying, Chicago. 


ee 
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“Wall St. Journal’ Names 3 


Albert Anastasia, southwest edi- 
tion advertising manager in Dallas, 
has been assigned to the Chicago 
ad staff of the Wall Street Journal. 
John Gray, assistant southwest 
edition advertising manager in 
Dallas, has been named to succeed 


Mr. Anastasia. Jack Biedenkapp 
has been appointed to replace Mr. 
Gray as assistant. 


Goold & Tierney ‘Moves 

Goold & Tierney, New York, has 
moved from 345 Madison Ave. to 
larger pomiee ark Ave. 
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- 2611 S. Indiana Ave. 
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ARE DIFFERENT, 


_ MOISTURELESS, SELF-STICKING ADHESIY 


pressure-sensitive 
advertising, KLEEN-STIK offers you the last word in protecti 
. . actually advertising insurance, because KLEEN-STIK gets 
up and keeps it up! KLEEN- STIK'S patented strips or spots 
than ordinary 


WRITE TODAY FOR FREE SAMPLES AND IDEAS 
KLEEN-STIK PRODUCTS, Inc 


Chicago 16, Ill 


Kleen-Stik is available through your own printer or lithographer _ 
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Lucky Strike, B-V-D 
Share Honors in TV 
Ratings by Starch 


New YorkK—One sure way to 
antagonize televiewers is to let 
the commercial interfere with the 
action in sports telecasts. 

This not-so-surprising reaction 
was encountered by interviewers 
who did field work in Chicago, 
New York, Philadelphia and Bos- 
ton for the August Starch report 
on TV commercials. This was the 
first of a continuing monthly ser- 
ies of surveys to determine the ef- 
fectiveness of video sales messages. 


Lucky Strike and B-V-D di- 
vided the top honors. In the re- 
membrance category (merely 
“Yes” to the question—“Have you 
seen this commercial?”) ratings 
were: Lucky Strike, 92%; Bulova, 
88%; Chesterfield, 85%; DuMont, 
81%; Admiral refrigerators, 79%; 
Philco radio, 79%; Camel, 69%; 
Auto-Lite, 66%; Gulf Pride motor 
oil, 64%, and Kaiser Traveler, 
62%. 


ws In releasing these figures, Jack 
Boyle, Starch video chief, empha- 
sized that a great many regulars 
among the TV sponsors were off 
during August and therefore did 
not show up on this report. 


EASY CHART 


6h¢ 


Reproduction of Genuine Glossy 
Photos in Quantities 


in 500 and 750 QUANTITIES 
(1000 and over .06c) 


B-V-D, which rated only 61% in 
remembrance, was first in liking 
with a score of 84%. Next in line 
were: Ajax cleanser, 81%, Lucky 
Strike, 75%, Colgate, 70%, Kool, 
69%, Oldsmobile, 69%, Bulova, 
67%, Peter Pan peanut butter, 
67%, Chesterfield, 63%, and Ad- 
miral refrigerator, 59%. 

Low score on remembrance went 
to a soup company, which had 
11%. Top score on disliking went 
to a cigaret company. 

Among noteworthy by-product 
findings: 

1. Men are harder to please than 
women. Generally their liking rat- 
ing was lower and their disliking 
higher. 

2. Good cartoon animation in- 
variably pleases. 

3. Most frequent complaint 
against a commercial: “It’s been 
on too long. We've seen it too 
much.” 

4. As in early Starch experimen- 
tal tests, viewers reacted strongly 
against situation commercials in 
which live actors talk to each other 


about the product with “impos- 
sible” dialogue. 

5. Another recurrent criticism 
about messages which did not 
please: “too long and boring.” 


Benrus to Sponsor AM, TV 
Spots Before World Series 


Benrus Watch Co., New York, 
has signed to sponsor the tele- 
vision spots preceding the World 
Series baseball games in most vi- 
deo cities. 

The company also will sponsor 
the radio spot announcements to 
precede all series games on AM 
stations throughout the country. 
J. D. Tarcher & Co. is the agency. 


KPIX to Test TV Color 


The Federal Communications 
Commission has granted KPIX, 
San Francisco television station, 
permission to cooperate with Color 
Television Inc., San Francisco, in 
making television color tests. The 
tests will cover a period of 30 
days and transmissions will be 
at hours when regular KPIX pro- 
grams are not scheduled. 


This rich, farm area leads the nation in rice produc- 
tion. High yields and wide crop diversification are ing power, and general prosperity. 


L __WWL-LAND 


The greatest selling power 
in the-South’s greatest city 


50,000 WATTS 


CLEAR CHANNEL 


CBS AFFILIATE 


7. ALBANIA PLANTATION, Jeanerette, La. 
Built in 1842 by Charles Grevemberg. Since 
1910, Albania’s 1,100 acres of sugar cane and this 
beautifully preserved mansion have been owned 
and maintained by the City of New Orleans. 


en este tees 


national average in increased {ncome, increased buy- 


Zz WWL’S COVERAGE OF THE DEEP SOUTH 
50,000 watts—high-power, affording advertisers low- 
cost dominance of this new-rich market. 


- NEW ORLEANS 


PARTMENT OF LOYOLA UNIVERS 


BMB Maps of WWL-coverage and other data available 


from the Katz Agency, Inc., our National Representatives. 
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Footnotes 


By G. D. CraIn Jr. ——— 


During the week of Sept. 25 
when the American Hospital As 
sociation held its great annual con- 
vention in Cleveland, Hospita 
Management presented awards tv 
hospitals for the best annual re- 
ports submitted in its competition. 
The presentation developed some 
interesting angles for advertisinz 
and public relations men. 

The awards were based on the 
concept, it was explained, that the 
annual report is now a prime fac- 
tor in building good public rela- 
tions. Instead of submitting a mere 
statistical presentation of the work 
done during a 12-month period, the 
hospital uses its annual report to 
dramatize its community service 
and to highlight its program for 
expansion and improvement, with 
ample emphasis on what philan- 
thropically minded individuals can 
do to accelerate it. 

In at least one case, that of the 
Oshawa General Hospital, Oshawa, 
Ont., an advertising agency—Mac- 
Laren of Toronto—was credited 
with the design of a prize-winning 
annual report. 


= Most of the hospitals winning 
awards have public relations di- 
rectors, who are fully aware of the 
necessity of keeping their com- 
munities informed, interested and 
sympathetic. 

Some hospitals are now publish- 
ing their annual reports in the form 
of full-page newspaper advertise- 
ments, the cost of which is usually 
paid by a board member or other 
iriend of the hospital. This method 
was approved because of the com- 
plete community coverage thus ob- 
tained, and also because it usually 
produces immediate response to 
requests for financing specific pro- 
jects. 

Many of the hospitais include 
monthly publications describing 
their work in their public rela- 
tions programs, circulating these 
to the staff, board members, con- 
tributors and potential sources of 
bequests. 

Advertising men have been edu- 
cated by the Advertising Council 
to expect to contribute their skills 
to public service projects, and it 
seems likely that the hospital field 
would welcome offers of this kind 
from advertising people with great 
enthusiasm and appreciation. 


Hutchinson to Hilary; 
Two Newspapers Added 


Diane G. Hutchinson, formerly 
account executive of the Charles 
Dallas Reach Co., has been ap- 
pointed vice-president in charge 
of eastern sales by Hilary Features 
(syndicated ad columns), Chicago 
Miss Hutchinson will have her 
headquarters at 420 Lexington 
Ave., New York. 

Hilary Features, which places 
two newspaper columns for palti- 
cipating advertisers called “Quick 
Easy Meals in Minutes” and 
“Quick & Easy Household Hels 
(AA, July 25), has added he 
Balttmore Sun and Washing:o" 
Star to its list of newspapers. n-§ 
sertions of four advertisers in e ich 
column are scheduled on a ‘3 
week basis. 


Plans Mail Order Directory 


Robert Isaacson, advertising c )!- 
sultant, 92 Liberty St., New Y: rk 
will soon publish “Mail Or ie 
Business Directory,” which i!) 
list and classify mail order b ‘5! 
nesses. A minimum circulatio: © 
10,000 is guaranteed. Copies 
be available at $10 each, but ; r& 
publication orders will be fi !¢ 
at $7.50 each. 


Names Waldie & Briggs 


Waldie & Briggs, Chicago, /4 
been named by Norris Dispen ‘¢ 
Inc., Chicago, to direct a camp: 8 
for its bulk miik dispenser for } U 
lic eating places. Business pave" 


will be used. 
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This dramatic portrait of Ben Franklin, with a few of his many vocations high-spotted in the background, 


illustrates the possibilities of scratchboard illustration Fred Steffen made the original in full color and it will be reproduced 


vill 
yre- 
fi led both in black and white and color in Portfolio No. 3 of The Vocabulary of Advertising Art. Colored scratchboard 


is a tricky technique that demands the extra care and craftsmanship we like to give to tough engraving problems. 


Collins, Miller & Hutchings, Inc., Chicago Photoengravers 
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Bipad Elects Brauninger 

George Brauninger, former co- 
chairman, was elected chairman of 
the Bureau of Independent Pub- 
lishers and Distributors and the 
Pacific Coast Independent Maga- 
zine Wholesalers’ Association at 
their joint meeting a week ago at 
Coronado, Cal. William A. Rogers 
of S-M News was elected co-chair- 
man; Allan Adams of Fawcett 
Publications was named secre- 
tary, and Roland H. Bachman of J. 
O. Stoll Co. was elected treasurer. 


. +o * * we 

« LOST AND FOUND 

Found, a large, rich, city and form 
© audience that answers to call letters 
KIOA. Will turn it over to any alert 
advertiser that contacts a Pau! Raymer 
representative and describes specific 
needs. As Des Moines’ only 10,000* 
watt station, KIOA will serve you well 
in lowa's abundant market. Coverage 
maps, availabilities and schedules are 
— yours for the asking. . 

#10,000 Watts day, 5,000 Watts night 


Grant's Brazilian 
Offices Add Large 
Cigaret Accounts 


Rio pE JANEIRO—Announcing the 
addition of several new clients this 
week, Robert Cole, president of 
Grant Advertising’s Brazilian com- 
pany and creative supervisor for 
South America, reports that 
Grant’s average monthly billing 
in Brazil has been increased 400% 
in less than three years. 

New Brazilian accounts include 
Aluminio do Brasil (Brazilian af- 
filiate of the Aluminum Co. of 
Canada), Oleo Rico (cooking oil), 
and the two largest cigaret com- 
panies in the country—Souza Cruz, 
handled out of the Rio office, and 
Castelloes, handled from Sao Paulo. 

Another addition is the Hotel 
Quitandinha, which has been 
called the world’s most lavish re- 
sort. It is under the management 
of Eugene Eppley, president of Ep- 
pley Hotels, Omaha. 

In January, 1947, Pan American 


World Airways, General Electric, 
Sherwin-Williams and Firestone 
were Grant’s principal clients in 
Brazil. Since that time nearly a 
dozen big American firms have 
placed their accounts with the 
agency, in addition to as many 
prominent Brazilian advertisers. 

During this expansion, Grant’s 
two Brazilian offices have in- 
creased their staffs from 16 to 
nearly 60 people. 


Elects Chasin Chairman 

J. C. Chasin, circulation mana- 
ger of Printers’ Ink, has been 
elected chairman of the New York 
Circulation Council of Associated 
Business Publications. He plans 
discussion of all phases of circula- 
tion problems during the forth- 
coming monthly meetings. 


Odell Moves Offices 


Odell & Associates, Mansfield, 
O., merchandising service, has 
moved its offices to 462 Park Ave. 
West. The company’s affiliate, Na- 
tional Graphic Arts, will be moved 
© fhe new location in about 30 

ays. 


Federal 


WASHINGTON—Depaitment store 
sales for the week ended Sept. 24 
were off 8% from the dollar vol- 
ume recorded during the same 
week last year. 

All twelve districts reporting to 
the Federal Reserve Bourd were 
down from last year, with the 
greatest decline (13%) in the 
Cleveland district. The Richmond 
district showed the second largest 
drop, with a 12% loss. 

Greatest year-to-year declines 
were registered in eastern and 
West Coast cities, while midwest 
and southwestern areas made rela- 
tively stronger showings. 

In past years, department store 
sales have held fairly steady from 
the last week of September 
through the month of October, 
when they begin the swift climb 
which reaches a peak during the 
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A floor stand like this has about 11 seconds to get its sales story across 
to the passerby. This unit delivers its message in the allotted time— 


and solves a tough display. problem for its sponsor, as well. Lorentzen’s 
Levolor Self-Adjusting Tilter though widely advertised to the con- 
sumer, is distributed indirectly through manufacturers who produce 
and promote their own brands of Venetian Blinds. This handsome dem- 
onstrator secures full display for Lorentzen’s Levolor, yet leaves the —, 
top panel free for the Venetian Blind makers’ brand names. The unit— | 
a real sales stimulator for all concerned—is another example of intelli- 
gent use by a client of the facilities of our Marketing Division. 


We would welcome the opportunity to work with you on your display, 
label or packaging requirements. And if your immediate problem war- 
rants, we'll be pleased to offer the services of our unique Marketing 


Division, without obligation. 


LONSOLIDATED 


Lithographing 
Corporation 


1013 Grand Street, Brooklyn 6, N. Y. + EVergreen 8-6700 


ADVERTISING AGENCIES are cordially invited to draw on our specialized Point of Sale Advertising “know-how.” 


COUNT... 


c. M. HALVERSON 
Merchandise Manager, 
Lorentzen Hardware 
Mfg. Corp., who col- 
laborated with us in 
the development of this 
successful display. 
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Reserve Figures on Department Store Sales 


DEPARTMENT STORE 


SALES INBEX 


(935-39 EQUALS 100 


Week to Sept. 24, '49*p293 
']| Week to Sept. 17, '49*..315 | 
‘| Week to Sept. 25, ’48*..319 
'] Week to Sept. 18, °48*..337 
Month of August, °49*p237 
Month of August, ’48*..259 


pPreliminary. 
*Not adjusted seasonally. 


pre-Christmas week. 

The Department of Commerce 
reported that August chain store 
and mail order sales totaled $2,- 
139,000,000, about 3% below sales 
during the same period a year ago, 
and up fractionally from July, 
1949. 

Shoe, building material, genera! 
merchandise, women’s wear and 
chain grocery stores reported in- 
creases in August sales over those 
of July, while auto accessory, 
hardware drug chains and men’s 
wear stores experienced declines. 

% Change from 1944 


Jan.- Mo. Wk. 
Federal Reserve July of Sept. 
District and City ine. Aug. 24 
UNITED STATES ....... HH —5 —s8 
Boston District .......... . —B 1 —10 
New Haven —5 3 —12 
Boston ............ : 0 4 —11 
Springfield ............. ; —3 0 —19 
Providence ................. —7 1 —15 
New York District ...... sé —6 —lil 
‘ —9 —6 —7 
Buffalo ........ —1 —4 —10 
New York 9 —6 —12 
Rochester —8 —8 —13 
Syracuse 7 4 1 
Philadelphia District. —5 4 —# 
Philadelphia ............. —5 4 —10 
Cleveland District — —16 —13 
[eee ~-4 —8 —15 
Cincinnati ..... a | —8 —ill1 
Cleveland  ................ —4 —8 —12 
Columbus ............ —-2 —9 —13 
0 4 —5§ —13 
PPURRIIUTIIR —osevcceccesecses —3 —ll —15 
Richmond District .. —% —8 --12 
Washington ............... 3 a | 6 
ee —6 —7 —18 
Atlanta District ........ a4 —5 -! 
Birmingham .............. —4 -—-15 —8 
Miami .......... 4 —-7 41 
Atlanta ia eieieidiad —5 —3 —12 
New Orleans . 3 3 -2 
Nashville .........3.......... --8 —6 -4 
Chicago District ........ 7 _T HH 
ares —o --4 —5 
Indianapolis ..... —3 —3 —7 
—8 —6 —8 
Milwaukee ........... —8 —8 —li1 
St. Louis District ...... <5 —h —46 
Little Rock. ................. 3 6 -9 
eS {ae 4 —3 —13 
St. LOUss cncccccccsserece 7 4 -6 
J ee --1 —3 3 
Minneapolis District 4H —5 4 
Minneapolis .............. —4 1 -A 
} =e —9 —19 -9 
Duluth-Superior .. —4 —2 —4 
Kansas City District 7 #8 Hi 
Denver 3 —l1 -7 
Wichita ......... ‘ —5 4 
Kansas City —8 -—-1 
St. Joseph .................. —@ --4 ° 
Oklahoma City ...... —9 4 8 
IE i ietininstasipitadowesese —9 —12 -2 
Dallas District . anil —5 _—2 
i a --8 7 8 
Fort Worth ...... 4 —2 0 
AF —6 =) 14 
San Antonio —7T —l1 l 
San Francisco District —#% — -—i0 
Los Angeles Area . —11 —8 —12 
EE -deumataieidnndninss —4 —1 —l7 
San Francisco .......... —2 —1 —11 
i. = | —@ —15 
Salt Lake City ........ 6 4 -4 
EY vestniitdshnaesbisivess —2 —2 -4 
*Data not available. 
Cochran Pushes Deodorant 
Jacqueline Cochran Inc., New 
York, has increased the loc.) 


newspaper advertising of its lotion 
deodorant and has signed a lon:- 
term contract with Ed and Pege 
Fitzgerald to advertise the de>- 
dorant on their daily breakf: st 
commentary program. 


Switches to LeVine Studio 


Harry Enfield, formerly w 
Enfield Studios, has joined Har:) 
LeVine & Associates, New Yo'k, 
advertising art studio. 


KLX Cover 


OAKLAND, CALIFORNE 
AT LOWEST COST PER ie 


Represented nationally 


h 


Inc 


by Burn-Smith Co 
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lotion . -- 2,600,000 of them to be exact! That’s why 
ege:n they actively prefer The American Home Magazine. 
e0- 
akf: st It’s edited expressly for ardent home-lovers — and 


nobody else. Every column, every page, is crammed with 
useful, exciting homemaking ideas. So they pore over it 
eagerly, act confidently. If you have a home 
product to sell, you’ll find American Home provides 
the most responsive audience of any magazine. Bar none! 
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Robot Developed to 
Help Researchers 
Conduct Surveys 


San Francisco—Advertising re- 
searchers may find robot inter- 
viewers performing their chores 
for them in the near future. 

A device known as the Gallo- 
way Survey Recorder has made 
its appearance here. It can pose 22 
questions and record the answers 
in just about the time it takes to 
say “clunk-clunk” 22 times. 

Invented by David Galloway of 
Berkeley, the machine looks, 
sounds and acts like an ordinary 
slot machine in that it is operated 
by a lever and when the wheel 


EMIL REYNOLDS 
PHOTOGRAPHY 


PUBLIC RELATIONS — INDUSTRIAL 
FASHIONS — PUBLICITY 
33 W. 42nd St.—N. Y. 18, WN. Y.—Longacre 3-2758 


stops spinning, there follows a 
period of dead silence. It stands 
about 2’ high and is mounted on 
a table. 

ws The one-armed interviewer 
works like this: 

The question appears in a nar- 
row, glass-enclosed slot. The in- 
terviewee or respondent moves the 
lever either to the left or right 
to select his answer. Then a knob 
is pressed on top of the lever which 
simultaneously records the ans- 
wer and trips the barrel over to 
the next question. 

That’s when the “clunk-clunk” 
sound effect comes in. 

This “phantom interviewer,” ac- 
cording to inventor Galloway, can 
record eight “discreet” answers, 
or, on a graphic scale (continuum) 
it can supply 30 separate responses, 
e.g., 30 way points between bad 
and good. 

Another model of Galloway’s 
gadget is now on the drafting 
board. It will be able to ask and 
record the answers to 300 ques- 
tions. 


Kellogg & Associates, market 
and opinion research organization 
here, has been licensed to lease 
Galloway’s machines. 


Engel Art Corners Names 
Seide; Appoints Agency 


Jule J. Seide, formerly with S-M 
News Co., has been appointed sales 
manager of Engel Art Corners 
Mfg. Co., Chicago. 

The company has named M. Glen 
Miller Advertising, Chicago, to di- 
rect the re-packaging and adver- 
tising of Engel Art Corners prod- 
ucts. 


BBDO Transfers Pinkerton 


Van Pinkerton has been ap- 
pointed merchandising director in 
the San Francisco office of Batten, 
Barton, Durstine & Osborn. He 
formerly held the same position in 
the agency’s Minneapolis office. 


Names Fletcher Udall & Co. 


Fletcher Udall & Co., Hollywood, 
Cal., has been named West Coast 
representative of Scholastic Mag- 
azines, New York. 


Buick Appoints Richards 


General Motors Corp., Detroit, 
has placed Steve Richards in 
charge of public relations for the 
Buick Motor division. Mr. Rich- 
ards, for the past ten years a staff 
member of the Kudner Agency and 
once bureau chief for United Press 
in Detroit, will provide direct press 
contact with management at the 
executive level. The post is a re- 
cently created one. 


Powell Buys Publication 


Powell Magazines, New York, 
has acquired Paint & Varnish 
Production Manager, founded in 
1910 by Louis Drake, and will pub- 
lish it hereafter under the name 
of Paint & Varnish Production, 
with a completely new format. 
Anthony Errico, formerly engi- 
neering editor of Organic Finish- 
ing, has been named editor. 


Cable Joins Koppers 


T. H. Cable, formerly eastern 
advertising manager of Westing- 
house Electric Corp., has joined 
the sales department of the cen- 
tral staff of Koppers Co., Pitts- 
burgh. 
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sales message . . 


detail, every subtle nuance . 


appreciate how 


Here are halftones that really accent your 


. that bring out every little 


.. that reach 


right out for the reader’s attention. 


You have to see a Veritone halftone to 


different it is. Two things 


combine to give this unusual impact: one, 
an exclusive Veritone halftone process 
that catches every little gradation... 
and two, a sincere sense of craftsmanship 
that keeps every cameraman, platemaker 
and pressman alert for still better ways to 


give you exceptional lithography. 


If you are looking for ways to impress 
prospects and customers with the quality 
of your products or services .. . to build 


prestige for your company . 


your treasurer happy ° 


Veritone . . . photo lithography at its best. 
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.. then you need 


. . and to keep 


The Veritone Company, 2701 N. Lehmann Court 
Chicago 14, Ill., Telephone: EAstgate 7-8885 
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Carter Asks Court 
to Throw Out FTC 
Order Against Arrid 


Cuicaco—Carter Products, New 
York manufacturer of Arrid deo- 
dorant, has filed a petition in the 
seventh circuit court of appeals 
here asking that a Federal Trade 
Commission cease and desist order 
against Arrid advertising be re- 
viewed and set aside. 

The FTC order, dated July 14, 
1949, specified that Carter must 
not use any advertising implying 
that Arrid stops underarm perspir- 
ation or that the product is more 
than temporarily effective in re- 
ducing the flow of perspiration. 

FTC also ordered Carter and 
Small & Seifer, its agency, to cease 
making claims that Arrid is more 
than temporarily effective in keep- 
ing armpits dry or odorless; that 
use of Arrid after shaving won’t 
irritate skin and that the product 
is safe and harmless, without add- 
ing that it may cause irritation of 
sensitive skin. 


es Carter Products, in its petition 
to the court of appeals, charged 
that the FTC order is erroneous 
in fact and in law; asked that FTC 
be required to file a transcript of 
the complete proceedings and tha‘ 
the court nullify the cease and 
desist order. 

Specifically, Carter declared that 
FTC’s findings of fact and con- 
clusions of law are not supported 
by reliable evidence; that they 
are contrary to other findings in 
the same proceedings; that the cr- 
der stops Arrid from making 
claims not at issue; that the order 
violates Carter’s constitutional 
rights; that the commission falsely 
held that the claims were grossly 
exaggerated and that FTC erred 
in restating the claims in language 
of its own. 

The case probably will not he 
heard before January, 1950. 


Pretzel Bitz Seeks 
Nationwide Sales 


BLUFFTON, INpD.—Pretzel Bitz 
Corp., which has manufactured 
Pretzel Bitz and the “by Zed” 
line of cocktail items in glass since 
1939, is introducing its new 9-oz. 
can of Pretzel Bitz market by 
market as production increases. 

The new 29¢ can has been tested 
successfully in a number of cities 
The tin-pack apparently has over- 
come grocers’ objections to the 
glass-packed product because of 
breakage, perishability, etc. 

Distributed through wholesale 
grocers, chains arrd jobbers, Pretze! 
Bitz also is being tested by drive- 
in operators and fountain opera- 
tors, who use the product to top 
sundaes and chocolate malteds. 


Boosts Swiss Cheese Budget 


Because larger imports of Swiss 
cheese are now being received, the 
Switzerland Cheese Association of 
New York will increase its adver- 
tising this month by adding |2 
newspapers in the metropolitan 
New York area and 10 newspape’s 
in the Los Angeles and San Frar- 
cisco territories. Sunset also his 
been added to the West Coast 
media being used to feature brand 
identity, the word Switzerlan |, 
stamped on the rind of the chees”. 
Charles W. Hoyt Co. is the agenc ’. 


Paramount Boosts Rashbaum 


Cris Rashbaum has been nam« 1 
eastern sales representative of Pa:- 
amount Pictures’ TV Statiors 
KTLA, Los Angeles, and WBK*} 
Chicago. He has been assistant re!)- 
resentative in the New York sal°s 
office for the past two years. 


Appoints van der Linde 


Pan Pharmacals, New York, 4 
newly formed company, has a- 
pointed Victor van der Linde C.. 
New York, as its agency and’ma’- 


keting counsel. 
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ONLY The Wall Street Journal 
Has... 


—The world's largest business 
news gathering stoff: 18 
fully staffed news bureaus 
in key cifies here and 
abroad, more than 180 
news writers and 90 corre- 
spondents in other busi- 


world; 


_—The largest private wire 
system maintained by any 
individvol newspaper or 
magazine; ‘ 


—The services of all the great 
press associations in addi- 
tion; 


4 

—tThree printing headquarters 
—New York, Dallas and 
San Francisco—coordinated 
and geared to publish each 
business day issues which 
are identical in national 
news content and arrange- 
ment; 


SS 
S— 


—tThe fastest known publica- 
tion delivery schedule .. . 


fourteen regional cities 
prior to mailing—with cir- 
culation in every state, al- 
most every county. . . reach- 
Ser ing 82% of its subscribers 
oe a on date of issve. 


ness centers throughout the . 


Daily? 


Successful business today is geared to today’s business news. In a 
business sense, a man can stand in Boston and throw a pebble 

into the Pacific Ocean. Planning, production, distribution and sales are 
all hitched to the same shrinking distances and the same accelerated tempo. 


including air delivery to 


why 


National 
Business 


And the businessman’s new specifications for the ideal information 
medium also take these factors into account. His need is for complete busi- 
ness news of “the right now”—in his hands right now. 


Today's Wall Street Journal was specifically engineered to fill this need. 


Business information flows over geographical boundaries .. . 
men need a publication national in news concept and origination. 


Advertising Age, October 10, 1949 


and business- 


The Wall Street Journal editors have conceived The Journal’s function as being AS 
one of covering a field as broad as the business of making a living. \ 


Business can’t base its plans on partial information . . . 
a publication that-is authoritative, reliable and comprehensive. 
Each day The Wall Street Journal news organization literally originates the 


bulk of business news across the country. 


Business today cannot wait for delayed information . . . 


and businessmen need 


and businessmen 


need a publication that is completely national and fast in its distribution. 


The Wall Street Journal pioneered in regional printings— 
three of them now—and by rail and plane set new records in reaching 
its subscribers on date of issue .+ . with news that is fresh and useful. 


Active News Serves Active Buyers 


The WSJ leadership in business news has 
attracted the readership of the nation’s choice 
audience of business leaders. They are the im- 
portant pace setters whose influence is felt in 
every sphere of business—nation-wide. 


They read The WSJ because it helps them 
in planning, in producing, in distribution—and 
in purchasing. This reader interest extends to 
the advertising in The Wall Street Journal . . 


and the buying response of these readers is 
pronounced. That’s why The WSJ linage con- 
sistently has been UPward. 


Aren’t those good reasons for you to investi- 
gate now the advantages that may be yours in 
reaching America’s best-informed business au- 
dience—through America’s only national busi- 
ness daily? 
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The WSJ today... 


& ADVERTISEMENT 
Re 


how OF 
Many tie 


wa 


~ 


a 


more than.....| 


, 


people 


in all kinds — 


of businesses 


subscribe to 


we 


4 times as many 
as 7 years ago... 


, ... and that’s at $20 a year subscription price! 


Obvious proof that a new audience of readers has been attracted to 
The Wall Street Journal—and that they really want it! 


eet te Beene | This telling growth has been attained without premiums of any kind. . . 
tor business news has grown 
tremendously in recent 
ee Ses eat f over-all subscription renewal rate has exceeded 72% - 


hat medium that appetite 2 . . 
aa ks allel among the highest known for any publication! 


and it is also significant that at all times The Wall Street Journal’s 


leo 
; 5 Yes, real significance for the alert advertiser— 


£ 
# = ...an active, unique audience of able-to-buy business leaders . 


... advertising displayed alongside the alive reports of each day’s 
important business news... and read by the planners and doers in their 
offices at your point of sale—when they can most readily respond .. . 
where they have ready access to associates for consultation and 
decision and can take quick action on your ideas. 


: } jro 
The above chart shows the percentage of circulation Increase or decrease P THE WSJ CIRCULATION iS UP- LINAGE is UP- 
as compared with 1942 for each year 1942-1948 inclusive for the following | 
publications: The Wall Street Journal, Fortune, Time, Business Week, U. 5S. COSTS ARE ; 


News, Nation's Business and Newsweek. i 
For the latter six publications this chert is based on ABC average circula- DO VV N 4 


tion for the six month periods ending December 31. For The Wall Street 
Journal it is based on ABC average circulation for the six month periods 
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sw i W.z Siac Socrnal 


achieves 48-state distribution and provides 
advertisers with one-publication coverage of 
the country’s important business buyers 


2 


tion—the first regional 
printing of a national 
publication - celebrates 
its 20th birthday 
October 21, 1949. 


PACIFIC COAST 
EDITION 


=] SOUTHWEST 
i} EDITION 


PUBLISHING 
CENTERS 


Although The Wall Street Journal pub- By means of these three printings— 
lishes three editions ... printed in New __ plus air shipment to 14 key cities prior 
York, Dallas and San Francisco... it is to mailing — The Wall Street Journal 
one national publication. In national reaches better than 82% of its com- 


news content and arrangement the three __ pletely national circulation on date of 7 
é printings are identical each day. issue. Ne 
; Yes, an advertiser can deliver his sales messages to the nation’s 
1 _ important business men through one national daily business publication 
; < they read every working day! 


The map shows The Wall Street Journal’s national distribution. Note, 
also, that this 140,724 circulation conforms almost exactly to the pattern of 
industrial employment, state by state, as seen in the accompanying chart. 


Consider these sales-making advantages for advertisers: 


; 1. A 140,724-subscriber audience of the country’s active decision makers 


- «+ located everywhere commerce and industry are most active 


A chert showing bow 
= a The WSJ circuletion 


porailels industria! em- 
ployment - reaching 
readers located where 
business is most active! 


2 
3. ... im every state and almost every county 
4 


- «+. getting their comprehensive business news every business day only 


from The Wall Street Journal 


Get your business message over to the men who are doing business 
where business is being done! 
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NALYSIS. OF “SUBSCRIBERS. AND 


ADDITIONAL IDEN 


TIFIED READERS 


Additional Total 
Manufacturing (os defined by exemath ae — 
a 36,054 28,986 65,040 
Mining—Raw Materials 1,182 1,044 2,226 
Oil Production & Refining * 1,801 998 2,799 
Construction 2,434 1,618 4,053 
Public Utilities 1,646 1,488 3,134 ey 
Transportation 2,519 1,635 4,154 ‘ 
Farming, Ranching, Nurseries, etc. 2,041 480 2,521 ne 
Wholesalers 9,583 6,865 16,448 ty 
Retailers 12,341 7,567 19,908 oa 
Service Industries 8,106 4,592 12,698 A 
Insurance 3,251 1,737 4,988 we 
Real Estate r 3,138 1,442 4,580 B Ne 
Industry & Commerce 84,097 58,452 142,549 a 
Banks & Trust Companies 11,117 11,827 22,944 ba Bs 
Investment Bankers & Dealers, Fn 
Stock & Commodity Brokers 11,638 10,607 22,245 ok 
Savings Banks, Savings & er 
Loan Companies 1,323 . 1,284 2,607 bas 
Financial, Miscellaneous 3,349 2,643 5,992 % et 
Finance 27,427 26,361 + = 53,788 ie A 
Professional 10,118 3,373 13,491 2 fy 
Government 2,800 1,183 3,983 “Ss 
Education 1,843 813 2,656 oa 
Armed Forces 211. 9 220 on 
Housewives 1,745 1,349 3,094 
Living From Investments & Retired 11,962 804 ~~ 12,766 
No Industry Given 521 55 576 
140,724 92,399 233,123 * 
PO RS ER aE 
ee: ee a? . Bs oi. nag 
Additional Total 
Subscribers Identified Proved 
Readers Readers 
Chairmen 1,473 434 1,907 ie 
Presidents 29,373 4,387 33,760 fag 
Owners 15,093 884 15,977 Fy Bi 
Partners 8,967 5,222 14,189 +y 
Publishers 220 39 259 re 
Directors 1,516 1,103 2,619 ; 
Vice Presidents 12,278 12,227 24,505 Shy 
Secretaries & Sec’y Treasurers 5,100 8,142 13,242 Es eed 
Treasurers 3,652 4,045 7,697 Be 
Comptrollers 961 1,394 2,355 
Officers & Ass’t Officers 2,706 5,274 7,980 is 
Trustees 208 33 241 Ve 
General Managers 2,355 1,274 3,629 P. 
Department Mgrs. & Ass’ts 12,679 16,942 29,621 oe 
Superintendents, Supervisors, ae 
Foremen & Assistants 1,835 2,550 4,385 ¥ o- 
Editors 736 774 + 1,510 Ee 
Engineers 2,167 1,327 3,494 ‘seas 
Chemists —~ 291 121 412 a 
Purchasing Agents & Buyers 784 2,334 3,118 Bs. 
Cashiers & Ass‘t Cashiers 1,471 4,788 6,259 F 
Agents, Brokers, Salesmen 6,193 6,525 12,718 
Employees, Miscellaneous 5,858 3,820 9,678 oe 
Professional 9,282 5852 15,134 oe 
Government Officials 668 314 982 ae 
Living Off Investments & Retired 11,921 906 «12,727 
Not Gainfully Employed 2,937 1,788 4,725 Beh x, 
140,724 92,399 233,123 Brian 
bee 
Tees: ee £9 24 é , 
ee oe cs Oru + Se RT ngs Ten 2 SES 
Additional Total ae 
Subscribers Identified Proved ; BR 
s s Be 
Administration & Management 40,641 ~—«'19,690 60,331 aS 
Manufacturing & Production 6361 3,243 9,604 By 
Sales 21,531 14,497 36,028 sie 
Advertising & Public Relations 1,815 1,562 3,377 - 
Office Management & Supervision 4,953 6,366 11,319 
Purchasing 3,448 3,651 7,099 
Engineering 2,561 1,423 3,984 
Finance 9,499 14,959 24,458 
Merchandising & Distribution 3,307 1,654 4,961 
Research 1,393 748 2,141 
Investments & Securities 5,516 3,890 9,406 
Service 493 388 881 
Government 704 139 843 
Accounting & Auditing 6,164 8048 14,212 
legal 4,841 1,931 6,772 
Professional 4,700 1,312 6,012 : 
Living From Investments 12,004 822 12,826 # 
All Others 10,793 8,076 18,869 2 
40,7 
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Use the logical, economical approach 
to reach the men who are in a position 


to buy your product or service! 


You’d naturally expect to penetrate the office doors marked 
‘*Private’’ with The Wall Street Journal .. . 


. . » but The Journal today also delivers your sales message 
to the other offices where the specifying and 
recommending of business buying so often originate! 


The accompanying analysis shows how The Wall Street Journal’s 


circulation and readership give you that penetration into the 
businesses that can use your product or service .’. . through the 
men who hold responsible positions and who, by function, 

will be especialiy attentive to what you wish to tell them! 


With this one publication at small comparative cost, 
you can reach the decision makers in the field you want to sell. . . 
in every market—nation-wide! 
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The Wall Street Journal produces for its'advertisers every day. 


From the numerous testimonials in our files written by hard- 
hitting businessmen who watch their advertising results closely, 
we show here a few representative comments. 


These advertisers know the value of reaching 
the national business community through 
America’s only national business daily! 


Intelligent advertising preparation is one reason for such 
successful results, of course. Another reason is The Wall Street 
Journal’s outstanding page-by-page reader attention. Note the 
Starch report shown here and see for yourself why your advertising 
in The Wall Street Journal is bound to get the close attention 

of the nation’s top audience of decision makers! : 


Isn’t this what you want from your business advertising program: 
the most attentive audience. . . 
of America’s prime movers of business . . . 
from coast to coast .. . 
at the lowest possible cost .. . 
through one publication! 
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. THE DANIEL STARCH & STAFF REPORT 
~- OF WALL STREET JOURNAL READERSHIP 


‘Ste bttoal ” de “ Ait, 


1 street 
other 


@ The Daniel Starch Organization conducted a personal interview survey among 
@ cross-section of Wall Street Journal subscribers which in their opinion was suf- 
ficiently large and geographically diversified to establish the percentage of 
readership obtained by advertisements and the percentage of page reader 
traffic. The results are as follows: 


-~ 


Survey of Wall Street Journal Readership of All 
General and National Advertisements of 200 Lines or More. | 


* ; 
PERCENTAGE OF READERS WHO HAD 
size ADVERTISEMENTS NOTED SEEN-ASSOCIATED | READ MOST 
1776 Lines | Advertisement 1 70% 45% | 15% 
t only with the amount 1776 Advertisement 2 53 31 4 
‘ We are oopostelly pagent of om advertising but 1416* Advertisement 3 62 58 16 
‘of inquiries 1 gat yr ae tnquiries. Most of them came 776 | Advertisement 4 55 47 12 
with She re cee eoasenee throughout the country. 760 Advertisement 5 38 35 iB 
from top busines 570 Advertisement 6 23 16 9 
465 Advertisement 7 46 34 12 
441 Advertisement 8 45 37 19 
44) Advertisement 9 33 23 8 
435 Advertisement 10 30 23 8 
300* Advertisement 11 26 20 2 
290 Advertisement 12 20 iB 6 
*Less than 50 words in text 
“e - READER TRAFFIC 
PAGE PERCENT I PAGE PERCENT 
— ae | cumenen ——_ 1! “ . - = — 
1 98% 10 72% 
2 | 8) WW 73 
3 83 | 12 76 
4 71 | 13 | 67 4 
5 79 H 14 78 
6 72 | 15 73 
7 j 53 i 16 77 
8 80 | 17 80 
9 70 i 18 | 79 


The following pages show actual examples of how more than 200 
business advertisers used The Wall Street Journal during September, 1949. 
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117 INTERESTING 
FACTUAL EXAMPLES 


“** 

Sound, unbiased advertising 
agency service that has 

produced sales and profits 


A t5-year record of advanerd thinking 
aud anbiased service on fee basis. 


You are invited 
to see this 60-minute 
presentation 
BRIEFLY. FACTUALLY you see actual case 


tones covering many different activities and 
services that produced unusual sales results 
Ie shout an hour you see all phases of ad- 
Vertising, merchandising, research. sales pro- 
motion and publicity. You see what can be 
done by « group of competent marketing and 
advertising specialists who operate on a pro- 
fessinnal fee bass. 


THIS PRESENTATION can be « rich store 
house of tested and proved ideas for you 
You may see applications to your own busi- 
ness. If there is any doubt in your mind 
as to the power and effectiveness of your 
advertising—or your overall marketing pro- 
grem—it is well worth OO-minutes of your 
time to look over this factual digest of inter- 
esting case histones 


WRITE OR CALL TODAY—ond make on 
appointment to see this presentation. No 
obligation on your part—and no uninvited 
follow-up by thi organization. 


COWAN & DENGLER 


INCORPORATED 1926 


MUrray Hill 2-0940 
$27 FIFTH AVE., NEW YORK 17 


IS PLENTIFUL IN 


West 


Vircinia 


Capable, dependab'+ workers are 
evailable for new industry in West 
Virginia. A number of communities in 
West Virginia can place at the disposal 
ef new industry a high quality labor 
force made up of people who are trained 
in many skills, are quick to learn new 
processes or methods, and who can as- 
sure high production standards at rea- 
Bonable cost 


West Virginia offers many other a4- 
vantages — strategic location in relation 
to major markets, sbhundant natural re- 
Sources and raw materials, ample sup- 
plies of low-cost power and fuels, 
efficient transportation services Im- 
portant, too, is the active cooperation 
extended to new industries by West 
Virginia communities and state and 
local governments 


Investigate your 
ia West Virginia 
@mecutives are invited to write for “A 
Handbook of Facts About West Vir- 
inia and Its Industrial Opportunities” 
ddress; West Virginia Industrial and 
Publicity Commission, State Capitol, 
Room 49, Charleston 5, West Virginia. 


hrm's opportunities 
today' Interested 


Fir choice for MARKETS 
LABOR- RAW MATERIALS 
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What do they really want ? 


Walter Reuther sounds off again... Last year’s 
cost-of-living pay seale is out. United Automobile 


Workers must have an increase ...manufacturers 


can pay out of profits, without 
raising car prices! 

You read the newspapers, 
and wonder what goes on in 
the minds of automobile 
workers. Do they really believe 
apay raise doesn’t raise car prices? 

\ couple of months ago, a Nation’s 
Business editor went to Detroit to find out... 


He spent a whole week with a UAW man, his 
family and friends, to get a line on their thinking. 

Mario Zutelli, a third generation American, 
Rockford, IIL, high school graduate in 1920, has 
worked twenty-six years in Detroit...engine oiler, 
truck driver, four years with Ford when wages 
were high but the job hard...earned as little as $4 
some weeks, as much as $4,200 last year (his best) 
... lived on a vegetable diet during most of two 
depression years...and managed to buy his home, 
put two daughters and a son through high school... 

Now forty-seven, what Mario Zutelli thinks 
will surprise you—and maybe Walter Reuther! 
He wants lower car prices, steady work instead of 
higher wages...Isn’t sure job seniority is right... 
Not interested in pensions, socialized medicine, 
Federal aid to education, or favors from anybody... 


4 ik. coer 
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Loppers Losive 


Most secret societies are on wane, but 


Understands the manufacturers’ problems, and tells 
why current car production is low. 
Yet Zutelli is a good union man, believes the 
, UAW protects him from impersonal 
? management methods in the 
automobile plants... He says most 
strikes grow from small grievances, 
that are not settled soon enough! 
And he gives some enlightening 
instances! The manufacturers 
threaten to leave Detroit. Zutelli 
says, “Wherever they go, they won't get away 
from people!” ... which is worth pasting in the 
hat of every straw boss and Board Chairman! 


To unpeRstAND better what makes industrial 
strife, strong unions, people tick...read “Loyalty 
Works Both Ways” by Norman Kuhne, in Nation's 
Business for September... If your office doesn’t 
have a copy, borrow one from a friend. Or go to 
the library. Or send in your subscription, $15 for 
three years. Or get the September issue, price 50c, 
at any NB office . . . But read the article! 

To understand better... sums up why Nation’s 
Business is published... why it has more interest 
for business men than other business magazines— 
and 657,306 subscribers net paid (ABC 6/30/49). 

Innumerable publications offer business news, 
information, instruction, advice... but Nation's 
Business supplies background and interpretation, 


NATIONS 


calls attention to cause and significance, helps the 
man in business appreciate and anticipate those 
conditions that can affect his business, judgment, 
and himself. Every issue has something which can 
save a future headache for the business man. 

Its reader interest has given Nation's Business 
almost twice the circulation of any other magazine 
in the business field . . . made it an extraordinary 
medium for advertising addressed to business. 

Nation's Business gives the advertiser access 
to thousands of companies not reached by other 
general business publications, a quality audience 
in small firms as well as large ...Some 91% of its 
readers influence the purc..ase of office appliances, 
equipment, other materials in their firms ... NB 
subscribers’ companies have more than 1,600,000 
Trucks, 2,100,000 cars. Reader incomes exceed 


$10,000 for 26%, and $5,000 for 64%. (From the 


National Analysts study, 1949) 


Tie Bic circulation lowers advertising cost, too 
...gives Nation’s Business the lowest cost in the 
business publication field, close to prevailing rates 
of general media... Ask any office of Nation’s 
Business for data and details. 


BUSINESS 


420 Lexington Avenue, New York City 


WASHINGTON, CHICAGO, DETROIT, CLEVELAND, SAN FRANCISCO AND LOS ANGELES 


male beauty. Look for “So You're Not Tall, Dark and 
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Jazz Javortes ... Young drivers between 18 and 25 had 


Masons, Eagles, Plks, and Moose thrive on social service 
“ht Takes Three to Make a Lodge.” by Milton Lehman 


Bapwrvtow or Bripce 
for the older business man depend on heart, hypertension, 
and health. See “But Play for Fun,” by Greer Williams 
and Hal Burton 


Swim trunks. spurs, or golf togs 


Haxpsomeness Hanpicar In business, a man with a 
distinctive, bold, or blunt face may go further than the 


Handsome,” by Jack Pollack. 

TV Rereners Armehair boxing fans can score fights 
with the N.Y. official point and round system..."How to 
Judge a Boxing Bout,” by Edward P. F. Eagan. 


Lerrie Fin Pensions... Even the company with few 
employees can have pension plans... Read “Small Business 
Can Pay Pensions,” by Lawrence Galton. 


27° of the fatal car accidents last year... but safer 
handling is being taught through high school courses .. . 
See “Can We Afford Young Drivers,” by Arthur Bartlett. 


Sovrn or Rio Gaanpe... Private capital, hybrid corn, 
and mechanization help develop Brazil and Venenuela ... 
“Good Neighbors—and Profits, Too,” by John W. White. 


Axo 4 Dozen Oren signifieant and timely articles for the 
business man. 
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As the door opens on a new decade, the outlook 
for Americans as regards their material well- 
being is very bright indeed. 

The great majority of us will be earning 
more money, eating better food, wearing 
better clothes, living in better homes, 
enjoying more leisure than we do today. 

Last year Americans spent nearly 179 
billion dollars for goods and services. 

For the first 6 months of 1949, expenditures 
varied less than 1% from this rate. What's 
ahead for the next decade? 


Conservative estimates of our economic 
potential point to a growth of more than 
15%, from 1950 to 1960. This means that in 
10 years the amount of money we Americans 
spend for goods and services should increase 
from 178.8 billion dollars to 206.6 billion. 

Projected into particular fields, this 
indicates that by 1960 we will spend $6.9 
billion a year more than we do now for food 
and non-alcoholic beverages, $3.2 billion 
more for clothes, $5.3 billion more for homes 
and home equipment, $2 billion more for 
recreation, and $10.3 billion more for other 
goods and services. 

Spending all this money will be 160 
million people — 10 million more people, 


over 3% million more families, than 
there are today. 

By 1960 these families and other 
families in the nation will have an average 


income of $4029 as opposed to a 1950 average 
of $3646. : 

The basis of our well-being will be 
what it always has been in the past: The 


greatest production per man—-hour of any 


nation in the world. This production, on the 


basis of how much worth of goods an hour of 
work will buy-at today's prices, increased 
from 60¢ worth of goods in 1900 to $1.25 
worth in 1940 to an estimated $1.48 worth in 
1950. It should increase to $1.75 worth of 
goods per man-hour in 1960. 

Almost “all of us who make or grow or 
mine or sell these goods will benefit. But 
some of us will benefit more than others. 

The men of healthy optimism, the ones 
with faith in the future, the ones who 
invest because they see the opportunity, 
will reap the big rewards. 

In this Decade of Opportunity, the 
rules for business success will be the same 
as they are today: Make a good product, 
offer it at a fair price, and tell the 
American people about it. - 

Telling the American people about it 


means advertising. To most important 
businesses it means advertising to as many 
people who can buy your product as possible. 
. - > 
Today's best way to reach lots of people 
who buy and will continue to buy lots of 
products is through LIFE magazine. 


Of all the magazines you can use to carry 
your advertising, LIFE is by far the 
biggest. It is read by 12.2 million more 
people than read the next biggest weekly, 
by 14.9 million more than read the third 
biggest. It reaches more homes than any of 
the 10 biggest radio shows in the country. 
It has a higher women's readership than 
any of the famous women's magazines. 

LIFE readers today own more cars than 
have been built since the war by the 7 
leading makes combined. They buy 32 per cent 
of the packaged soaps, 37 per cent of the 
vacuum cleaners, 4G per cent of the 
phonograph records, 35 per cent of the 
tires, and 36 per cent of the women's 
stockings sold in the country. 

Start laying your plans now to 
participate in the greatest ten years of 
business the nation has ever witnessed, 
the 1950-1960 Decade of Opportunity. 

And as you work out your program and 
get down to the advertising phase of it, 
consider the advantages of telling the 


story of your product in the youngest big 


magazine, the most vital big magazine, the 


biggest big magazine in America — LIFE. 


> . . 
LIFE is indebted to the study made by the 
20th Century Fund which provided the basis 
for most of the facts and figures quoted 
in this message. 
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ORANGE COUNTY 


Bolsa Chica Beach, « strand 100 to 300 
feet wide stretching from Sunset Beach 
te « point near Huntington Beach in 
Orange County, may shortly become « 
state public park. Harry Bergh, land 
planner with the Orange County planning 
commnission, asserts that the state is ready 
te start negotiations with the Bolsa Land 
Company for this 15460-foot-long beach 
and that the owner has agreed tentatively 
on « price which is only half ite ap- 
prai value. 
* 


Glittering with chrome, mirrors and 
sluminum fixtures, the Keller Watson 
drag store in Orange, one of Southern 
California's finest, opened last month. 

* 


The fourteenth annual presentation of 
the Pageant of the Masters wes held 
during the Festival of Arts at Laguna 

last month. Twenty-eight new 
living pictures and 1] sculptures replaced 
former subjects. As in all previous pro- 
grams, Leonardo da Vinci's “Last Supper” 
concluded each performance. Attendance 
broke all records, with 42,000 persons 
contributing to admission receipts of 


$55,000. 
* 


Two new home subdivisions, one of 100 
seres divided into 285 residential lots in 
Garden Grove and the other of 38 acres 
providing 12! lot at Newport Beach, 
were approved by the county planning 
commission. 


Fifteen organizations will be able to hold 
simultaneous meetings in the $110,000 
National Guard Armory now nearing 
completion in Orange. 


Orange County's first fair to be held on 
its new permanent site closed after « 
four-day run which saw more than 75,000 
persons through the turnstiles. The fair 
was located on « portion of the former 
Santa Ana Army Air Base south of Santa 
Ana. Premiums awarded during the fair 
totaled $40,000. An outstanding feature 
was the horse show, presented under the 
auspices of the Associated Riding Clubs 
of Orange County. 


last month 


Dick Deaver, I8yea:old Balboa Island 
youth, was first in « field of 138 boats to 
70s the finish line in the annual “Pii 

of the Snowbirds” in Newport Harbor. 
Second plece went to Seymour Beck, 15, 
of Balboa Island, and third te Mary Kay 
Morris, 16, of Pasadena. This is the 
outstanding «mall beat race held in 
this country and is run over « six-mile 
harbor course. The Snowbird is « single 
sail, I12feot catboat, usually sailed by 
youngsters. * 


Huntington Beach dedicated its new 
$50,000 community center building last 
month. Available for use by all local 
organizations, the building will be open 
twe hours in the afternoon and three in 
the evening, except Sunday. Local oil 
companies have contributed $7,000 in 
playground equipment which is being 
Installed now. 


The Newport Harbor Chamber of Com- 
noerce estimates that ocean anglers spend 
about $10,500,000 each year in Newport 
Beach and its surrounding communities. 
An estimated 100,000 persons fish each 


FACTS ABOUT 


ORANGE COUNTY 
CALIFORNIA 


Population— 200,000 (est.) 

Principal industries—oil, 
hi k, Gching, n 
Principal crops—citrus, 
lima beans, vegetables. 


County in the U. S.! 


year from WN. in more than 100 
sport fishing boats and 400 private fishing 
craft. In addition, many sport fishing 
boats ply from Seal Beach, Huntington 
— San Clemente and Capistrane 


* , 
Santa Ana is one of the few cities ite size 
im the United States to have « regular sir 
mail schedule. Three times « day, « 
helicopter takes off from Sante Ana sir- 
poy to connect with planes to the cast, 
north and south in an air mail shuttle 
service. 

” 
A city tax rate of 91.885 for each $100 of 
assessed valuation has been set by the 
Santa Ana city council for 1949.50, com- 
pared with $2 last year. However, the 


valuation of taxable property is 
up $2,000,000 over the preceding year. 
* 


The Sante Ana Register last month com- 
pleted the installation of amew 3104on 
press, giving this daily the préduction 
capacity for a 40-page newspaper at 
rate of 60,000 copies an hour. 

* 


Construction is well under way on the 
new million-dollar Buflum department 
store in Sante Ana. 


* 
August 25 was the opening date of the 
mew $1,000,000 Sears, Roebuck store in 
Santa Ana. Heading the huge project ic 
E. C. (Al) Missildine, store manager, 


Purely Personal: Cecil S. Fife, new Boy 
Scout executive, was welcomed with a 
dinner and reception at the Community 
Center clubhouse in Santa Ana... Russ 
W. Bartine was elected president of the 
newlyformed Costa Mesa Kiwanis Club 
... Mayor George N. Wiemer of Orange 
broke «round for the $80,000 National 
Guard Armory ... W. Harold Finley 

in heads the special gifts commitice 

the Senta Ana Community Chest, 
announced John J. Lutz, Jr, campaign 

irman... D. Flaherty, owner of a 
stationery store in Coste Mesa, wes 
chosen secretary-manager of the local 
Chamber of Commerce. 


FIRST NATIONAL BANK 
IN SANTA ANA 


SLDBEST 


BAN K IN 


WEMSER FEDERAL DEPOSIT INSURANCE CORPORATION 


CcouNT r? 


ye STEEL mitts 


W FABRICATING PLANTS 


| Where is Armco? 


Almost any answer you might give would be right. For 
in addition to sales and distribution facilities in principal 
cities around the world, Armco Steel Corporation com- 
prises a nationwide network of steel producing and fabricat- 
ing plants. 

For almost half a century Armco has devoted most of 
its research — and its resources — to the development and 
manufacture of special-purpose iron and steel sheets. 

Over the yeats this policy has resulted in such widely 
used special-quality steels as Armco Zinccrip, Armco Z1nc- 
crip-Paintcrir, Armco Enameling Iron, Armco ALuMI- 
nizep, Armco Electrical Steels, and Armco Stainless Steels. 


It has enabled Armco to diversify its production for greater 
stability. And it has helped build the completely inte- 
grated organization which today is the nation’s leading 
supplier of specialty sheet steels. 


Armco’s nine steel mills and its widely scattered fabri- “a 

cating plants and sales offices are strategically located to 
serve important markets both here and abroad. An ex- 
pansion and improvement program costing more than 
$100,000,000 is broadening Armco’s scope of operations. 
Here is a company that has grown steadily through develop- 
ing new and better special-purpose steels, and that continues 
to plan ahead for the needs of tomorrow. 


HEADQUARTERS AT MIDDLETOWN, OHIO, WITH PLANTS AND SALES OFFICES FROM 
COAST TO COAST + THE ARMCO INTERNATIONAL COPPORATION, WORLD-WIDE 


We rest sure you'll agree that the motor car 
you're driving today is the finest you've ever 


owned. 


serves Gulfpride—the world’s finest motor oil. 


Gulfpride goes through an extra refining step. 
This step—called the Alchlor process— 


makes Gulfpride extra pure and extra effi- 
It deserves the finest possible care. It de- cient. 


Keep your new car new—use Gulfpride! 


The finest car you've ever owned deserves 


Gulipride 


the world’s finest motor oil! 


Gulf Od Corperstion ° 


Gell Refoing (cmpesy 


ay 


FROM A STREAMLINED STABLE 


"Today, disse! locomotives are the work horses and race 
horses of modern railroads. 


On the Missouri Pactiric, diesels ease luxury Eagle streamlined 
trains into more than mile-a-minute motion with liquid smooth- 
ness. Diesel-powered freight trains help Mo-Pac move the 
things you need faster than ever before. 


Hundreds of diesels now serve patrons in 
the Missour! Pactric EMPIRE . . . many 
more are on order. This investment of 
many millions of dol- 
lars pays you direct 
dividends in better 
freight service— 
quieter, more comfort- 
able passenger service. 


SERVING THE WEST-SOUTHWEST EMPIRE : 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST u 
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912 15th St, N. W., Washington, D. C. 
Jel: MAtional 2854 


Express Sailings 
» EUROPE 


Cobh, Hevre, Southampton 


«+ MERICA 


Class $325 up. 
Cobia S510 Tourist $160 up. 


us. WASHINGTON 
Sept 2 a "Nev. 9 


Oct. 19 Nov. 30 
available on 


‘all sailings. 
One Class Only $175 up. 


The Amenica and Wcsn- 

tncton- dock at covered 

piers both at Havre and 
Southampton. 


|See YOUR TRAVEL AGENT or 


Unrrep States LINES 


BEST BUY 
IN UPSTATE 
NEW YORK 


TROY. 


PLUS 
WATERVUET — GREEN ISLAND 
COHOES — WATERFORD 
S COMMUNITIES WITHIN A 
3%-MILE RADIUS PROVIDE 
122,000 CONSUMERS 

Coverage At Véc Per Line 
CIRCULATION 


ABC Publisher's Statement, 443977 


_ THE se ll 


Traveler's Letter 


offers many-advantages. It not only 
makes foreign currencies quickly 
available, but also places Chase 
overseas branches at your service 
and acts as an introduction to lead- 
ing bankers throughout the world. 


MEAD OFFICE: Pine Street cor. Nessew 


Mamber ledere! epee! ‘neurone ( orperct om 


A Chase | 


of Credit... | 


THE CHASE | 
NATIONAL BANK 


OF THE CITY OF NEW YoRK 


in Greater New York 


| 
| 
27 conveniently located branches 
| 


~ 


” one station had one pump—could serve one customer at a 


LITTLE BUSINES 
OES TO TOWN 


TPE EB ie Sis is 8 


car-servicing for example ... Remember when the town's 


4 time—if all he needed was one thing —gasoline? 
3 Take a look at “little business” now—holding down one of the 
main corners on Main Street. 

Often one of the town's leading merchants is the successful, 
independent businessman who supplies Mobilgas and other im- 
portant products and services to a steady stream of cars of all 
makes and models. His multiple-unit pump islands, modern 
lubritorium, complete accessory inventory are ready to Ail 
important needs of the town's teeming cars. 

How is he able to do it? . . . On whom does he rely for help? 


= 


i, 


Because It Has 
Exactly What The Town 
Needs And Wants! © ‘ 


Take another look —this time at the trademark on the familiar 
shield sign. 

To your Mobilgas dealer, and in turn to the jobber who sup- 
plies him, that famous Flying Red yy eters pan 
to keep competitive—supplying the finest for bis motorist customers . 

it means: scientific research for vital new product development . . 

the latest in refining advances... new pipelines, tankers, expanded 

storage facslities for utmost economy in oil transport and handling. 
Sure, he’s a “‘litthe businessman" —but count on him for fine 
service and quality—fot your Mobilgas dealer is backed and sup- 
plied by the competitive efficiency and integrated organization 
of a leading American oil company —Socony-Vacuum. 
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1400 INDEPENDENT JOBBERS— 
45,000 INDEPENDENT DEALERS IN THE U.S.A. 


Rely on the Famous Flying Red Horse for What You Want! 


|" SOCONY-VACUUM OIL COMPANY, INC., and Affiliates: MAGNOLIA PETROLEUM COMPANY, GENERAL PETROLEUM CORPORATION 


SOCONY-VACUUM 


a | 
ONLY TWA 
offers 300-mph 

CONSTELLATION |; 


SERVICE 
Coast-to-coast : 
LI 


and overseas 


For reservations, cal! your TWA office 
of your trevel agent. 


FLY DELTA 


t 

"NEW ORLEANS 
Non-stop...1 Hr. 41 Min. 
Phone Riverside 9401 
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PORCELAIN ENAMEL PRODUCTS | 


* SIGNS - SPECTACULARS 


— mate mate axe i> 


McMATH * AXILROD CORPORATION 
ENGINEERS @ DESIGNERS @ MANUFACTURERS 
628 THIRD AVENUE © DALLAS, TEXAS @ PHONE H-8-2837 


Members of Porcelain Enamel Institute @ National Electric Sign Association 
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Paut F. Detster 


MANAGEMENT CONSULTANT |  iestricheter Sepply—Municipal 
Engineering in Texas Since 1908 
wequthirin | | TRANSIT TOWER «=sL7942 ss SAN ANTONIO 


The Terrell Bartlett Engineers 


A mt Erekins 


ws Benome 


FLY UNITED 
FASTEST TO 
CLEVELAND! 


Only 2 hrs. nonstop. Fly over ond bock the same dey. 
12 flights deily. 


DC-6 MAINLINER 300 SERVICE! 
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STockholders 


800,000 


800,000 people own the Bell Telephone Business 


One out of every 60 families in the United States shares in the ownership of the Bell System 


There are 800,000 stockholders of the American 
Telephone and Telegraph Company. Their savings have 
helped provide the telephone system that serves you. 

Most of them are small stockholders. 230,000 own 
five shares or less. The average holding is thirty shares. 
More than one-third have owned.their shares for fifteen 
years or longer. 

No one—no individual, company or institution—owns 
as much as one-third of one per cent of A. T. & T. stock. 

The people who own the Bell System come from all 
walks of life throughout the cities, towns and country- 
side of America. One in every 60 families in the United 
States shares directly in this ownership. 


Every time you use the telephone, the accumulated, 
small investments of these hundreds of th ds of 
people go to work for you. 

They have built the best and most widespread system 
of communication in the world for you to use at low cost. 
It is from their savings, and the savings of many like 
them, that the money needed to improve and expand 
the service comes. 

A fair and regular return on the money these stock- 
holders have invested is an important factor in making 
possible the good telephone service you get today. : 


BELL TELEPHONE SYSTEM 


Advertising Age, October 10, 1949 


How to puta selling idea 
into a PAPER CONTAINER 


@ Hundreds of different products now travel into the public’s 
hands in paper containers. The containers that move fastest 


THE CONTINENTAL FAMILY of paper 
containers includes plain cups for 


are usually those that have selling ideas. hes detain ans Sadie, Wen dmven- 
Making containers that sell is second nature with Continental. nated cups for frozen’ foods and 

That’s because so many of our containers are used in the self- ee 

service field, t firet im . are all t. ye ~s en ha eo 
Examples of Continental merchandising ideas are the ‘‘Push- containers in many sises. 


Out Bottom” Cup, which makes it easy to serve ice cream and 
specialties at home; and the “Monopane” Cup, which boosts 


sales of delicatessen dishes by letting shoppers see before they buy. You cont ye 


When it comes to design, Continental goes all out to make / 
your container tops in its field. Each container has more built-in ga opp 
strength than is ever needed. Containers intended for machine net 
filling and capping are especially designed for these operations. 

- Color printing is sharp and clear. 


If you have a product and a problem, we'd like to talk with 
you. Continental is big enough* and flexible enough to handle 
any situation. All of us—research men, engineers and sales 
staff—are ready, willing and anxious at all times to please 
Continental customers. 


100 East 42nd Street New York City 17, N. ¥. 
“MAKERS OF: Tin Cans - Fibre Drums - Paper Containers - Steel Containers - Plastic 
Products - Crown Caps and Curk Products - Decoware - Machinery and Equipment 


re ~ 
~~. —~ 
7 


a 


j 


+ 


~ 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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2. ABLE MANAGEMENT 
3. SOUND FINANCING 


Stone & Webster alone can help you 
achieve all three 


STONE & WEBSTER, INCORPORATED — through separate corporations under 
its general direction—brings long-established standards of performance 
to the fields of engineering, business operation and finance. Singly, or 
in combination, the services of our organization are available to 
American industry. 


STONE & WEBSTER EY CORPORATION and £. B. BADGER 
© & SONS COMPANY. Complete design and construction services for 
power, industrial and process projects are furnished by these two organi- 
zations. Construction is also undertaken from plans developed by others; 
engineering reports, business examinations and appraisals are made . . . 
services likewise include consulting engineering work in the industrial and 
utility fields. 
STONE & WEBSTER SERVICE CORPORATION supplies advisory ser- 
© vices for the operation and development of public utilities, transpor- 
tation companies and industries. 
3 STONE & WEBSTER SECURITIES CORPORATION is an investment 
© banking organiz~tion. It furnishes comprehensive financial services to 
issuers of securities and investors; underwriting, and distributing at whole- 
sale and retail, corporate, government and municipal bonds, as well as 
preferred and common stocks. 


Rae Sm | 
STONE & WEBSTER. incorporated AD 


90 BROAD STREET + NEW YORK 4.N. ¥ 49 FEDERAL STREET + BOSTON 7, MASS. 


CONTINENTAL € CAN COMPANY 
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Day by day problems of refining usually 

take care of themselves . . . with the aid of 

your own staff, of course, But what do you 

do when these everyday problems double up on you 
or when something really serious develops . . . 
when you need a hand ... in a hurry? 

If you “CALL UOP” you are sure of expert 

help in meeting and solving any technical, physical, 
economic er operating problem of refining. 


UNIVERSAL OIL PRODUCTS COMPANY 


General Offices: 310 $. MICHIGAN AVE, CHICAGO 4, ILLINOIS, U. 5. A. 
LABORATORIES. RIVERSIDE, ILLINOIS 


Universal Service Protects Your Refinery 
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‘A Americas most successful 


advertisers displa 
their wares in the Post 


It was not through accident that the outstanding com- 
panies listed on this page achieved fame and fortune. 
Without exception, they have all followed the basic 
principles listed at right. 

Principle No. 7 explains why these successful firms 
have spent~so many years advertising their wares in 


The Saturday Evening Post. 


Over the years the important millions — America’s 
most alert, progressive families—continue to think of 
the Post as the first place to look for all the new and 


better products and services. 


And, over the years, American Industry continues to 


Post than in any other magazine. 
No. of mo of 
inthe in the 
Kogan AC Spark Pug Division 
tasuman Company Spark Piug 
Parker Pen , The Eversharp, ime 


Owotold, lac 

Motor Company 
_ammermil| Pager Company 
ty me 


A~ercan Topacee Company, The 
Soler s bn Company 


(«fornia Frett Growers 


we Wiliams Co. 
Sm & Corona Typewriters, inc. L. ¢. 
Aercan Lead Pencil Company 


“Loge Brothers Corporation 
( «<\ne Storage Battery Company, The 
rreral Twe & Rubber Company, The 


Th hat is limited te advertisers appeoring in The Saturdoy Evening Post ten or more yeors ond spending « minimum of $10,000 during 1948 or $5,000 during the first six months of 1949. 
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insurance Company of North America 
International Marves\er Company 


Beider 
Manufacturing Company 
Company The 
Disston & Soas. inc Henry 


Division Chrysler Corp 
Sen- Maid Rarsin Growers of California 
Aluminwm of America 
Brown & Williamson Tobacco Corp 
Bulova Watch Co 
Brothers 


Seeres 
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adverti 


1: Make a quality product. 


* Constantly strive to maintain or improve that quality. 


Price it at its true value. 


Make it readily available. 


Advertise truthfully and in good taste. 


eS) 


- Advertise consistently. 


Advertise to the nght people. 


oD 


~the first place 
fora vertising 


a A No. of Years No. of Years No. of Years No. of Yaars No. of Years 
in the in the Post in the Post in the Post ” in the Post 
Schrader's of Sterting Drug, inc 19 New Engiand Mutual Life insurance Chrysier Corporation 15 Minnesota Valley Canning Co 3 Emerson Radio and Phonograph Corporation 11 
Scow!! Manutacturing Company a United States Gypsum Company 1” Company of Boston 7 Dewoe & Raynoids Company inc 15 Plumb, inc. Fayetue ® 13 Emery industries inc of 
Spalding & Bros. Inc. AG. a Wagner Electric Corporation ” Noma Elecurc Corporation 7 Geier Company, The P A 15 Rahway Express Agency inc 13 Fram Corporation n 
United Motors ine 2 Wildroot Co. inc 1” Putiman Company The vv international Cetiucotton Products Company 15 Sehw!' Corporation 13 Great Atiantic & Pacific Tea Co uu 
Wilson Brothers a Wolf's Head Ot! Refining Co inc ” Thor Corporation 1” Ontario Department of Travel & Publicity 15 Textron, inc 13 Kaufmann Bros. & Bondy inc n 
Young, Inc. W. F. 21 Zenith Radio Corporation 1” United Air Lines, inc vv Owens. i!\inors Giass Company 15 U.S. Industrial Chemicals, Inc fe Mac Milian Petroveum Corp u 
American Hard Rubber Company jayne , The v7 Santorized 15 Walker Manufacturing Company of Wisconsin 13 Magnavox Company The pe 
 — Amity Leather Products Company uw American Airlines \nc lo Semier, inc. 8 8 15 Weyenberg Shoe Mfg Co 13 State Farm insurance Companies FI 
Cetotex Corporation, The 18 Bankers Life 6 Shei! O11 Company incorporated 1s Acushne’ Process Sales Co 12 Story & Clark P.ano Company 3] 
Bostitch, inc 20 Continental 01! Company 18 Canadian Pacific Rasiway Co lo Superba Crawats 15 Bel) & Howes 12 Tramcontinental & Western Air inc n 
Canada Dry Ginger Ale incorporates 20 as Shoe Co. WL Pt] Coopers Inc le Trewal Manwfacterers, inc Division of Bowes Seal-Fast Corporation 12 White Company Dawe n 
Cas a +4 oe ol Company . 18 Detrort V: Ss! Company Division - A. ae 7 4 at raseievs = ore ere ss 
Products Sales Company Ove ac tur 't Vapor Stowe Can SOC 20" 
== ~d 4s Co. Inc = Morris & Ce. Ltd., Inc. Philip Pty of Warner Corporation % Association of American Ra) \roads 4 A - — The i 
Elliott Addressing Machine Co. The 20 New Departure Division Emerson Electric Mfg. Co., The 16 Block Drug Company 4 Eaton Manufacturing Company 12 
Genera! Motors Corporation Gulf 01! Corporation pt) Burgess Battery Company “ a 
'vank & Co., Inc. S 20 Ptanters Nel and Company 18 Life Savers Corp. % fe. Co Philip Hs E-Z Mills, Inc v2 
| Shoe ne 4 Schath Chemical C sine ie pane b when “ Guide —: Onision ie va 
Lovell Mfg Co 20 ee = ——- ee Seem Inc 2 } rege Rock Isiand & Pacific Raihway + National Association of Ice Industries 12 Aliis-Chaimers Manutacturing Company 10 
Mutua! Life Inswrance Company Sens iecalt Company Mansaite Compare: ito, Ine Nationa! Pressure 2 Barbaso! Company The 10 
of New York, The Dn pawn ba wo Company is ey & Co 9 1 Liberty Mutua! Imswrance Company “ New Menco Tourist Burray 12 Chap Stick Company 10 
Parke, Davis & Co a hey wah oy ation 7 pantry ” = — ae In. @ o Proctor Electric Company 12 Crane Company 10 
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Powerhouse of thought...If you're thinking of building 


. 


Q-Panels are being used increasingly. And on all kinds 
of buildings. They save money. Inquire around, you 
will find them in every part of the country. But besides 
the money, Q-Panels fill today’s demands in many other 
ways as no other material can. 

A Q-Panel is two sheets of metal with an inch and a 
half or more insulation between. The thermal value 
surpasses 12” dry masonry. It weighs only 7 pounds 
per sq. ft. 

Q-Panels arrive pre-engineered, two ft. wide by vary- 
ing lengths. An acre of wall has been hung in three 
days with only 25 men. Think how this reduces the 
unpredictable elements in field labor. 

The exterior may be fluted or flat; steel, stainless, 
aluminum or Galbestos. By combinations of these possi- 
bilities, architects have created buildings of great beauty. 


Q-PANEL WALLS 


Construction is dry, fast, noncombustible. Materials are 
available. Cut your cost by using this construction, 
engineered specifically to the requirements of today. 
With the cost of labor and materials high, you can save 
only by using methods which reduce construction 
time and materials developed for their greatest effi- 
ciency in reducing structural steel, foundations and 
maintenance. Would you like to se pictures of the 
many Q-Panel buildings now in use? Write for booklet 
showing details. 


H. H. ROBERTSON COMPANY 
2417 Farmers Bank Building ... Pittsburgh 22, Pennsylvania 
Factories in Ambridge, Pa. . . Hi it Ont. . . Eth England 
Offices in 50 Principal Cities Sor World-Wide Building Service 


EXCITINGLY NEW in every detail of de- 
sign and construction, these ultra-modern 
Lackawanna Coaches and All-Room Pullman 
Cars set a new high standard in beauty, luxury, 
convenience and comfort. Powered by super- 
fast, smooth-running Diesel Jocomotives, they 
are now operating daily in both directions be- 
tween New York, Buffalo, Cleveland and Chicago. 
Easy-Chair, Air-Conditioned Coaches 

og Blt am & othe ea h Se 
d coaches, each seat- 
» -- 62 persone. “Want to relax? A single move- 
ment of the hard adjusts your individual reclin- 
ing seat to any position you like. Want to feast 
your eyes ? Wide panoramic-windows give you a 
clear, unobstructed view of the scenic splendor 
of the Lackawanna country. 

Streamlined oversized luggage racks .. 
rescent lights... individual — ot tables ‘in —~ 
women's lounge... circulating ice water...and 
other up-to-the-minute modern appointments 
are your@&o enjoy in these new Lackawanna 
coaches —at no extra cost! 


AND ROOMETTE 
SLEEPING CARS 


long, with comfortable foam rubber mattresses 
to complement the smooth roadway. 

Both the roomettes and bedrooms are com- 
plete in th ives. All are equipped with indi- 
vidually controlled lighting, heating and air- 


be combined to provide a 4-bed suite. 
SAVE MONEY "==" COACH FARES | ‘ouvonr sarerrs sranot 
Close-up of the Q-Pane!l shows Gatdestos is sheet steel with Tested and app d by the A iated Factory a 
the interior sheet of fat steel, esbestos bonded to it by Mutual Fire ins. Co., of Boston end the Under- There's Nothing Lacking on the 


writers’ Loboratories, Inc., Chicago. Galbestos, 
sed as outside surface of Q-Panels, provides the 
asbestos are literally em- . aa 

ks etl Wie most durable, good-looking building 
» jodded - A you can get, at the most economical cost. 
is then impregnated with os- of Lew 
phalt and waterproofed. So 
inseparable is this bond thot 
Galbestos con be worked 


metallic alloy. The fibers of 


Now York to Stroudsburg ond return. $3.35 (Reduction unde reguier round wip $1.73) 
Mow York te Serenten and return... $5.48 (Redwetion under regular round trie $2.63) 
Round-Trip (tow York to Ginghamten ond sete... 97-7S (Radvction ender requier round wig $3.99) 
: ME-WOOK \ row York te Himtiva ond retwrn.....$1G.NG (Radetion veto $3.40) 
Also available in sheets up to 12 ft. Fores! Mow York te Coming ond rater... $10.78 ttmodeontedeben $3.28) 


Lackawanna Railroad | — 


THES ROUTE OF PHOEBE SHOW 


aa the insulation, an inch and a half 
or more, then the fluted exterior 
metal. Exterior sheet may be flot 
and may be of steel, stainless, 
aluminum or Galbestos. Write for 
Q-Panels catalog. 
d metal, proved by 


Goth is Rob 


instetictions al! over he world to outlast any compo. 

rable roofing and siding materia! under the most gruel 
ing weather, industrial heat ond corrosion Galbestos 
is so durable if virtually eliminates maintenance, an 


waprecise term which actually means continuing cost. 


long, for use over steel skeleton, with or 


on ordinary sheet metel  ithout insulation. Write for booklet, 
shop equipment like unpro- 
tected metal: crimped, rolled, Siding”. 
sheared, bent and riveted. 


“Galbestos . . . the ideal Roofing and 


Same fares eppty Peterel tan 
vido for hall Fare. Woongesore ender 0 poor of aps vide fee Comodk ome 


etal as eee 


FLY EASTERN Air Lines for 


* DEPENDABLE AIRLINERS 


DOUBL 


* DEPENDABLE PERSONNEL 


DEPENDABILITY 


“TRIED and PROVEN” over billions of passenger miles 


INQUIRE... 
GREATEST SUMMER 
TRAVEL BARGAIN 


Just what the Devil 
DOES Dickhie-Raymond DO? 


WERE GLAD YOU 


ASKED THAT QUESTION 


-——<—- 


FIRST OF ALL, we specialize in sales 

promotion and direct advertising. We 
write sales letters and mail campaigns, using tech- 
niques and methods that bring greater assurance of 
results because they are based on 28 years in getting 
results on prdducts or problems similar to your 
own. We plan, write, design and produce book- 
lets, folders, and sales material. Not as a creative 
printer would design them, for we have no presses 
to feed. Instead, we buy on the open market, dp 
signing material that is right for the sales job and 
priced to the budget. We handle no magazine, 
newspaper or radio advertising. We are concerned 
only with selective markets that can be reached direct. 


We know, too, what the salésmanshould have under 
his arm to help him in follow-through. Perhaps the 
problem is dealer-distributor support, the announce- 
ment of publicizing of new products or services, the 
cementing of public or employee relations. These 
are all matters in which experienced, specialized, 
outside counsel is of great value. 

Dickie-Raymond operates on a fee basis. Even 
under the full-time retainer fee, you can have the 
services of this organization for about what it would 
cost you to hire a junior executive. There is no long- 
term contract—.only a gentleman's agreement. Other 
fee plans are offered for those whose problems are 
not of a continuing nature. 


ur to 67% More important than individual assignments is There's a start on the answer to your question. 
REDUCTION our service to clients on the total sales problem. If _If you'd like to know more, write on your business 
3 3 FL I GHT Ss T oO on return portion of round-trip ticker the objective is sales leads, we know the approaches _ letterhead for a descriptive booklet that gives com- 
and strategy that will produce sales leads at low cort. _ plete details. Or pick up the telephone. 
WASHINGTON + 
DEPARTURES § 
6:30 AM 8:10AM 12 NOON" 5.20 Pm* GH NOBODY KNOWS LIKE A CLIENT... Typical Firms Served by Dickie-Raymeond 5 
6:45AM" 9:00AM" 1:30PM" 6.05 PM * more ** more *** 15 years or more = 
645 AMt 9:30AM" 3.00PM 6:50 - ST "Dickie-Raymond has been very ak DEES pen ad ol 7 - 
> ‘eceae® Seen Sanen , AIR EXPRESS DIVISION — RAILWAY EXPRESS AGENCY, INC. ** 
: > = obs an oan On" oanaee helpful to us in connection with the AIR TRANSPORT ASSOCIATION OF AMERICA 
TOS AM’ 10-00AM 3:55°M 10.200m preparation of sales promotion plans pr —— a 
- 40 am® 10:30 Am 4:257M" 10:30°M ' and direct advertising material. THE BRUNSWICK-BALKE-COLLENDER COMPANY 
cg ZS AMT NSS AMS 4:25PM 1105 Pm AT y Y Our belief is that Dickie-Raymond CURTIS 1900 INC 
: From Newert * Set. and Sun. ently 11.45 ™ DICTAPHONE CORPORATION® 
eusag? Sat. and Sun is particularly strong in respect to THE KIPLINGER WASHINGTON AGENCY ** i) 


SAVE 10% 


on retere Nehet 
ALWAYS BUY 
Rou ap 


© except Set 


ALL TIMES ARE CASTERN STANDARD TIME 


_ Fly Eastern's World Famous 
eat SILVER FLEET 


ON ecipacn net 


MAKE ADVANCE 
STEER RESERVATIONS 


— » NOW 


their knowledge of selling and their 
experience in the development of 
material to support salesmen." 


Advertising & Sales Promonon Manager 
Unrrep States Ewvecors Company 


THE NATIONAL SHAWMUT BANK OF BOSTON® 
PAN AMERICAN-GRACE AIRWAYS, INC. 
PANTEX MANUFACTURING CORPORATION 
PITNEY - BOWES, INC. *** 
PLYMOUTH CORDAGE COMPANY® 
STEUBEN GLASS, INC. 

SYLVANIA BLECTRIC PRODUCTS INC. * 

THE WALL STREET JOURNAL* 

UNITED STATES ENVELOPE COMPANY *** 
WILLIAM ZINSSER & CO., INC. 


90% Client Renewal Year After Year 


TO FLY ANYWHERE IN THE WORLD CALL MURRAY HILL 6-2100 OR YOUR TRAVEL AGENT 
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PUMP HOUSES - CANOPI 


THERE’S ONLY ONE Dickie i Raymond 


Merchandising and Sales Promotion Counsel, Direct Advertising 
521 Firrn Avenus, New Yorx 17 . 80 Broan Srrest, Boston 10 
MUrray Hill 7-3360 HAncock 6-3; .9 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 


2! YEARS OF DEPENDABLE AIR TRANSPORTATION 
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YES... i “i Lol few POWER! 


@ With plenty of low cost Indiano coal, and an adequate 

nearly 2,000,000 H.P. for industry, commerce and agri- 

culture. Firm power for Indiano's multi-fold activities. 
Within another 18 months on additonal 500,000 H. P. 


will be available for use. And, the thousands of miles of 
lines now delivering power in indiona are 

interconnected with systems in surrounding creas for mu- 

tuol strengthening of supply. Indiano offers you ode- 

quote firm power. 

AND WHAT ABOUT RATES? 

Under fair, constructive Stote legislation, indiana man- 
vfocturers fied their electric power costs os low as 4 of 
1% of their total production expense. Yes, indiona offers 
firm power, adequote, cheap, to industry, commerce and 
agriculture in all parts of the state. 

In addition, indiono also offers you on equitable tox 
structure, fine labor, excellent transportation facilities, 
raw materials, a good educational system and wonderful 
recreation creas. If you ore looking for a location for 
your business, investigate the many locations in ideo! 


AT HELPFUL 


ASSOCIATED 


DEALERS 


TIDE WATER ASSOCIATED Oil COMPANY 


env 
n crit eeeanrast 


e +. THE- * 
poT-oF for o Frosty Mernin 


Here are two advertisements 


containing identical copy and art. Which 


do you think received the highest reading per 
dollar..."A” or “B”? Check your choice. 


Then turn the page for the answer... 


—— See answer on next page —at> 


B 


HARD-TO-BREAK NEW YEAR'S RESOLUTION 
tO) tangy mesauution : 


T SAW YOU. SMART Y 
BUT TAKE ALL You want 
r WEVRE PASY AS 

TO Keer i- 2-5 TOP? 


wmenv ae 
xe. 
OF F-THE-GRIDDLE eaea 
“ for a Frosty Mornin 


Tailored 


Construction 


for 
Southern 


Economy, not only in your building's first cost. 
but also in its use—that is Calsteel's aim in 
designing to suit your specific needs. Whatever 
type you require shop, factory, canopy. ware 


provides ; 
: 


A 
3 
3) YOuR OWN house --Calstee!’'s licensed architects. engineers, 
: BUILDING and construction experts will design, obtain ~ 
g = building permits, fabricate and erect. Local California 
3 for fabrication. in a new, completely modern plant, 
= YOUROWN 5 “ter iher ve 
z : tion possible at early date and low cost. Business 
= OPERATION Call or Write 
CALIFORNIA STEEL & CONSTRUCTION CO. 


ee |, FABRICATORS @ ERECTORS - . pee 3 
3835 Mediord St # ANgelus 2-4194 @ Los Angeles 33. Calif 


One of the least d yet 

causes of office inefhciency and prod 
slow-downs is obsolete, ‘‘pre-war vint- 
age”’ lighting! Look at yours critically. Is 
it dreary, depressing — harsh and glaring? 
Both are equally bad for business. 
You'll be delighted the way exhilarating 
GUTH precision-planned Lighting will 
shift your business into high gear — 80 eco- 
nomically that it will soon pay for itself. 
For the whole profitable story, just clip this 
ad and mail it with your address to Dept. X, 
THE EDWIN F. GUTH CO.-ST. LOUIS 3, MO. 


GHTING © 1 inn Lighting finan i900 


SPRINKLERS 
PREVENTED 


+ UTOMATIC® 
WOULD HAVE 
THIS.” 


WHERE DO WE Go from HERE? 


@ Don't let yours be one of the two out of five burned-out 
businesses that never resume operation. 
BE PREPARED. Safeguard your property with Glomalic Goumkho 
fire protection. 1:’s am important investment today... perbaps welcomed 
protection tomorrow. 


AUTOMATIC SPRINKLER CORPORATION OF AMERICA 


OFFICES IN PRINCIPAL CITIES OF NORTH AND SOUTH AMERICA 
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... where the editorial excitement of the all-star 
cast follows through to your ads 


Do you belong to the school that believes These facts prove that Puck does deliver more 
you've got to get people to read your advertise- readers of advertising per dollar. 
ment before you can expect them to do some- Why? 
thing about it? Then you'll went to read these We like to think it's because the excitement 
figures proving that Puck will make =f Puck's living editorial characters follows 
more people read it...at the lowest cost! through into the advertisements themselves. 
The two identical advertisements When Maggie chases Jiggs out of the window 
shown on the preceding page had the of a corned beef and cabbage emporium, mil- 
same headline, same copy, same art. lions of excited eyes follow him into your 
“A” ran in leading weekly magazines. printed store window. When Flash Gordon - 
“B” ran in Puck, The Comic Weekly. zooms in toward the earth, millions of excited 
eyes follow him in toward your ad. 
These very real characters make people do 
Here are the figures: very real things. Popeye sold America spinach 
READERS Per DOLLAR ... and an actual monument to him was erected 

(based on Starch Readership Figures) by the spinach growers. Flash Gordon's “Dale” 
coeeeses 938... .. 869 ..... 490 populerized upswept hairdo’s and 


> sag hy ~ Sede wy Mwedgies”. Dagwood inspired 400,000 

; , people to mail in names for his baby. 
Isolated case? By no means. We'll be glad to For Puck is not only the most Power- 
lay on your desk a whole booklet of success ful but the most Exciting Sales Force in 
stories ...on both readership and America. Puck is one of the facts of life 


in more than 7,000 communities, where 
83% of all goods is bought. You can’t escape it 


sales ...on identical ads of other 
national advertisers. 


FIRST IN PHILADELPHIA—THIRD IN AMERICA IN FINANCIAL ADVERTISING 


The Philadelphia Inquirer 


vv Vnyy 


To most people the “G-E” trademark means refri 


kitchen equipment, radio-television and various electrical 
appliances . . . but to the Navy, General Electric means, 
among other things, marine r i rs weighing sev- 
eral tons, yet built with the precision of a fine watch. 


VAAAAAAAAAAAAAYAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAASA AAAAAAAABA AAAAAAAAAAAAASAA AAAAAAAAAAAAASAA 


MOBILE EQUIPMENT TO CORPORATIONS 


WE BELIEVE: 


of maintaining consistently in- at Cost of Production. 
creasing sales. May we talk? Over 22 million live 


: » people 
: rue martin x». KLITTEN co. inc a ahaa supply of 
here. 


EQUIPMENT CO., INC. 7, Boren ane 


2614 WEST NINTH STREET in detail the factors toverable te 
: . . 3 rt = chemcal procewing im the GRDA oreo? 
1955 Van News Ave. TUnxedo 5-1865 San Francisco 9, Calif. - as oa chase Eeveh Gahan aotuekere 
DRexel 8396 
iil ok hans VK VINITA, OKLAHOMA 
“eed : = An Agency of the State of Okiahom 


. 


oe other grown-ups To prod hese in the vol ired, han 
arharhane, * Coe ear ene va FP sag woh anand wlpny wed yer by «oe 
copy, write or phone A / and millions more youngsters can escape your : cutting plant at Lynn, Mass. 
message when it in Puck. ; And fof this , G-E in “turned to Tu . 
- 4 ah etal ; as it has 25 tiem Echos olden ia test, Torner oe ee 
; building for G-E almost continuously since 1913. 
TURNER CONSTRUCTION COMPANY 
; FOUNDED 1902- 
; 420 LEXINGTON AVENUES, NEW YORK 17, 5. Y. 
BOSTON CcHICACO PRUADELPRLA 
aston \\ C2 : = — 
THE COMIC WEEKLY | Your for sol find the broad expiants ead Inpeia 
“4° counsel of Marsh & M¢Lennan of extraordinary value in 
America’s Most Powerful and Urciling Sales Force of of 
ABC CIRCULATION MARCA 2, 190: 827i, the designing and operation of a successful retirement plan. 
‘ INCLUDING PHILADELPHIA BULLETIN 
The Only NATIONAL Comic Weekly Marsu & McLEnNAN 
A Hearst Publicotion...63 Vesey Street, New York; Heorst Building, Chicago INCORPORATED 
Insurance Brokers 
CONSULTING ACTUARIES 
AVERAGE ADJUSTERS 
a 2 atts ’ Chicags New York San Francine Minneapolis Detroit Baston Les Angeles Pittsburgh 
a Member of American Association ® Seattle St.Louis St.Paul Duluth Indianapolis Portland Superior Washington 
é of Advertising Agencies 4 CHEMICAL MANUFACTURER , 
N E \ METHOD OF MERCHANDISING A ¢ sa abs gk eh se pata Ie aR a 


Now vou can operate a fleet of 5, 50 or 500 a 

brand new cars on a low-fixed price per month pe 
Here's the sensible answer to your sales or service fleet cars! M4 
WATERS NEW LEASING PLAN provides new automobiles 
made by well known American companies without capital of the growing Southwest, provides: 
investment on your - The Waters plan entirely eliminates ‘ i non- 
depreciation and iiaiions eouibemk There fhe limit to ODAY, with more and bet- § Plant Locations vo Electric 
mileage or territory new cars delivered to you anywhere x] ter products in stiff compe- profit basie-Hydro- 
in the U.S. A. You have no trade-in problems, as new models : tiuon for more cautiously spent Power, firmed up by steam. . 
are supplied annually. Includes lease, license (any State), consumer dollars, #0 business , as low as 5.3 mills per KWH 
maintenance, fire, theft and collision insurance. All this on can afford the luxury of silence. s te raw and filter 
one low fixed price per month. Get full details NOW. Write, We believe that advertising, ed water at Cost of Produc- 
wire or telephone Wm. E. Waters, Vice President carefully planned and effective. tion — Process Steam from 

ly used, is your best assurance 50 ibs. to 150 Ibs. Pressure 


With Connections to 
Anywhere in the World 


SAVE 20% 
ON RETURN TRIPS 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET, JOURNAL SHOULD HEAD YOUR LIST 
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life imsuxance leadexship offex you 


, security and independence 


Pacific Mutual believes: 1. Maintenance of income is the most essential 
thing in life. 2. Four hazards can and do stop income: death—injury—sickness—old age. 3. Pacific 
Mutval’s job is to enable you to keep them from stopping your income—to 

enable you to provide your own security and independence. 


Founded in 1868, Pacific Mutual early rejected the idea that 
Life Insurance was simply “death benefits” — recognized there 


al ||3, a aaae AAA AAAAAAAAAAAAAAAWHM nae AAaan AAA AAAAAAAAAAAAAYAOOn seen Ahh AAAAAS ] Beal 


Men do grow old: increasingly, age 65 means retirement, the end 
of earnings for most men—but need for income continues. 1915 


brought a Pacific Mutual Retirement Insurance Policy. 


Today, the pic TREE, historic Pacific Mutual trade-mark, also 
stands as a symbol of the NEW AND UNUSUAL SAVINGS PLAN — and 
of security and independence to Pacific Mutual policyholders 
everywhere. It can mean that for you, too. 


Men do get hurt; injuries stop earning power — but not need for 
income, As early as 1885, Pacific Mutual introduced an Accident 


Insurance Policy. 


But Pacific Mutual learned that individual policies were not 
enough. There must be a complete savings plan to make sure of 
income regardless of which hazard — death, injury, sickness or 
old age — stops earnings. 


LIFE + ACCIOENT & HEALTH 


+ RETIREMENT PLANS 
HOME OFFICE: LOS ANGELES, CALIFORNIA 


Years of 
Life Insuscance 
Leadership 


TA z edie cally tii 
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y/ 


Men do get sick ; illness stops earnings—but never the need for in- 
come. In 1904, Paeific Mutual added a Sickness Insurance Poliey. 


Such a plan is N.U.s.P. — the NEW AND UNUSUAL SAVINGS PLAN, 
Introduced just a decade ago, it has proved so popular that Pacifie 
Mutual insurance in force has gone up $229,000,000—now is 
more than $930,000,000! 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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GO BY BUS- 
Ge the Motor Coach Way 


Next Monday, September 12, has been designated 
national “Transit Progress Day.” Why not let this 
day prove to you how transit has progressed, by 
bus especially? 

If you've been driving into the city, sweating 
your way through congested streets, why not take 
it easy? Forget the worry and work of driving, and 
ride with us. 


GO BY BUS- 
} | Ge the Motor Coach Way 


You'll be happy on a streamlined bus. You'll like — 
the semi-individual seats, the indirect lighting, the 
smooth easy ride assured by automatic transmis- 
sion. And you'll be helping to lick the traffic prob- 
lem—for yourself and for others. Here's how: 
The average automobile carries only 1.7 persons. 
That means 29 cars to carry only 50 persons—all of 
whom and shore can be carried on just one bus! 
Imagine! Twenty-nine automobiles choking them- 
selves and other cars in traffic where one bus, 
carrying more passengers, could roll freely along! 
So give us a ride, won't you? Remember... 


Courtesy and Civility... 
Synonymous with Bus Service 


| FIFTH AVENUE 

| COACH COMPANY 
| 

} 


NEW YORK CITY 
CMNIBUS CORPORATION 
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K bet $10,000 — 
bn me today” 


“Just got a new $10,000 machine to 
turn out that new product I was telling 
you about. It will put us ‘way abead 


of competition, the boss says.” 


” The 4"°M's” of success 


When a bank lends a company money to buy 
machines—for expansion or to make new prod- 
ucts—it is supplying financial support to employ 
and employees alike. Good management and 
good workmen, backed with adequate money for 
buying good machines, mean a prosperous com- 
pany and more and better jobs. 


To be successful, a company must keep its ma- 
chinery up to date. It can't sit by and let com- 
petitors get the jump with modern, more efficient 
equipment that does a better job at lower cost. 
But i a company’s ready cash is tied up 
in work in process, or in raw materials needed 
to keep current production going. 


A STRONG Co 


pa por’ 


MMERCIAC BANK laos 


So companies often go to banks to borrow money 
to help pay for new equipment—to manufacure 
new products or to improve existing processes. 
Banks, with men trained in industrial financing, 
study the company’s needs. Neither the bank 
nor the company can afford to “bet” unwisely 
—assume unnecessary risks—in arranging loans. 


Men who work in many factories, mills and mines 
bring just their experience and two trained hands 
to their jobs each day. The machines or tools they 
work with are supplied by the company. Without 
these machines, often purchased with the aid 
of bank credit, jobs wouldo’t exist for many of 
America’s skilled workers. 


MELLON NATIONAL BANK 
AND TRUST COMPANY 


PITTSBURGH 


CAPITAL $60,100,000 


SURPLUS $90,000,000 


Member Fedora! Depesti Insurance Corporation 


ig & VIGOROUS COMMERCIAL TERE 


OR 
a S ‘ 


ory, Trust and related services. 4 We supervise Invest- 
ment Accounts; act as Executor of Estates and Trustee 
of Trusts established by will and of Living Trusts; 
administer Pension Trusts; act as Corporate Trustee, 
Transfer Agent, Registrar and Paying Agent; and offer 
our clients Deposit, Loan and other Banking facilities. 


Ss 
45 WALL ST. NEW YORK 
2 


MEMST® VEO WORE CLEARIVC HOUSE — FEDERAL DEPOSIT imsofance CORPORATION — FEDERAL SESERYE SYSTEM 


IF YOU ADVERTISE TO BUSINESS 


. étonil 
. a 
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* . | 
> United States Trust Company | 
: of Rew Bork | 
“ 
» > CHARTERED 1853 | 
; J 
a 7 or ninety-six years our chief responsibility has 

been the management of property for individuals 
- and corporations through all essential Financial Advis- 


Anuouncing the Merger of 


FULTON TRUST COMPANY 
of New York 


into 


THE 


—————____S EEE —— SESS SS 


Four Convenient Offices 
100 BROADWAY 
MADISON AVENUE AND 40TH STREET 
TEN ROCKEFELLER PLAZA 


1002 MADISON AVENUE 


Member Podera! Deport! Imear owes Corporation 


+ 


. Demand Deposits 
Unsecured Loans 
Commercial Paper 
Term Loans 
Acceptance Credits 


Union Bank of Commerce 


THE BUSINESS MAN’'S BANK ~ 
Chveland, Ohio 


MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION 


How many of these services 
can you use? 


Since the beginning this bank has devoted itself 
to purely commercial functions—the only one of 
its kind in this great industrial center. Here are 
| some of the services we offer our clients. May 
we serve you, too? 


NEW YORK TRUST | 
COMPANY 


Collateral Loans 
Letters of Credit 
Domestic and 
Foreign Exchange 
Safe Deposit Facilities 


Safekeeping of Securities 

Collections 

Wire Transfers 

Correspondent Bank Facilities 

Day and Night Transit Service 

Domestic and Foreign Credit 
Information 


Corporate Trust Services 


AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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Greater power per gallon 
Lower cost per load 


You've found the answer if you're looking for a truck with a 
master load of power plus record-smashing economy. That's 
what you get in Chevrolet trucks with their Thrift-Master and 
Load-Master Valve-in-Head engines. These world-famous 


truck engines develop more power per gallon of gas and 


deliver the load at lower cost than any other engines of their 


size now in use! Come in and see these Advance-Design 


by EVRO LET trucks today! ‘ 


Featuring VALve-in-HEAD ENGINES—Greater power per gallon, lower cost per load @ DIAPHRAGM 
SPRING CLUTCH—Smooth engagement @ SYNCHRO-MESH TRANSMISSIONS—Quick, smooth shifting @ 
HYPOID REAR AXLES—S5 times stronger than spiral bevel type @ DOUBLE-ARTICULATED BRAKES—Com- 
plete driver contro! @ WIDE-BASE WHEELS— increased tire mileage @ ADVANCE-DESIGN STYLING—With the 
cab that “Breathes” @ BALL-TYPE STEERING—Easier handling @ UNIT-DESIGN BODIES—Precision built 


PREFERRED BY MORE USERS THAN THE NEXT TWO MAKES COMBINED! 


SEE YOUR LOCAL CHEVROLET DEALER 


Conveniently listed under ‘‘Automobiles” in your local classified telephone directory 


ADVANCE-DESIGN 
TRUCKS 
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IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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Binjamin Freakin 


as early as 1755 said... 


“They that give 
oblain a rk 
Lh : as w 


QuT of the fundamental principles set down by the founders of our 
country has come the miracle of one hundred and fifty million free 
American people living and working in a land of progress, abundance 
and opportunity. 

Now the time has come to renew our understanding and apprecia- 
tion of the basic lessons of self-reliance, individual effort and respon- 
sibility taught by our forefathers and adopted as the corner stone of 
the way of life that has made our country great. 


Heed Office: 401 California Street, Son Francisco 20, Colifornia 

Departmental Offices; New York + Chicago - Boston + Atlente « Los Angeles 
FIREMAN’S FUND INSURANCE COMPANY + HOME FIRE & MARINE INSURANCE COMPANY 
FIREMAN’S FUND INDEMNITY COMPANY - WESTERN NATIONAL INSURANCE COMPANY - WESTERN NATIONAL INDEMNITY COMPANY 


Whatever Your Packaging Problem May Be- 


Gaylord Should Be Consulted : 


Gaoylord’s Engineering and Research 
men have come.up with solutions to 
packaging problems that few people 
realized could be accomplished with 
corrugated boxes. 

Ingenious designs affording ample pro- 
tection have not only solved many manu- 


facturers’ packaging problems but have 
saved them money, too! 

So, regardless of the nature of your 
product, call a Gaylord Sales Office. 
The Gaylord representative will make 
available to you the services of Gay- 
lord's Engineering and Research. 


GAYLORD CONTAINER CORPORATION General Offices: ST. LOUIS 


New York + Chicago - + San Francisco + Atlanta + New Orleans « Jersey City 
Seattle + Indi lis + st + Los Angeles + Oakland - Minneapolis 
Detroit + Jacksonville - “Columbus + Fort Worth - Tampa + Cincinnati 
Dallas « Des Moines + Oaklahoma City +« Greenville « Portland + St. Louis ; 
San Antonio + Memphis + Kansas City + Bogalusa + Milwaukee ; 
Chattanooga « Weslaco - New Haven + Appleton + Hickory - Greensboro 
Sumter + Jackson + Miami + Omaha + Mobile + Philadelphia ' 


WANTED: NEW SEA WALL- 
At Once / 


CORRUGATED AND SOLID FIBRE BOXES @ 
FOLDING CARTONS @ 

KRAFT GROCERY BAGS AND SACKS @ 
KRAFT PAPER AND SPECIALTIES ~ 


a 


Np the amazing thing is—they'll get it at 
once! 
Here come machines to pump out the water 
—bulldoze the rubble—rebuild with moun- 
tains of cement, crushed stone, sand and steel. 


No place in America stays devastated very 
long—thanks to the teamwork of men with 
experience, and machines with production 
power to maintain for you and every Ameri- 
can the highest standard of living in the world! 


Allis-Chalmers’ contributions to this team- 
work are many and varied—for machinery 
built by A-C is used in every basic industry: 
cement and mining, power, food, textiles, 
pulp and paper, petroleum, public works. 

No other company in the world builds such 
a wide range of important machines to help 
bring you the products of good living! 
ALLIS-CHALMERS MANUPACTURING COMPANY 

901 South 70th Street, Milwaukee 1, Wisconsin 


we .* 
a a aie 
Bs 1% go ‘ie 


ve ae 


water supply pipeline in 
Southern California — 481 miles — 
gets a 144-{t. lift from A-C equipped 
pumping station. Ten-year service 
record shows neghgible maintenance 


Widest in range of 
industrial products — 
Allis-Chalmers serves 
every basic industry 


ALLIS-CHALMERS 


One of the Big 3 in Electric Power Equipment — 
Biggest of All in Range of Industrial Products 


World's leading builder of rotary 
kilns and associated cement making 
machinery is Allis-Chalmers. Kilns 
marked “A-C” turn out a major part 
of all of America’s cement. 


Fastest method of gluing curved 
plywood drawer fronts! Allis- 
Chalmers Dnelectric Heater reduces 
ghuing time to 3 minutes — requires 
far fewer forms — reduces cost 30%. 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 


contnbuting to your 
good living today. 
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Industrys tough 


assignments 


1. such typical industries as sugar, chemical, 
drug and paper, copper and its alloys are 
helping to combat contamination, spoilage, 
rust and corrosion . . . to transfer heat, 
economically, at high or low temperatures 

. to take punishment uncomplainingly, 
day in, day out . . . year after year. 


The Sugar Liquor Heater, one of the 
largest ever built, uses a bundle of copper 
tubes and Everdur* Copper Silicon Alloy 
lining plates to handle highly corrosive 
liquids. Still active after 14 years of service. 

The Vertical Condenser employed in the 


mine to co 
2, } + 


CHILE COPPER COMPANY 


GREENE CANANEA COPPER COMPANY 


ANDES COPPER MINING COMPANY 


Ne ie 


CAG pect 


manufacture of ethyl acetate, made of cold 
rolled copper, has worked continuously 
under severe heat and corrosive conditions— 
24 hours aday, 7 days a week, for 7 years. 

The Revolving Pans for coating drug 
tablets, made of easy-to-clean sheet copper, 
resist corrosion and continuous wear. Still 
at it after 30 years. 

The Pulp Knotter Cylinder, which proc- 
esses 60 tons of pulp a day, has an impres- 
sive service record, largely dependent on the 
strength, toughness and corrosion resistance 
of Everdur. 

To its unique combination of qualities, add 
copper’s inherent ability @ fabricate easily 
and to alloy readily with other elements— 
and you have a metal economically indis- 
pensable for old applications—unusually en- 
dowed to serve new ones. And, always, be- 
hind copper's progress stands Anaconda 
engineering, helping to do the job better. 


“Reg. U. 8. Pat. oF 


anaéowon ANACONDA COPPER MINING COMPANY 


THE AMERICAN BRASS COMPANY 
ANACONDA WIRE & CABLE COMPANY 
INTERNATIONAL SMELTING AND REFINING COMPANY 


aea40 


Your firm will find the broad experience and impartial 
counsel of Marsh & M¢Lennan of extraordinary value in 


the designing and operation of a successful retirement plan. 


Marsu & McLENNAN 


INCORPORATED 


Insurance Brokers 
CONSULTING ACTUARIES 
AVERAGE ADJUSTERS 


Chicage New York San Francisco Minneapolis Detroit Boston Los Angeles Pittsburgh 
Seattle St.Louis Si. Paul Dwluth Indianapolis Portland Superior 
Cleveland Baffale Columbus Phoenix Vancouver Montreal 


ses 


Goin the move lo Pillshurgh 
Pittsburgh has 
Cultural 
_ Advantages! 


Washington 
Lendon Measured by man-days available, 


business in New York State has 
lost less tre through strikes over 
the past five years than in any 


of the other ten leading indus- 


| trial states. For the whole story, 


Puivippine Ain Lines 


CORCAGO + SAN FRANCISCO - LOS ANGELES 


\ SEATTLE « HONOLULU J 
IF YOU ADVERTI 


* We design and build plants, 


factories, laboratories, aed other structures . . . 
in every held of industry. Under ome contract and 
one respoosibilif}, we deliver jobs complete . . . 
equipped. ready for operation. We also furnish 
engineering reports Curreat 
data avaiable at all offices. 


write: New York State Department 
of Commerce, Room 251,112 State 
Street, Albany 7, New York. 


a 


e Chemica! Plants Division has 
Geveloped improved techniques 


and equipment for the extrac- 
tion of oil from soybeans. The 
maximum yields of high grade 
oil and meal are obtained. It 
designs and builds complete 
extraction plants. 


NEW YORK - WASHINGTON DC 


NEW YORK: 342 MADISON AVE 
Teigpbone: \ Anderbilt 6-064) 


| 


D> Because the cultural advantages offered by a com- 
munity have so much to do with the type of man power 
available in it, and with the business “climate” that 
obtains there, they merit serious consideration by any- 
one selecting a location for a new plant, warehouse 
or business of any kind. 

In this respect, Pittsburgh is unique among indus- 
trial areas. It is a cultural center of world renown. 

Its four major colleges . . . University of Pittsburgh, 
Carnegie Institute of Technology, Duquesne Univer- 
sity and Pennsylvania College for Women . .* are 
among the nation’s best. They keep a constant supply 
of technically-trained, management-calibre man power 
flowing into Pittsburgh businesses. 

Almost a thousand churches, representing practically 
every faith, are located in Allegheny County 
alone. Pittsburgh is the home of Carnegie 
Institute, a library-museum-art-gallery of 
international fame. The Pittsburgh Sym- 


phony Orchestra has won wide acclaim. And con- 
cert bureaus annually bring to Pittsburgh the most 
famous musical artists in the world. 

Research into pure and applied science is represented 
notably by the Mellon Institute of Industrial Research. 
And the Allegheny Observatory, Buh! Planetarium and 
Phipps Conservatory provide outstanding facilities for 
scientific education. 

There are, of course, many other factors beside its 
cultural advantages that recommend Pittsburgh as a 
location for your business. We invite you to let our 
Industrial Information Service help you assemble the 
facts about them .. . about raw materials, financial 
resources, market opportunities, fuel and power, trans- 
portation facilities, etc. 

This service is yours for the asking, with- 
out obligation. Inquiries held confidential. 
Call or write R. H. Wells, Vice President 
in charge of Industrial Information Service. 


FARMERS DEPOSIT NATIONAL BANK 
PITTSBURGH, PENNSYLVANIA 
Established 1832 ~ 


CAPITAL $6,000,000 


SURPLUS $12,000,000 


SE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR«LIST 
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* « « Inthe mid 1700's the londov was 


considered the last word in a persona! conveyance, 


Today, discriminating travelers naturally choose 
ge : smartly appointed Union Pacific Streamliners 
for o restful, pleasant journey. 


—— 


"CITY OF LOS ANGELES” 
“CITY OF SAN FRANCISCO” 
“CITY OF PORTLAND” 


For Information; reservahons — ond 
free copy illustrated booklets ‘Coli- 
forma and ‘'Pacifie Northwest" see 
or write Union Pacific Railroad — 


All three Streamliners in service between 
Chicago and the West Coast. Spacious Pull- 
man accommodations and reserved, adjust- 
able Coach seots. 


—or see any loce! Trove! Agent 


UNION PACIFIC RAILROAD 


Constructive 
Investment 
Policies 


One of the major functions of our 
Trust Department is to aid in formulat- 
ing and maintaining sound investment 
Programs. 

The service is described in a booklet 
entitled, “To Artain Your Investment 
Goal.” 

May we mail you a copy? 


CHEMICAL 
BANK - 
& 


TRUST COMPANY 


125th Anniversary 
1824—1949 
OFFICES: 
163 BROADWAY, NEW YORK (15) 
30 Broad Street 


No. 320 Broadway 49th St. — Lexington 
Rockefeller Center 
11 West 5S ist Street 
20 West Sind Street 
S7th St. — Sth Ave. 
74th St. — Madisoe 
Brooklyn: $0 Court St. 
United Nauons 
Lake Success, L. 1. N.Y. 
405 East 42nd St. N.¥.C. 


a 


Were Sixty M 


Distance isn’t the only thing which 
passes swiftly when you sit at the wheel of 
a 1949 Cadillac. So does time! 


You rest your hand on the beautiful steering 
wheel and press your toe—ever so lightly— 
against the obedient throttle ... and you're 
off on a wonderful journey. 


Your ride is free and easy and restful. You 
just sit—and relax—and enjoy the scenery 
—and the companionship of those about you. 
Conversation is as easy as if you were sitting 


YOUR CADILLAC DEALER 


inutes 


in your own drawing room—for the car is 
so quiet you can hear the soft ticking of the 
electric clock. 


The labor of driving is almost non-existent. 
The big powerful motor moves you in and 
out of traffic as if by automatic propulsi 
Steering is little more than a response to 
your wish. Brakes are light to the touch and 
velvety-smooth in action. 


You are as relaxed and care-free as the happy 
passengers around you. For you do little 


more than the thinking—and the car does 
the rest. 

And then a familiar landmark looms in the 
distance. Can it be that you are there? 

You look at the clock and you look at the 
speedometer—and, surely enough, the time 
and the distance have passed, and your 
journey is over. 

Better come in and see for yourself that— 
when you sit at the wheel of a Cadillac— 
sixty minutes seem but half an hour! 


ROLLING MILLS AND STEEL PLANT EQUIPMENT 

© STEEL CASTINGS 50 LBS. TO 250,000 LBS. 

© IRON, ALLOY IRON AND STEEL ROLLS 
FOR ALL INDUSTRIES 


- CONTINENTAL FOUNDRY & MACHINE CO. 


Plents ot: Eosy Chicago, Ind.) Wheeling, W. Va; Pittsburgh, Po 


IF YOU ADVERTISE TO BUSINESS 


BUYERS OF INSURANCE FOR COMMERCE AND INDUSTRY SINCE 1845 | : SI 
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to wish you'd had good advice 


about your business insurance 
Before @ loss, why not inquire about J&H service? 


JOHNSON & HIGGINS 


INSURANCE BROKERS 
63 WALL STREET + NEW YORK $ 


NEw YORE 06+ CHICAGO SAN PRANCISCO LOS ANGELES «+ DETROIT 
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Industrial Engineers 
Builders 


405 Stonhard Buildi 


PITTSBURGH 13, PA 
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een eee %0 
The best bargain in | : — es 
your household budget Toke it trom bing 


MORNING, its delightful new hit, Bing Crosby, Barry 
anaes Carian tee Crees om 


| WwW Paramount decided to produce TOP 0° THE 
| 


s And . lis deh itid tii titanic te 
$: dictating hine, P; t made another perfect selec- 


tion in the amazing Dictaphone TIME-MASTER! 

In TOP 0’ THE MORNING you'll discover that the TIME- 
MASTER is “a typé of miracle. A small thing and Mulqueen's 
(Crosby's) voice coming out of it as clear as an April day.” 

For the TIME-MASTER is not just ancther new dictating 
machine— it’s an entirely new conception of-dictating conve- 
nience and efficiency made possible by the revolutionary 
Memobel: ! 


Aha wt 


wv 


Bing Crosby, starring in “Top 0" The Morning,” A Paramount Picture. (Made 
in U. S. A.) Used through the courtesy of Bing Crosby Enterprises, |... 


Each tiny Memobelt record takes a full 15 minutes of crystal- 
clear dictation. Yet, the Memobelt is so inexpensive that you 
mail it, file it or transcribe it and throw it away after only 


No wonder the TIME-MASTER has caught the imagination 
of executives everywhere who never before would use any 
dictating machine. Only 45+" hyah and letterhead size (barely 
a chip off-the Blarney Stone) it's the perfect partner for every 
businessman who has the gift of gab—and every businessman 
who hasn't. 
Secretaries have a “Top 0’ The Morning” feeling when 
| they use the TIME-MASTER. Its simplicity and the Memobels's 
Bing, like everybody else, was amazed at the Memobelt. clarity have changed their psychology about dictating ma- 
| It’s a pliable, plastic reeording medium so small you can chines. (Who doesn't like to get work done faster and with 
mail 5 of them in an ordinary envelope. less effort?) 
Anybody who dictates a little or a lot needs a TIME- 


Meat costs much more than before the war... but 
not the gas or electricity to cook it. Refrigerators 
cost much more, too ... but not the gas or electric- 
ity to run them. What's more, in the P G. and E. 
service area, you get the biggest utility bargain in 


For example, Bay Area people pay less for the same 
amount of gas and electricity than do those in any 
of the country’s 25 largest cities. And P. G. and E. 
farm power rates are much lower than the national 
average for all utilities—including tax-free coopera- 


po-c-ccnrr ne - - - 


Dictaphone Corporation, Dept. 000, 420 Lexington Ave., N. Y. 17, N.Y. 
(CO Please show me the new TIMEMASTER. 
CD Please send Time-masren literature. 


MASTER. Never before has there been so quick, so easy, so 
inexpensive a means of getting your thinking on paper. 

For a free demonstration in your own office, call your local 
Dictaphone representative or mail coupon. 


! I 
| 

I 
fe eB. | 
| i 
! I 
! 1 
| I 
! " 


the United States. tives and government-owned systems. 
. DICTAPHONE 
For the record amp ation Electronic Dictation 


dollar, you spend approximately Only Dictaphone Corporation makes Dictaphons* Machipes (“Reg US Par Off) 
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Look where the New Homes are... 
in San Francisco’s “BEST CIRCLES” 


Heating and lighting your home at 
lower cost means that more is left in 
your budget for food, clothing, recrea- 
tion and the other every-day essentials 
for happy, healthy living. 


PG. and E. Service—does so much ... costs so little 


PGE: | 
| 


NeOUs 
because low rates enable them to use only 8/10 of @ penny for the elec- 
electricity for work-saving appliances tricity to cun your whole house. 
and equipment. Electric pumping means 


| 

2 | 

More income for farmers is possible a ee a | 
better yields, more diversified crops. 8 


Source: US Bureavof labor Statistics 


PACIFIC GAS AND ELECTRIC COMPANY 


‘CONTRA COSTA 
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— Does YOUR 
NO 12345 payroll check 
THE TODD COMPANY tell your | 
ROCHESTER NY ployees na | ae ” 
THE, SDVEHS D ano GS crs an yeu pay f Trend to the suburbs and 
GROSS WAGES? to The Chronicle: 9 of 10 newly-built family 


dwellings are in our Trading Zone 


The family in a brand-new home represents selling opportunity. 


For over 10 years you have been a collector that you have paid tax and other items on ‘ 
So it’s helpful to know where the new settlers are...and how your 


as well as an employer... holding out more your employees’ behalf...eliminate the irri- 


and more deductions —taxes, social security, 
insurance and the like. When paid with 
ordinary checks, your employees think you 
pay only the take-home amount...they for- 
get that you have disbursed GROSS wages. 

Why risk this threat w good employee 
relations when you can pay with the sew 
Todd ABC checks? These checks unmis- 
takably show TOTAL ecaraings...point out 


tating words, “Deductions” and “Net Earn- 
ings.” What's more, Todd ABC checks are 
insured to prevent loss to you and your 
employees and are easier for your employees 
to cash! 

Whether you use bookkeeping machines, 


ABC checks will fill your needs. Find out 
about them by mailing the coupon now. 


message might best reach ‘em. Bay Area Council research shows 
new dwellings connected with utilities are.located 89.9% in the 
8-County trading zone part of San Francisco’s 9-County market. 
The Chronicle is part of this story because of its trading zone 
coverage. Trading zone strength plus a top-caliber city circulation 


Better than @ of every $10 spent in this market 
for new manufacturing facilities (new plants 
and plant expansions) are in the 8-County trad- 


qualify The Chronicle to head your San Francisco list! 


tabulate or hand-post your payroll, Todd | 


ing zone surrounding San Francisco (Bay Area 
Council research). 


Ceres hoe eee e eee see222}4 


THE TODD COMPANY, Inc., Rochester 3, N.Y. 1 | Manufacturing payrolls (shown by Social * 
) 1 Security records) are 57.4% in the trading zone 
Please give me full information about the new Todd area — 42.6% inside San Francisco. \ 
ABC payroll checks, without com or obligation. : Yes, buying power sally poate ap inoue trad. DELIVERS “BEST CIRCLE” COVERAGE 
ing zone. So try considering the San Francisco 
Qtiinaiae tent Fen i cashes oo MOF fhe Belden. 000m te IN TRADING ZONE AND CITY TOO 
i linia r] Pittsburgh. Why settle for just city coverage SAWYER, FERGUSON, WALKER CO., National Representatives 
1 ..or anything less than The Chronicle offers? Pe geen ee 
ROCHESTER NEw rOR«e Cixy a 
SALES OFFICES IN PRINCIPAL CITIES — ave : 
DISTRIBUTORS THROUGHOUT THE WORLD By 1 } 
WS)-9-14-49 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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Designed for Economy 


by Pacific Coust Engineering Company 


Paceco design and methods engineers are skilled in 
the production of specialized equipment that in- 
creases efficiency and lowers operating costs. That's 
been their job for over 32 years, and plant experience 
has demonstrated that Paceco recommendations can 
frequently help straighten out kinks, open “P pro- 
duction bottle-necks. Paceco serves every industr 
using heavy plate steel fabrication and machine a 
—from building clock-like, precision regulating de- 
vices to equipping the West's mammoth dams and 
pipe lines. Preliminary consultation costs nothing. A 
phone call will bring a representative to your office. 


Write for Catalog PC-50 describing 
services, facilities, and products. 


This Suction Dredge will never 
have “Stomach Trowble” 


Suction dredges will eat almost anything — 
sand, gravel, wood—but their digestive sys- 
tems balk at anything’ that’s not “bite size.” 
Oversized chunks destroy blades in the 
pump, cause costly repair shutdowns 

To prevent pump damage, Paceco engineers 
designed a new clean-out box to be placed 
ahead of the pump. Welded from plate steel 
for greater strength, it reduces maintenance 
costs by ping trouble befgre it starts 
ymin Are large particles are removed 
quickly and casily—without special tools. 


PACIFIC past ENGINEERING 
- e 


mapa “wy 


Alameda, California . Phong LAkehurst 12-6100 


ist 


Les Angeles Office . 3555 Whittier Boulevard 


Whether your figure work is heavy or comparatively light, there's a 
Marchant Figuremaster to do your job. The Fully Automatic model is 
designed for heavy-volume operation. ‘Where the work is lighter, 
the low-cost Semi-Automatic model will do the job. Both have the new 
“phantom-touch” key action for almost effortless operation . . . 40% greater 
dial visibility for easy reading . . . automatic point-off in n division, 

indicated either as a decimal or percentage. Both models are 
available in 10 or 8 bank capacities . . . choose whichever fits 
your requirements ard business budget. 


OrOeee Fastee with a 


- ver rnd thengus The Martane Maa | MARCHANT CALCULATING MACHINE COMPANY 
in your phone book 1s ready to prove | Ooklend 8, Colitornia ¥en 
thes by a demonstration om { Please send me fr2e information about 
your ewn work. If your } the Figuremasters 
ae. } Pally A ,f] aT acl } R 0 
or mail the coupon to ; pyres 

Marchaat Caiculaung Machine » i 

Oakland 8, ia | City. Seace. 


The ferrous and non-ferrous metals industry is daily 

facing problems that must-be met by practical and creative 

engineering. To these, Blaw-Knox lends the combined 

strength of its various divisions, supplying equipment to 

reduce costs, eliminate waste and increase production. 

Broadly, the contributions of Blaw-Knox to steel and 

other metals may be defined as follows: 

© A complete staff of metallurgical and designing engi- 
neers who design Blaw-Knox equipment in accord- 
ance with modern mill practice. 

@ Eleven divisions and eight fully equipped plants. 

© A constantly widening variety of products and equip- 


ment in keeping with the latest technological advances. 


Blaw-Knox products have successfully contributed, 
throughout the years, to the reduction of costs in pro- 
ducing and rolling ferrous and non-ferrous metals. 


BACKGROUND FOR MODERN siTALs 


: 


In many other fields, Blaw-Kuox engineering thinking and engs- 
neered products have helped to incre@ie outpat dil. peduce costs. 
Representative Blaw-Kmox products and services include 


Steel Plant Equipment . . - Retle for Steebaod Non-Ferrous Mill¥%., 
Rolling Mill Machinery . . tion Equi ... Rillio and” 
Transmission Towers . aoe Piping . | Steel Grating . . . Steel 
and Alloy Castings... Clamshell Buckets . . Sprinkler Syenme pes 
Engineering, Procurement, Fabrication and Constructica of Com- 
plete Plants and Equipment for the Food, Chemical and all Specialized 
Manufacturing and Process Industries. 


BLAW-KNOX> 


OPERATING AND SALES DIVISIONS — BLAW-KNOX DIVISION © BLAW-KNOX SPRINKLER DIVISION® ¢ BUFLOVAK EQUIPMENT 


| DIVISION © BUFLOVAK MIDWEST COMPANY CHEMICAL PLANTS DIVISION « THE FOOTE COMPANY, INC.* + LEWIS FOUNDRY & MACHINE 


DIVISION © NATIONAL ALLOY STEEL DIVISION © PITTSBURGH ROLLS DIVISION « POWER PIPING DIVISION® « UNION STEEL CASTINGS DIVISION 
CU perates a1 « division of Blaw-Kaex Construction Company 


of Blaw-Kmox Company 


How much Life Insurance 


HOUSTON DALLAS 
BEAUMONT 


— 


43: Fail 


WHEN FIRE STRIKES-WHIE YOU ? 


Your regular fire insurance policy does not protect you 
against loss of business records. A survey discloses that 
this is one of the reasons why 43% fail after fire strikes. 
To get low-cost fire protection for your vital records, 
equip yourself with FIRE-FILE, a safe with drawers 
instead of doors. 

Fire-File all of your records. Then you won't join the 
43% who fail because fire destroys the contents of 
their steel files and desks. P 


LARKE & COURTS 


GALVESTON 


HARLINGEN LAFAYETTE. LA. 


Now, you caneasilydetermine your is known as the “DOLLAR GuiDE.” } 
own individual life insurance re- Ask che Prudential manin your com- 
quirements through a new device —s munity about this. He will show you 


developed by PRUDENTIAL which howto use it to yourown advantage. 


r 


Effective September 1, 1949 
CENTRAL VALLEY BANK 
of California 


inaugurates 


First of Richmond (Head) Office 


formerly First National Bank in Richmond 


El Cerrito Office 


newly-established at 


Oakley Office 
new ly-established 
1531 San Pablo Avenue at 
Oakley, California 
Escalon State Bank Office 


(San Joaquin County Hughson Office 
formerly Escalon State Bank; (Stanislaus County) 
later re-named Central formerly the 

Valley Bank Bank of Hughson 


COMMERCIAL of California SAVINGS 


Ouned and operated by citizens of the communities it serves 
MEMBER, FEDERAL HESERVE SYSTEM 
MEMBER, FEDERAL DEPOSIT INSU HANCE CORPORATION 
t S. GOVERNMENT DEPOSITORY 


CHARLES P. PARTRIDGE, President 


A New Design for an Old-established Banking Service 


Central Valley Bank 


For Nearest Office Check 
Your Telephone Directory 


THE PRUDENTIAL 


INSURANCE COMPANT OF AMERICA 
1 Matnal Life Insurance Company 


_seWwamin & SHAW company 


Western Home Office * Los Angeles. Califernio 


MORTGAGE REDEMPTION © FAMILY INCOME PROTECTION © SALARY EXTENSION © EOUCATIONAL PLANS | 
RETIREMENT INCOME * AMNUITIES © JUVENILE PROTECTION © BUSINESS INSURANCE COVERAGE | 


HPN? 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 


WILLIAM £. CARPENTER 


Sebet v6 TRANSPORTATION SURVEYS 
cunteetwe Cost Finding Traffic Analyses 
MUNSEY BUILDING WASHINGTO®, D. C 
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intentions” 


‘These two words are quoted 
from Webster's definition of 
a Will as “a legal declaration 
of a man's intentions as to 
the disposition of his 

ty " They are 
very important. 
To make your own Will 
legal, have it drawn by an 
attorney 
To be sure it expresses your 
intentions, review it from 
time to time and have your 
attorney change it when 
Necessary Also name a 
trust company to carry out 
your intentions (act as your 
executor). It costs no more, 
= you get a professional 


We offer our services for 
small. 


estates large or 


TRUST DEPARTMENT 


Wells Fargo 


& UNION TRUST CO. 
SAN FRANCISCO 


Market at Montgomery 
Market at Grant Ave. 


5 TE 


TEN-STRIKE! 


these Features! 
; . ; Buick SPECIAL has off 
ATCHED against the field, this SPECIAL’S A RIDE we'll put against anything else you can Only . pYNAROW Trust 
price figures make big news. find, regardless of price—soft, pillowy, gentle. We y sm: MORE ROOM FOR THE MONEY ponent 
‘ 7 call’ it matchless because we think you will too. TRAPRIC-HAND . JeT-UNE STYUNG * won 
Matched against what they cover — they’re an DRIVE optional ot extra cost FIREBALL STRAIGHT- Company 
urgent hint for instant action. HANDLING? Well, you can have the Buick pumpen -QUARD onus * HIGH - PRESSURE Low-pressuRt 
SPECIAL with finger-flick Synchro-Mesh trans- ant SPRINGING ALL ; _rust NEW YORK 

Because the SPECIAL puts in your garage— mission—as light and easy as you'll find on any @GHT pang Poem Rims * STEADY- RIDING TORQUE ae 
STYLE that’s as fresh as a dew-laden daisy, from non-automatic-drive car. #S ON SA ups - GREATER woaeer sonia Specialized experience in the 
those brand-new non-locking bumper-guard But o few more dollars per month will also RIVE - SMART MODELS with Boor ® financing of oil, gas and other 
@illes to the double-bull’s-eye taillights. you the silken luxury of Dynaflow p Sema te ano ArT > THREE : natural resource properties. 
$1Z8 that’s mighty handy in traffic, a real relief in soft, easy, restful drive the very biggest Buicks 
modest-size garages, a wonderful aid in parking. boast. tas; 
ROOM that rates right up at the top—with inches Figure it out. Check things up. Look this picture specie wow 


added to all rear seat cushions, a full foot more over, then— 


hiproom in 4-door Sedans. Go learn more from your a 

POWER that is lively, frugal, ever-thrilling b Buick dealer. Sure as sunrise, Large Enough wo Serve You 
it comes from a high-compression, high-pressure you'll make up _ your mind to : Not too Large to Know You 
Fireball straight-eight. i - 


buy this one. 


Your KEY TO GreaTer Vauwe 


Teme in HENRY J TAYLOR ABC Network every Monday evening. , built BUICK {ll build th 


SEE YOUR NEAREST BUICK DEALER 


HERE S$ HOW YOU CAN 


OPERATE YOUR 
AUTO FLEET 
for only... 


Costsless ToRent 
e+e WHY OWN? 


FLEETS OF 5 TO 500 
BRAND NEW 1949 PiY- 
» MOUTHS, FORDS, CHEVS. FOR IMMEDIATE DELIVERY 
NOW—3¥Vae @ mile plus gos end off ("on 25,000 or more 
miles @ year) covers af! costs. We supply brond new 1949 
cort, poy for sepals, tires, Jubrication, maintenance, full 

coveroge, t in cose of fire or thoh, 
license plotes—pivs new cars every 12 months. 


WE WILL PAY CASH FOR YOUR PRESENT CARS 


, Write or Wire for Information 


GENERAL AUTO "sz 


HAROLD B ROBINSON, 
1255 £. CHELTEN AVE. PHILADELPHIA 38, PA 


(Plus Gas and Out; 


Gets the Business 
: 


= Thi8 oil equipment salesman (left) would 


Is there a ma of the U S$ almost certainly have missed a nice piece of 
p « we business if Mid-Continent Airlines hadn't 


whisked him from Tulsa to Houston in just 


. 2 hours, 44 minutes, “I got the business and 

MANAGEMENT MEN have the responsibility of formu- addressed to management men. And, the pages of Busi- on your office wall? had the order tucked awsy safely in my 

lating and maintaining sound fiscal policies for their ness Week offer such advertisers the ideal medium for ‘ Side tein ete teh eae eal, tea a On pocket while my competitors were still en 
so, J rious ' ry y. @ i P a p 

firms. The task involves many operations — branch getting the attention of these men. Business Week at- big, Ia. fect, to sucensefully serve 8 ai trem ene single lecetion es route,” he smiled. “Believe me, it really pays 


to fly Mid-Continent Airlines. You spend less 


banking, investments, pension tracts a highly concentrated audi- Now look down to midway of the eastern half. That's Tennessee. * time traveling . . . more time selling.”( Adv.) 
plans, selecting new sources of ence of important executives a how 4 ey yy oro © hagneee 
is equidisten rom Teo es U 
capital. These men need, and wel- “A Profitable investment” more per advertising dollar than dental Po Bisndies pila to On fon Grewng cata tn 
come, information about banks This booiklet tells why so many gen- you can reach through any other both the Southeast ond the Southwest 
and other financial institutions eral officers of firms read Business general business or news magazine. Possibly your mop doesn't show the network of highwoys for A Special Engineering Service 
r Week, and why Business Week is « Business Week sold only b: > trucking or the cir-express or railway express rovies for quick 
qualified to advise and assist them good medium for reaching these ex es ol deliveries and the three major river systems for low-cost trans Services of Robins Engineers, for both design and con. 
on financial matters. ecutives who make buying decisions. subscription — offers the advertiser portation of row or heavy materials. struction, re pe pea when 
, in all phases iais-handling 
One of the soundest investments For your copy, write to Research who sells to business and industry engueee 
. Department, Room 3100, Business Send fer detailed information on the edventages of © Tennessee ROBINS ENGINEERS DIVISION 
that any bank or financial organi- - \ high value for bis advertising in- location for quick deliveries and short haul, low-cost transpor 
Week, 330 West 42nd St., New York MEWITT-ROGINS @ INCORPORATED 
zation can make is in advertising 18.N.¥ vestment because tation Ask on your letterhead, please 
157 Chambers St., New York 7, N.Y. 
Industrial Section 


DIVISION OF STATE INFORMATION | 


snore ae a JOHN J. HARTE COMPANY 


WHEREVER YOU FIND IT, YOU FIND A 
MANAGEMENT MAN...WELL INFORMED 


sy 
T E N N E Ss $s E s ENGINEERS — CONSSRUCTORS 


Production Industrial © Manufacturing 
Proven in both Utilines « Process Plants 


and Markets oe 
2 be eS 295 MADISON AVE., NEW YORK 


ATLANTA, GEORGIA DES MOINES. IOWA 


A MeGRAW-HILE 
PUBLICATION 


THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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Lioneers of PIogress... 


=P 25 YEARS 
that changed the world/ 


t was September 1924 — just 25 years ago. 
Millions everywhere acclaimed one of the epochal feats 


in aviation history: U.S. Army fliers in Douglas planes completed 
man’s first flight around the world! 
A milestone in human progress, the success of 
this mission will stand forever as a tribute to the courage, .skill 
and resourcefulness of our military airmen. 
Today—when intercontinental flights are routine — 
when all cities shown on this route map are linked by 
commercial airlines—we can thank the heritage of courage and 
the will to pioneer thé unknown, which have characterized 
our airmen and our plane builders down the years. 

In honoring this anniversary of an historic event 
in aviation, Douglas proudly salutes the men of the old 
Army Air Corps who set the pace—and the 
young men of today’s armed services fe) 

who are making possible 
continued progress in the 
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We've built our bank and our reputation 
on our ability to do things for 
our customers—by knowing the way if there 
is one, by finding a way if it can be found. 
We’re not always successful—no one can be. 
But you can depend on this—we’ll do everything 
we can to give you the assistance you need. And in doing so, 
we won’t be hobbied by red tape or blinded 
by preconceived notions. 
That's a promise. 
If your business needs that kind of banking, 
we'll be glad to give it to you. 


Fou [46 Gears - anting Va com 
THE PHILADELPHIA NATIONAL BANK 
Organized 1803 PHILADELPHIA 1, PA. 
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n 
ye J 
Contains 2,4,5-T and 2,4-D Esters 
) 
7 Nothing is more savory than a juicy blackberry pie or the strong, sweet 
— 10-20 Brush Killer flavor of elderberry jelly—but the woody growth of these and other plants 
such as sumac, alder and osage orange can make a “‘jungle’’ out of public 
" utility rights-of-way, grazing lands, farms and creek banks uniess con- 


stantly controlled. 


Pittsburgh 10-20 Brush Killer, a hormone type herbicide, containing 2,4,.5-T 
and 2,4-D Esters, has proved much more effective than 2,4-D alone for 
control of such heavy underbrush and gives a permanent kill with one 
Spe age when properly used. It may also be painted on fresh-cut stumps 

poplar, willow and other persistent trees to prevent re-growth. Combined 
with Pitts Ah Phenolate- 10-20 Brush Killer may also be . ed as @ 
general w killer. 


Pittsburgh 10-26 Brush Killer is the answer to your brush-contro! : »blems. 
Full technical information about this effective chemical, and a_ ice con- 
cerning its use, is available for the asking! 


WRITE FOR TECHNICAL BULLETIN 302 


PITTSBURGH AGRICULTURAL CHEMICAL COMPANY 
Empire State Building + 350 Fifth Avenue * New York 1. New York 


Affiliated with 
PITTSBURGH COKE & CHEMICAL COMPANY 
1956 Grant Building Pittsburgh 19, Pa. 


COAL CHEMICALS. ACTIVATED CARBON, WEVILLE CORE, EMPRALD COAL. PIC IRON, GREEN BAG CEMENT. CONCRETE PIPE AMD PRODUCTS 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIsT 


A wide, fast trail to. a a growing region 


-- - 
Oregon Leads Nation in Population Growth 1938 1997 1940 1941 1942 84D 1944 INKS TOK TOT TEMS 
1780 
Oregon has experienced the highest percentage of population increase | | | } | 
in the nation since 1940. Even more important is the fact that the z 8 : Mel T 
State is continuing to grow industrially and commercially as well as | oe | = a 
population-wise. And most of Oregon's new people, most of its new | 
industries and commerce are establishing themselves in the lush and 1000 —+——-+ -+— 
productive lower Willamette Valley, the area to which Portland & | 
General Electric Company brings vital electric powdr : aan a T T 
Bz ™ we eee eee ae pt 
As Oregon Grows, So Grows PGE Ci ph dws te dy eof PE power ay or te 1 Fm 


In the last 10 years the number of homes, farms and industries served 


PGE Construction Keyed to the Future 
by PGE has grown from less than 130,000 to more than 191,000 


Consumption of electricity has more than tripled—550,000,000 
kilowatt-hours in 1938 to 1,733,000,000 kilowatt-hours in 1948 
Use of electricity in the home and on the farm is more than three 
times the national average (PGE's domestic customers use 
an average of more than 4,900 KWH per year as against 
a national average of about 1,600 KWH). 


PORTLAND GENERAL ELECTRIC COMPay, 


OREGON’S PIONEER ELECTRIC UTILITY 


PGE has appraised its own “growth factor” in the light of the 
fast-growing area it serves. Well knowing the promise of greatness 
in this land of Oregon, PGE has put more than $22,500,000 into 
new facilities since the war's end. PGE is continuing to grow—to 
meet the needs of today and to make ready for the even greater 
needs of the future. 
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‘A Significant Endorsement 


The constantly growing acceptance of The Wall jt 
is shown by this world’ 


_ Reprinted here is a typical example of each of the following 247 business adver 


— — — 


A similar advertisement reproducing the 
business advertising appearing in The 
Wall Street Journal during September 
1947 ran 48 pages and consisted of 203 
copy examples. This current advertise- 
} ment of 56 pages is another reflection of 
The Wall Street Journal’s growth as a 
business advertising medium. To our 
knowledge it is the largest advertisement 

. ever published. 


ACCURATE SPRING MANUFACTURING COMPANY 
Russell T. Gray, Inc. 


AETNA CASUALTY AND SURETY COMPANY 
Wm. B. Remington, Inc. 


ALLEGHENY LUDLUM STEEL CORP. 
Walker and Downing 


ALLIS-CHALMERS MANUFACTURING CO. 
Compton Advertising, Inc. 


ALUMINUM COMPANY OF AMERICA 
Fuller & Smith & Ross, Inc. 


ALUMINUM IMPORT CORPORATION 
G. M. Basford Company P 


AMERICAN AIRLINES 
Ruthrauff & Ryan, Inc. / 


AMERICAN APPRAISAL COMPANY, THE 
Riau-Van Pietersom-Dunlap Associates, Inc. 


AMERICAN CHAIN & CABLE COMPANY, INC. 
Reincke, Meyer & Finn, Inc. 


| AMERICAN EXPRESS 
Kelly, Nason, Inc. 


AMERICAN TELEPHONE & TELEGRAPH CO. 
N. W. Ayer & Son, Inc. 


AMERICAN TRUST COMPANY 
McCann-Erickson, Inc. 


AMERICAN VISCOSE CORPORATION 
J. M. Mathes, Inc. 


A. M. EQUIPMENT CO. 
B. K. Davis & Brother Advertising Agency 


ANACONDA COPPER MINING COMPANY 
Albert Frank-Guenther Law, Inc. 


ARGOSY 
Royal & de Guzman 


ARMCO STEEL CORPORATION 
N. W. Ayer & Son, Inc 


ATCHISON, TOPEKA AND SANTA FE RAILWAY CO. 
Leo Burnett Co., Inc. 


AUSTIN COMPANY, THE 
Fuller & Smith & Ross, Inc. 


ag Hye SPRINKLER CORPORATION OF 
Meek & Thomas, Inc. 


AYER, N. W. & SON, INC. 


BADENHAUSEN OF WYNCOTE 
Albert Frank-Guenther Law, Inc. 


BANK OF AMERICA 
Charles R. Stuart-Advertising 


BANK OF CALIFORNIA 
McCann-Erickson, Inc. 


BANK OF MONTREAL 
Doremus & Company 


ay OF NEW SOUTH WALES 
T. B. Browne, Ltd. 


BANK OF NEW YORK AND FIFTH AVENUE BANK 
Doremus & Company 


BANKERS TRUST COMPANY 
Cowan & Dengler, Inc. 


BARTLETT, ENGINEERS, THE TEKRELL 


BECHTEL CORPORATION 
Ryder & Ingram, Ltd. 


BETHLEHEM PACIFIC COAST STEEL CORP. 
Jones & Brakeley, Inc. 


BLAW-KNOX COMPANY 
Al Paul Lefton Co., Inc. 


BRANIFF INTERNATIONAL AIRWAYS 
R. J. Potts-Calkins & Holden 


BUFFALO COURIER-EXPRESS 
Baldwin, Bowers & Strachan, Inc. 


BUICK DIV.—GENERAL MOTORS CORP. 
Kadner Agency, Inc. 


BURROUGHS ADDING MACHINE CO. 
Campbell-Ewald Company, Inc. 


BUSINESS WEEK 
Ellington & Company, Inc. 


CADILLAC DIV.—GENERAL MOTORS CORP. 
MacManus, John & Adams, Inc. 


CALDWELL & SCOTT, INC. 
Albert Frank-Guenther Law, Inc. 


CALIFORNIA BANK 
Erwin Wasey & Co., 

CALIFORNIA STEEL & CONSTRUCTION CO. 
Neale Advertising Associates 


CALIFORNIA TRUCK RENTAL co. 
J. Walter Thompson Co 


CANADIAN BANK OF COMMERCE, THE 
Albert Frank-Guenther Law, Inc. 


CARPENTER, WILLIAM E. 


CEDAR RAPIDS CHAMBER OF COMMERCE 
Ambro Advertising Agency 


CENTRAL VALLEY BANK OF CALIFORNIA 
Knollin Adv. Agency 


CHAMBERSBURG, PA., CHAMBER OF COMMERCE 


CHASE NATIONAL BANK, THE 
Albert Frank-Guenther Law, Inc. 


CHEMICAL BANK & TRUST CO. 
Doremus & Company 


CHEMICAL PLANTS DIVISION— 
BLAW-KNOX CONSTRUCTION CO. 
Al Paul Lefton Co., Inc. 


CHEVROLET TRUCK DIVISION— 
GENERAL MOTORS CORP. 
Campbell-Ewald Company, Ine. 


CHICAGO DAILY NEWS 
Chadwick & Harriman, Inc. 


CHICAGO & SOUTHERN AIR LINES 
Withelm-Laughlin-Wilson Associates 


CHIRURG, JAMES THOMAS, COMPANY, INC. 
CLARKE & COURTS 
CLEVELAND TRUST COMPANY, THE 


COLORADO SPRINGS CHAMBER OF COMMERCE 
Galen E. Broyles Co. 


CONSOLIDATED EDISON COMPANY 
Batten, Barton, Durstine & Osborn, Inc. 


CONTINENTAL CAN COMPANY 
Batten, Barton, Durstine & Osborn, Inc. 


CONTINENTAL FOUNDRY & MACHINE 
Walker and Downing 


COOPER-BESSEMER CORPORATION 
Griswold-Eshleman Co. - 


COSGROVE & COMPANY, INC. 
Gerth-Pacific Advertising Agency 


COWAN & DENGLER, INC. 


CRUMP INCORPORATED 
Walker and Downing 


DANIEL CONSTRUCTION CO. 
The Roland G. E. Ullman Organization, Inc. 


DAVISON CHEMICAL CORPORATION, THE 
Emery Advertising Agency 
DEISLER, PAUL F. 


DELTA AIR LINES 
Burke Dowling Adams. Inc. 


DES MOINES REGISTER AND TRIBUNE, THE 
The Buchen Company 


DICKIE-RAYMOND 


DICTAPHONE CORPORATION 
Young & Rubicam, Inc. 


DOUGLAS AIRCRAFT CO. 
J. Walter Thompson Company 


DOW CHEMICAL COMPANY 
MacManus, John & Adams, Inc. 


E. I. DU PONT DE NEMOURS & CO. 
Batten, Barton, Durstine & Osborn, Inc. 


EAGLE-PICHER COMPANY, THE 
Needham, Louis & Brorby, Inc. 


EASTERN AIRLINES 
Fletcher D. Richards, Inc. 


EASTERN, SOUTHEASTERN, WESTERN 
RAILROADS 
McCann-Erickson, Inc. 


EBASCO SERVICES 
Albert Frank-Guenther Law, Inc. é 


ECONOMY PUMPS, INC. 
The 8. C. Baer Co. 


CHIL EAY CORPORATION 
ward M. Power Co., Ine. 


EMPIRE TRUST COMPANY 


ERIE RAILROAD 
The Griswold-Eshleman Co. 


ESSO STANDARD OIL CO. 
McCann-Erickson, Inc. : - 


FAIRBANKS, MORSE & CO. 
The Buchen Company 


FARMERS DEPOSIT NATIONAL BANK OF 
PITTSBURGH, THE 
Batten, Barton, Durstine & Osborne, Inc. 


FERGUSON, THE H. K. CO. 
Meldrum & Fewsmith 


FIDELITY-PHILADELPHIA TRUST COMPANY 
Gray & Rogers 


FIDUCIARY TRUST COMPANY OF NEW YORK 
Edwin Bird Wilson, Inc. 


FIFTH AVENUE COACH COMPANY 
Buchanan & Co. 


FIREMEN’S FUND GROUP 
Doremus & Company 


FIRST NATIONAL BANK IN DALLAS 
Rogers & Smith Advertising Agency 


FIRST NATIONAL BANK IN ST. LOUIS 
Gardner Advertising Company 


FIRST NATIONAL BANK IN SANTA ANA 
Merchandising Factors, Inc. 


FIRST NATIONAL BANK OF BOSTON, THE 
Batten, Barton, Durstine & Osborn, Inc 


FIRST NATIONAL BANK OF MEMPHIS 
Air-Press Advertising Service 


FORD, BACON & DAVIS, INC. 
Victor A. Smith 


FORT INDUSTRY CO., THE 
Denman & Betteridge, Inc. 


FORT WAYNE CORRUGATED PAPER COMPANY 
Doremus & Company 


FOUNDATION COMPANY, THE 


FREIZ INSTRU. DIV.—BENDIX AVIATION CORP. 
MacManus, John & Adams, Inc. 


FRUEHAUF TRAILER CO., THE 
Zimmer-Keller, Inc. 


GAYLORD CONTAINER CORP. 
Oakleigh R. French & Associates 


GENERAL AUTO RENTAL COMPANY 
Samuel Taubman & Co. 


GOODRICH CHEMICAL CO., THE B. F, 
Griswold-Eshleman Co. 


GRAND RIVER DAM AUTHORITY 
Watts, Payne Advertising, Inc. 


GRAY MANUFACTURING CO. 
K. C. Shenton Advertising Service 


GREAT ATLANTIC & PACIFIC TEA COMPANY 
Paris & Peart 


GREAT NORTHERN RAILWAY COMPANY 
Campbell-Mithum, Inc. 


GREENE LINE STEAMERS, INC. 
Perry-Brown, Inc. 


GRISWOLD-ESHLEMAN  CO., THE 


GULF OIL CORPORATION 
Young & Rubicam, Inc. 


GUTH, EDWIN F., COMPANY { 
H. George Bloch Advertising Co. 


HAINES CITY JR. CHAMBER OF COMMERCE 


HARTE, JOHN J..COMPANY 
Kirkland White & Shell Advertising 


HARVARD BUSINESS REVIEW 
Walter Weir, Inc. 


HEWITT-ROBINS INCORPORATED 
Ross Roy, Inc. 


HOEL, JOHN D., ADVERTISING AGENCY 


HOLLAND AMERICA LINE 
Walter Weir, Inc. “ 


—é 


; 


— 


Effective selling to Business and indus 


Beet, ier eee é ok ate OPPS pediatric ce aereea, < 1 Get oe 


Ps i pdeh 
Pg Mic 


TE OU ee ee ee 


x Ck eS ee ew pr, a as Pe a ’ 3 "> € sine See eo ae ~ Ae Pig Pay ey 
i = . -— ie The ei By ga bie £ 4 a ae ; . ; ot > ie 4 4 a Ps 3 ak om She { ee , 
@ a ae ay yay Ae ; “i oy Bat ge Bi (rs ee ; eas ON ge aoe Ten Cp ae ee ‘ as 3 . : ns : “ered Z ty (ae 
* ay be! eS nu eo ree Se, ie okt nye : me nae 2 mig tie etic rs SCS a ee eg a is ng ete ee ee 

Tog ua fee = ee 7 oie 90,2. <n ” ——" ali is — Or ae ye “— _ Fi x pris. * Saree we Jae a -T geo pen a a * eset ae NN el 

Neoae Pe age Ge Oe en eS ee eee ee eee iio cr i ie i. See ee ees ‘c 2 : ey pie mee 

eee es eer eae Woe ae Cee eee ne pe Se cee den >a eo a a eS a a en army one Fea ee ence pe i Z 

ee Oe Ol ee a a ee eee °c naa 2 a. ae. ee 

—. bs, al — 2 a ee a a ee ee ne 
CO oe : ; Ee : : f . f 
: Mate? . . : . 4 : J i * 
F 
a: mr a a rms ° 
ea By 2 
ee vp 
sia tal A) ok 
Se eee ae 
Ps 
c- 
- 

a 

i eg hi 

tic ee ee eee 

fae 
ae * 
as 3 
SEER eal 7 
= / 
e CL ae eR, BOR ed LE es LEO SAE er ee AW Re 5 SE Le PO Nir Ee ae SI ace 
2 ES = 
‘ ———————— ee eS TTETOTO OOOO OO OO OOOSOOOOOOOOOOOOaalllS—S—eoS—NNeeeeeeeeeeeeeeeee : = 
ate LLL _ 
estes Cea . ee a a 
cet Sit ae x 
aes ‘ 
po | 
ix 
ene fF i 
5 Nee 

o's eee 

A ee 

a ii oa . 

_ 7 | Po 

7" Pe 
OO eee eee 
aes es 
oe ate eee 
al ey Fe Be 
ier =e 
ly 
i‘ - ‘3 ys ee 

sais es i ; Po 

| aa. ’ ee 

ing Set he a. 

ak ae a 

rs ees 

a ae ee 

eee. 
ge Senin 

Bites i. eve t 

7 bi hw : : 
aie aaeh 

> 

ae : a 

> : 
ie tak, - 

aia — Pe 

Long ate , ee ee 

ee Cann 

ae 

PBs = 

eS ea 

7 a ee 

a ee 

ee ‘. 

Be ae 

aa - = 
* i +.) 

E 3 
ae M 
ue eo ea > 
19 he, = a8 D : 
ee ee 

a _ oe ; ? 

: ‘ a ! a ee ee Ge 
ae 2) 
ee : Ge 

See 

+ ee ee iy 

re Me 

Bea eS Un 
SE ca T 
ee Us 
eae ie " 
er: Me 
ee a Po Ne 
ae A, | 

“i a NA 

a eee = 

ea ae NE 
r Mae os ke 4 

: 4 a s Po Po St 

¥ ; ag po 

koh eee aaa 

ice: ee NE 

rye eae 
Rare 
ie 
2 a 
x aie 

& aoe eC Bat 

eee 

eo ee | 

epee, N. 
Ts ne hat We 

— Pe NE 
Po a 
' 
ales - 
eS a a 
; 

See ee te 

ag ois sp Don 

ee NO] 

Me ri 25 H 

15s ae ee ou 
: c Po FP D. F 

‘ Ly eee i, ’ 
erm bat SS 
ec = —— 

J 

Bat eta . - 

Sal ag USA Pca, wv R > a : ” ’ i 2 

| 


treet Journal as a business advertising medium 
I} largest ad — 56 pages 


advertisers who used this Only National Business Daily during September 1949 


INDIANA, STATE OF 
McKain & Associates, Inc. 


IRVINGTON STEEL & IRON WORKS 
Wehner Advertising Service 


‘% JOHNSON & HIGGINS 
‘ Doremus & Company 


KAISER STEEL CORP. 
Young & Rubicam, Inc. 


KLIPFEL VALVES, INC. 
S. C. Baer Co., The 


KLITTEN, THE MARTIN R., CO., INC. 


KULJIAN CORPORATION, THE 
Al Paul Lefton Company 


LACKAWANNA RAILROAD 
Joseph Katz Company 


LANE-WELLS COMPANY 
Darwin H. Clark 


LIFE MAGAZINE 
Young & Rubicam, Inc. 


LOCKWOOD, GREENE ENGINEERS INC. 
Sanger-Funnell Inc. 


LOS ANGELES MIRROR | 

Smith, Bull & McCreery, Inc. 

MAC DONALD, D. K. & CO. 
‘bE «= MacWilkins, Cole & Weber 


MARCHANT CALCULATING MACHINE COMPANY 
Doremus & Company 


MARSH & McLENNAN, INC. 
Doremus & Company 


MASSACHUSETTS DEVELOPMENT AND 
INDUSTRIAL COMMISSION 
James Thomas Chirurg Company 


McMATH-AXILROD CORPORATION 
MEAD CARNEY & COMPANY, INC. 
MELLON NATIONAL BANK & TRUST CQ. 
Fuller & Smith & Ross, Inc. 


METROPOLITAN GROUP 
Walter Weir, Inc. 


MIAMI HERALD 

August Dorr Advertising, Inc, 
MID-CONTINENT AIRLINES 
Bruce B. Brewer & Cé. 


MIDDLE SOUTH, THE 
Dixie Advertisers 


MINNEAPOLIS & ST. LOUIS RAILWAY, THE 
The Fadell Company 


MINNEAPOLIS STAR & TRIBUNE 
Batten, Barton, Durstine & Osborn, Inc. 
MISSOURI-KANSAS-TEXAS LINES 
Winius-Drescher-Brandon Inc. | 


MISSOURI PACIFIC LINES 
D’Arcy Advertising Co. 


@ $=$\NASH MOTORS DIV., NASH-KELVINATOR CORP. 
Geyer, Newell & Ganger, Inc. 


NATIONAL CASH REGISTER COMPANY, THE 
McCann-Erickson, Inc. 


NATIONAL STATE BANK, NEWARK, N. J. 
United Advertising Agency 


NATIONAL SUPPLY CO. 
Meldrum & Fewsmith, Inc. 


NATIONAL TRUCK LEASING SYSTEM 
A. Martin Rothbardt, Inc. 


NATION’S BUSINESS 

L. E. MeGivena & Co., Inc. 
NEW HAVEN RAILROAD 
St. Georges & Keyes, Inc. 


NEWSWEEK 
Duane Jones Company, Inc. 


N. ¥. STATE DEPT. OF COMMERCE 
Batten, Barton, Durstine & Osborn, Inc. 


N. ¥. SUN 
Weiss & Geller, Inc. 


NEW YORK TELEPHONE CoO. 
Batten, Barton, Darstine & Osborn, Inc. 


NEW YORK TRUST COMPANY 
Charles W. Hoyt Company, Inc. 


N. ¥. WORLD-TELEGRAM 
Donahue & Coe 


NORFOLK AND WESTERN RAILWAY 
Houck & Co. 


OLDSMOBILE DIV.—GENERAL MOTORS CORP. 
D. P. Brother & Company, Inc. 


ORANGE COUNTY CHAMBER OF COMMERCE 
Robert Hammond Associates, Inc. 


PACIFIC COAST ENGINEERING CO. 

Wank & Wank Adv. Agency 

PACIFIC GAS & ELECTRIC CoO. 

PACIFIC MUTUAL LIFE INSURANCE CO. 
Foote, Cone & Belding 

PACIFIC TELEPHONE & TELEGRAPH CO. 
Batten, Barton, Durstine & Osborn, Inc. 


PACKARD MOTOR CAR COMPANY 
Young & Rubicam, Inc. 


PANDICK PRESS, INC. 
Doremus & Company 


PAYNE, BRUCE & ASSOCIATES, INC. 
William Von Zehle and Company 


PENNSYLVANIA, COMMONWEALTH OF 
Ketchum, MacLeod & Grove, Inc. 


PENNSYLVANIA ILROAD 
Al Paul Lefton Co., Inc. 


PEOPLES FIRST NATIONAL BANK & TRUST CO. 
Ketchum, MacLeod & Grove, Inc. 


PHILADELPHIA INQUIRER 
Al Paul Lefton Co., Inc. ° ; 
PHILADELPHIA NATIONAL BANK, THE 
Albert Frank-Guenther Law, Ine. 


PHILIPPINE AIR LINES, INC. 
Walther-Boland Associates 


PIONEER AIRLINES 
Rogers & Smith Advertising Agency 


PIONEER SERVICE AND ENGINEERING CO. 
Albert Frank-Guenther Law, Inc. 
PITTSBURGH COKE & CHEMICAL COMPANY 
Smith, Taylor & Jenkins, Inc. 


PITTSBURGH PLATE GLASS COMPANY / 
Ketchum, MacLeod & Grove, Inc. , 


PLYMOUTH DIV. OF CHRYSLER CORPORATION 
N. W. Ayer & Son, Inc. 


PONTIAC DIV.—GENERAL MOTORS CORP. 
MacManus, John & Adams, Inc. 


PORTLAND GENERAL ELECTRIC CO. 
Gerber, Joseph R., Company 
PROGRESSIVE FARMER, THE 
Albert Sidney Noble Advertising 


PROVIDENT TRUST CO. OF PHILADELPHIA 
Geare-Marston, Inc. 


PRUDENTIAL INSURANCE COMPANY OF AMERICA 
Harry Bennett Advertising Agency 


PUBLIC SERVICE ELECTRIC & GAS CO. 
Charles Dallas Reach Co., Inc. 


PUCK THE COMIC WEEKLY 
Robert W. Orr & Associates, Inc. 


PURCELL-DAVISON PRINTING CORP. 
Doremus & Company 


QUINN ENGINEERING 


R.C.A. COMMUNICATIONS, INC. 
Albert Frank-Guenther Law, Inc. 


REMINGTON RAND, INC. 
Leeford Advertising Agency, Inc. 


REPUBLIC STEEL CORPORATION 
Meldrum & Fewsmith 


REVERE COPPER AND BRASS INCORPORATED 
St. Georges & Keyes, Inc. 


ROBERTSON, H. H., COMPANY 
Fuller & Smith & Ross, Inc. 


ROCKWELL MANUFACTURING COMPANY 
The McCarty Company 


ROLLINS BURDICK HUNTER CO. 
Henri, Hurst & McDonald, Inc. 


ROYAL BANK OF CANADA 
Albert Frank-Guenther Law, Inc. 


RUSH FARM MANAGEMENT SERVICE 
RUST ENGINEERING CO. 


SANDERSON & PORTER 
Calkins & Holden 


SAN FRANCISCO CHRONICLE 
J. Walter Thompson Company 


SATURDAY EVENING POST, THE 
Batten, Barton, Durstine & Osborn, Inc. 


SCHRODER, J. HENRY, BANKING CORPORATION 
Albert Frank-Guenther Law, Inc. 


SHAW, BENJAMIN F.,CO. 
John Gilbert Craig Adv., Ine. 


SLOCUM, W. W. & COMPANY 
United Advertising Agency 


SOCONY-VACUUM OIL COMPANY, INC. 
Compton Advertising, Inc. 


SOUTH CAROLINA, STATE OF 
Jim Henderson Advertising 


SOUTHERN CALIFORNIA EDISON CO. 
The Mayers Company, Inc. 


SOUTHERN CALIFORNIA GAS COMPANY 
McCann-Erickson, Ince. ~ 


SOUTHERN PACIFIC CO. 
Wilhelm-Laughlin-Wilson & Associates 


SOUTHERN RAILWAY SYSTEM 
Newell-Emmett Company 


SOUTHWEST AIRWAYS 
Burke Dowling Adams, Inc. 


SOUTHWESTERN BELL TELEPHONE COMPANY 


STANDARD OIL CO. OF CALIFORNIA 
Batten, Barton, Durstine & Osborn, Inc. 


STARRETT TELEVISION CORP. 
Ray-Hirsch Co., Inc. 


STEVENSON, JORDAN & HARRISON, INC. 
Doremus & Company 

STONE & WEBSTER, INCCRPORATED 
Doremus & Company 


STONHARD CO. 
Philip Klein Advertising Agency 


STUDEBAKER CORPORATION 
Roche, Williams & Cleary, Inc. 


TENNESSEE, STATE OF 

Doyne Advertising Agency 

TEXAS BITULITHIC COMPANY 
R. J. Burke 

TEXAS EXPLORATION SURVEYS 


TEXAS AND PACIFIC RY. 
Rogers & Smith Adv. Agency 


TIDE WATER ASSOCIATED OIL COMPANY 
Buchanan & Co. 


TIMBER STRUCTURES, INC. 
Simon & Smith 


TODD COMPANY 
Merrill Anderson Co., Inc. 


TOWMOTOR CORPORATION, INC, 
Howard Swink Advertising Agency 


TRANS-CANADA AIR LINES 
McCann-Erickson, Inc. 


TRANS-TEXAS AIRWAYS 


TRANS WORLD AIRLINE 
Batten, Barton, Durstine & Osborn, Inc. 


TRAVELERS INSURANCE COMPANY 
Young & Rubicam, Inc. 


TROY RECORD NEWSPAPERS 


TURNER CONSTRUCTION COMPANY 
Walter Weir, Inc. 


UNDERWOOD CORP. 
Marschalk and Pratt Co. 


UNION BANK OF COMMERCE 
The Griswold-Eshleman Co. 


UNION PACIFIC RAILROAD 
The Caples Company 


UNION OIL COMPANY OF CALIFORNIA 
Foote, Cone & Belding 


UNITED AIRLINES 
N. W. Ayer & Son, Inc. 


UNITED GAS PIPE LINE Co. 
Bozell & Jacobs, Inc. 


U. 8S. FIDELITY & GUARANTY CO. 
Van Sant, Dugdale & Co., Inc. 


UNITED STATES LINES 
J. Walter Thompson Company 


UNITED STATES STEEL CORP. 
Batten, Barton, Durstine & Osborn, Ine. 


UNITED STATES TRUST COMPANY OF NEW YORK 
J. Walter Thompson, Inc. 


UNIVERSAL OIL PRODUCTS 
Almon Brooks Wilder, Inc. = 


WATERS EQUIPMENT CO., INC. 
Bruce Angus Advertising Agency 


WELLS FARGO BANK & UNION TRUST CO. 
Honig-Cooper Company 


WEST VIRGINIA INDUSTRIAL & 
PUBLICITY COMMISSION 

Advertising, Inc. 

WHITE ENGINEERING CORP., THE J. G. 

Doremus & Company 
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LOS ANGELES...INDUSTRIAL CENTER OF THE WEST 


ONE OF A SERIES 
SALUTING SOUTHERN 
CALIFORNIA INDUSTRIES 


> Thine r 4 Che Pg ‘* 
948 VOLUME OVER $90,000,000 “ 
s A ad Pk aaa ee soe fa ’ 


Bread, rolls and other bakery items produced in over 
600 bakeries make Los Angeles one of the nation’s 
largest baking centers. Available to this industry, as well 
as to others operating here, are the specialized facilities 
of California Bank...an industrial, business-minded bank 
; to serve the industrial needs of Southern California. 


California Bank 4/o/ 


MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION 


CALIFORNIA TRUST COMPANY (OWNED BY CALIFORNIA BANK)+TRUST SERVICES FOR CORPORATIONS AND INDIVIDUALS 


Advertising Age, October 10, 1949 


Lifeline for Western Industry 


way of one of the nation’s shortest iron hauls. 
There is enough ore in this deposit to last for more 
than 60 years. 

More evidence of the unsurpassed resources of 
the West’s only integrated independent steel plant 
... which is bringing more industry, more jobs, 
more wealth to the West! 


Western steel—and the hundreds of important 
industries it supports — needs a close-up supply of 
iron ore. 

To assure the West a stable steel source, Kaiser 
Steel developed its own rich iron ore deposit at 
Eagle Mountain, California ... which supplies 
Fontana’s blast furnaces with 3,000 tons a day by 


It's good business to do business with 


CUpiser steel — 


built to serve the West 


PROMPT, DEPENDABLE DELIVERY AT COMPETITIVE PRICES - plates * continuous weld pipe * electric weld pipe * hot rolled strip 
hot rolled sheet * alloy bars * carbon bars * structural shapes * cold rolled strip * cold rolled sheet * special bar sections * semi-finished steels 
pig iron * coke oven by-products * For details and specifications, write: KAISER STEEL CORPORATION, LOS ANGELES, OAKLAND, SEATTLE 


AVE You 
made a Will? 
and will it work ? 


Wise management unshackles need- 
ed fundstied up in automotive equip- 
ment. Truck feasing, the NTLS way, 
makes truck operation a direct busi- 
ness expense instead of a capital 
liability. WU ayy, 


“| Coll the phone number 
shown in the classified 
— under this 
Mace you have been thinking about making 
o Will—maybe revising the one that you have, 
If you have no Will or have one'that won't work, 
you are not properly providing for your family. 
Changes in family situations, changes in. tax 
laws, suggest the necessity of examining estate 
plons frequently. 


ie 
other bos! 
leosin®d 


When considering your estate problems read 
the new Bank of America booklet “MAKE A 
WILL THAT WILL WORK", which outlines in that 
very simple language the steps you should take 
to carry out your plans. A copy may be obtained 
through any branch. Ask your branch manager. 


Your attorney will see that your plans are F nm y 
2 legally effective. uct ? 
a Let Klipfel design and pro- 
. ‘ duce the regulating valves in 
Bank of America 8 your product. Our engineers 
NATIONAL [iW\VWek ASSOCIATION ; are valve men of long experi- 
Statewide Trust Service ence, but they’re also receptive 


to your ideas. Our plant is 
close-knit and “fast-moving,” 
with unusual facilities. 

Let's discuss your regulating 
valve problem. No obligation. 


Stwoce reocear CcPoey inepeance torrcranee 
SEM OLE FEOER es REO LONE Oretee 


VALVES INC. 


Division of Homilton-Thomes Corp. 
HAMILTON, OHIO 


Here are a few of the prize-winning 
photographs which have earned 53 
awards during the past two years 
for the 17-man photographic staff of 
the Minneapolis Stor and Tribune: 


“LOSERS WEEPERS” 


by Bonhom Cross 


“CONTOUR PLOWING” by Wallece Kemmans 


Minneapolis 
Star and Tribune 


EVENING MORNING & SUNDAY 


585,000 SUNDAY: 465,000 DAILY 


“wiLD THROW" 


— ff . 
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WHAT WE 8EALLY ENGINEER _ Bw Pilak hn 


A STEEL STRIKE 
IS NOT JUSTIFIED 


Philip Murray, President of the United Steelworkers of America 
(CIO), threatens. a steel strike on September 25, 1949. Why? 
How much time have you got? F Simply because we and other steel companies will not bow to his 

¥ unreasonable demand that unless we now agree in advance to the 


recommendations of the Presidential Steel Board, the Union will 


ER 1949 


we oe sat 


Fast action in the design and construction of new plant facilities is here again 


because Austin will give you . . . not resume collective bargaining with us. Before the Presidential 
A Fost Start... diggin? can start within a few days after the contract is Steel Board ‘was established, the President of the United States 
signed — even before drawings are completed. gave express assurance that the endations of the Board 
Sen nal Nasteabee Sah. thane yoo seed SAUMEN S0bdNS ot Weed ate Mating epee ter pany, 0 eps wpa Eat eute- 
200,000 sq. ft. of single story floor space (subject, of course, to prior sale). standing that United States Steel appeared before the Board. 

Fast Progress . . . under the Austin Method of Undivided Responsibility, United States Steel has several times notified the Union of its 
engineering and construction are co-ordinated under a single contract. | willi alii be o collective bargaining with the Union 


nteed Completion Date .. . under | d Ity el f ; : ; 
poeye a rh if desired. 4 tani a acetantta tain for the purpose of attempting to arrive at some mutually satisfac- 


Guaranteed Total Cost . . . the answer to the important question of cost tory solution of all of the issues in dispute. Collective bargaining 


is known in advance. is the method established by law for the negotiation of labor 
Cape Cod to Golden Gate . . . long established —since 1921 —Coast contracts. We renew such offer to resume collective bargaining 
to Coast District Offices provide complete layout, design and construction : ; 

with the Union. 


service wherever you want it. 
Whether it’s a complete new plant at an entirely new location, or an addition United States Steel has already stated its willingness to join 
to an existing facility, the chances are Austin can give you what you need, with the Union in a joint study of pensions, such study to be 
when you need it. Why not discuss this new fast service with us? ‘ : 

concluded by March 1, 1950, if possible, so that there may then be 


* . ° intelligent bargaining over a pension program. Furthermore, 
m 
The Austin Company (si 1p) Engineers and Builders Stedid th Ghd teiadensh he ahdaill Unt clilltieaat tats ta 


NEW YORK «+ PHILADELPHIA « PITTSeURGH + CLEVELAND + WASHINGTON. 0. c. «+ BFTROIT «+ CHICAGO 


3 INDIANAPOLIS + ST. LOUIS + HOUSTON + LOS ANGELES + OAKLAND + PORTLAND + SEATTLE + TORONTO negotiate with the Union for a contributory program of social 


insurance, toward the cost of which United States Steel will con- 
tribute up to 4 cents an hour as its proper share. 
If a strike occurs, the Union must assume the responsibility. 


The car that Mikes | UNITED STATES STEEL 


to be compared, 


LYMOUTH 


Great Vatue is built into every beav- 
tiful inch of the new Plymouth. For the 
positive proof —cogpare! Put thie great- 
est Plymouth ever built up against the 
other cars—feature for feature, dollar 
for detlar, mile for mile! 

Look at all three of the leading low- 
priced care. Plymouth —and only Plym- 
outh—has the famous Air Pillow Ride 
—now smoother than ever. 


1—low-priced car “A” has 68 to 1~ 
low-priced car “B” has 6.6 to 1. You 
get greater performance because Plym- 
outh’s higher compression squeezes more 
power out of every drop of gas. And 
Plymouth is the only one of “all three” 


neopr ene 


with the sensational new chrome com- Nature made the raw material for rubber available in 
 so-unped that adds thousands of the juice of many tropical plants. But it took scientific 
miles to the life of the engine. research to produce Du Pont neoprene from coal, lime- 
ge ~ —— oe ba stone and salt, and neoprene for many purposes is 
wr ne spectacular new safet 
yess Safety Rim Phods aid’ ‘Safe superior to natura! rubber itself. 
Guerd Hydraulic Brakes. Patented re- Today industry uses millions of pounds of neoprene a 
taming humps hold the tire straight on year. Even though it is priced higher than natural rub- 
the rm in the event of a blowout. ber, neoprene enables manufacturers to give you better 
Powerful brakes give quick, safe, accu- value—in articles that resist oils and greases, stand up 
rate stops, without grabbing or biting. under exposure to direct sunlight, and have superior 
These are just some of the reasons aging and flame-retarding qualities. 


why the ne th is the that : 
likes ot pte mw on wpe To produce neoprene required six years of laboratory 


low-priced cars—but even to care cost- study; the work of scores of skilled research chemists, 
ing bundreds of dollars more! Visit your engineers and other scientists, a research and develop- 
nearby Plymouth dealer —be'll be glad ment expenditure of millions of dollars. 

to arrange « demonstration ride, Only a big company can afford continuous research of 
this type. It takes special and complex equipment— in 
research and testing laboratories . . . in pilot and full- 
scale plants—for efficient production. It takes money — 
7 usually a lot of money —to pay for the months and years 
of hard work that turn an idea into a practical product. 
White sidewall bres chrome whee! cove: 904 fre) 90a LeuP guards options! o! ext/a ens) Today Du Pont manufactures on att 
scale. It is the kind of job a large company does best. 


Of 22 quality features found in high-priced cors—the new Plymouth hes 21... ©. |. du Pont de Nemours & Co. (inc.), Wilmington, Deleware 


PLYMOUTH low-priced car “A” has 13... low-priced gar “"B”’ hes 4. Thet's why the Plymouth 


gS GREAT CAR Epa (ei ta geen geenat aa QUPIND 
> DRIVE THE NEW PLYMOUTH—AND LET THE RIDE DECIDE! Gi PND 


teu 5. vat ort 


BETTER THINGS FOR BETTER LIVING 


PLYIOV IN Denatee @ CHEYSLER CORPORA!ION Outre Tl Mctngan 
+ «+ THROUGH CHEMISTRY 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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IHE PITTSB 


ALL.pp, VATE-Room 


the all-room favorite for an overnight New 
VYork-Pinsburgh tip, The Pits: ber now be- 
comes a new ALL-PRIVATE-ROOM TRAIN! 


Autractively desi d, mew ALL- 
PRIVATEROOM SLEEPING CARS with Draw. 
ing Rooms, Compartments, Bedrooms (in 4 
styles), Duplex Rooms and Roometes offer 
latest conveniences for your comfort en route. 
Bach room has personalized controls for lighting, 
heating and >) . extra-length 
mirrors... space for wardrobe and 
luggege.. . ond many other up-to-the-minute 


enclosure of toilet facilities in an annex in all rooms 
designed for occupancy by more than ome. 


Also for your enjoyment are two handsomely 
furnished new Lounge Cars—relaxing, spacious 
settings for your before-bedtime leisure. And... 
in The Pittsburgher's colorfal new Dining Car 
.. the delight of a fine breakfast carefully served 
by well-crained personnel adds new pleasure 
to the start of a mew day. 


Next crip, spend a restful, carefree night aboard 
this great new train! 


For Reservations phone PEnnsylvansa 6-2000 


THE PITTSBURGHER ~ 
(Deity except Saturdey mighty and 
Mew, 24, Dec. 25 end Jon. t) 

bv. New York @enes. te) 11:59 P.M. 
Ar. Pittsburgh... ... . 6.55 AM. 


Ly. Pittsburgh ....... 11.00 P.M. 
Ar. New York (Penns tm) 8:00 A.M. 
(Meeping cor: evetiebic in Piebergh 9 30 7 m) 


\®) PENNSYLVANIA RAILROAD \fy 


. Satety— With Speed and Comfort 


Ge By Train . 


urlington lines. 
West to Spokane, Seattle- Portland 


Mv 9 acaat when you go GREAT MORTMERN (A You go great when you go GREAT MORTMERN (o> You go grant wan you go GREAT WORTHERN (> You go great when you go GREAT NORTHEAN 


a rene ror GRCAT WoRTMERA Law Ho go grate when you go GHBAT WORTMERA La 


LAY 9° geaat when you ge GREAT WORTHERA, | Le 9° geist whan you go GREAT WORTWERA 


Mighty fine traveling... 


% 

YS @ The reasons which 

lead Buffalo's department stores 
to spend an ever-increasing por 
tioa of their advertising budgets 
in the Courier-Express are good 
reasons why it’s also your best 
medium, 
Your dollar buys MORE space 
-«- MORE insertions in the 
Courier-Express . .. MORE im- 
pact on the customers with the 
money to BUY your products. 


*Competition’s Gain 50% 


Repro seatanwes =o 
en sealatas Meeker See 


Beth wine lene Citenge Union Station daily over 


|, Vancowwer, B. C. 
Connect in Portland with the new “Shasta 
for San’ Francisco. 


°Precipitated Caictum Carbonate tHydreted Caictum Siiente 


* CAUSTIC SODA 
* SODIUM BICARBONATE 


* prrtcipee 
* CALCENE Tee 
Calcium 
—_ + SILENE EPt 


PITTSBURGH PLATE GLASS COMPANY 
COLUMBIA CHEMICAL*DIVISION 
PUTH AVE. AT BELLEFIELD * PITTSBUROH |}, PA. 


rare + Gree + emnere 


+18 + SReTERE © Grantee 
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|W. W. SLOCUM & CO. 


ENGINEERS 
INDUSTRIAL & MANAGEMENT 
1060 BROAD ST., NEWARK 2, N.} 


. Mark of PROGRESS in Railroading 


Ever see a picture of foresight ? 


So Erie's foresight in adopting the diese! 
1s today helping to better on-time perform- 
ence and play en important part in sseur- 


These two locomotives posing for their 
Picture dramatize « story s big oews 
im railroading —the rise of the diesel. 


1926. The order called for cwo diesel 
switchers, “granddaddies” of the one shown 
here. That modes start has sow grown 
to « figure of 183 Erie diese! locomotives 


road diesels 


Erie 
Railroad 


Serving the Heart of Industrial Americe 


THE GREAT MIDWEST 


Land of New Industrial Horizons... 


Tur MIDWEST, for 
4, generations the No. 1 


poaltry; and rank high ia 
barley, wheat, sugar beets, 


three-fourths of America’s 
iron ore. 


Already, the Midwest's ia- 
dustrial progress has been 


DEPENDABLE 


AGRICULTURAL € 


DOW ANNOUNCES 
another new product 


DOW DEFOLIANT 


for use in 


DEFOLIATING COTTON BEFORE HARVEST 
This product fulfills the need for a defolient that will 


perform in dry or damp weather. 


NOW AVAILABLE =SEE YOUR DOW DEALER 


SAN FRANCISCO 


‘DOW CHEMICAL COMPANY =~ 4 


‘SEATE, WASH. 


SEAL BEACH CALIF. 


passed service with equipment 
and tracks as fine as any in the 
world; supplemented by 
modern highways, pipe lines 
and inland waterway barges. 


How you ¢an get a 


COMPETITIVE ADVANTAGE 


You can obtain « definite competitive 
in your industry im the matter 
of power costs by using my tranaportabie 


With these boilers, I believe I have— 
after 48 years in the power field 
fale abe solved the problem of huge capi- 
tal investment and high operating costs 
for in industry today. 

These units—traneportable by rail, 


The boilers are placed outdoors in steel 
away with costly 


ensing, doing 
To get the capacity required to operate your plant, simply 
multiply the number of units. In slack times, cut out the boilers 


consulting 
you can beat your competition in 
production job. Write or wire me today. 


BADENHAUSEN of WYNCOTE 


JOHN PHILLIPS 
BADENHAUSEN 


South Ave. end Reading Railroad © Wyncete, Penns. 
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NEW DEPTH R RECORD! 


World’s foremost deep well driller reaches 20,521 feet to beat own record! 


For the first tiene, 0 well hes reached and passed the pro 
viously “unattainable” depth of 20,000 feet! And for the 


Pacific Creek No. |, like the two previous deepest wells 
shown above, was drilled with machinery and equipment 
furnished by The National Supply Company. We're 
proud of that, naturally. 

But this first well to reach and exceed 20,000 feet is im- 
portant far beyond that. be is tenyoctant Senses & epene 
a whole new subterranean frontier tremend bl 
in keeping America's wleal off censvens eafsly chead of 
broadening oi! demand. 

Six years ago, National Supply engineers visualized drill- 
ing equipment that would make possible the opening of 
that frontier. After the interruption of the war, they 
resumed their work—and at the Tulsa oil show in 1948, 
the Ideal Type 160 Consolidated Rig was introduced: the 
first completely integrated power drilling rig designed to 


reach 20,000 feet. Draw works, hoisting tackle, diesel 
engines, pumps, automatic control equipment, and tubu- 
di were predicated on weights and pressures, 
covessus end ctiainn,-qnesuntered at depths never belere 
reached. Together, they combine technical advances 
never before built into any drilling equipment. 
Skilled crews of The Superior Oil Company put this new 
deep drilling rig to its first test under the toughest pos- 
sible conditions at Pacific Creek No. |, near Rock Springs, 
Wyoming. It did the job for which it had been designed: 
it reached and passed 20,000 feet! 
The use of machinery and equipment furnished by The 
National Supply Company to drill the world’s deepest 
well—and the two previous depth record holders— 
dramatizes the pioneering role which National Supply has 
always played in serving the oil industry. It illustrates 


oil industry, and for many other industries as well. 


THRE NATIONAL SUPPLY COMPANY 


Executive @ffices 


NATIONAL OIL FIELD 
MACHINERY & EQUIPMENT 


Pittsburgh, Pa. 


Does your Compensation Insurance fully pro- 
tect you in every state where your employees 
may go on business? 


Since each state has its own Workmen's Compen- 
sation Law, there is a possibility of serious unin- 
sured loss unless your insurance is written in 
accordance with the laws of all states where your 
employees might be injured on business trips. 


The Aétna Plan of Insurance Analysis for finan- 
cial institutions will provide (1) a complete 
study of your bank's insurable exposures, (2) a 
detailed comparison of these exposures with 
your present insurance policies, (3) a construc- 
tive report which includes a visible record of 


Does your bank have protection, no matter who 
may drive an automobile on bank business? 


It is commonly held by the courts that any firm deriving 
a profit or benefit from the use of an automobile — 
whether it is owned by the firm or not — is responsible 
for its safe operation. 


Is the total amount of insurance on your bank 
building less than that required by a Coinsur- 
ance Clause? 


Under the terms of a Coinsurance Clause, you 
agree to carry a cotal amount of insurance equal 
to a stipulated percentage of the value of the in- 
sured property. If you fail to do so, you will not 
be fully repaid for any loss chat may occur. 


your insurance program and recommendations 
designed to provide the most complete insurance 
program available, (4) a continuing control plan 
which keeps insurance in line with changing 
requirements. Ask the Aitna Agent in your 
community for complete details. 


ETNA CASUALTY AND SURETY COMPANY 
Affiliated with Bina Life Insurance Company 


HARTFORD 15 


IND Standard Fire | Comp 


CONNECTICUT | 


This precision, hair-operated in- 
dicator is manufactured and cali- 


In Canada today - 

9 The tcemendous oil 
| have started a flow of American capital 
across the border. American capital is com- 
ing in partly to finance new wells, and the 
building of storage tanks, pipe lines and 
transport facilities needed to transform this 
vast potential wealth into gn actuality. 

Wh ne neatly 100 wat A in important 
oil-producing areas, The Canadian Bank of 
Commerce is ideally situated to act as finan- 
Gial headquarters for this rapidly developing 


| 
| 


Size — 4" high, new industry. With complete bahking {acili- 
5%" wide, 144" deep. brated to professional standards ties, and intimate knowledge of the oil man's 
’ by the maker of the world’s finest needs, we are able to Gas ten those extra 


dial. Your trademark on the case 


Services of special value to the industry. 


Melly 
Frinaye: Commercial Letter 
IAN. RANK 


PRECISION HUMIDITY o CS TD § bie COMMESCE 
° distinguished gittr only *18 Head Office : Toronto 
AND TEMPERATURE INDICATOR Special Gesnuats on quantity orders. 560 Branches across Canada and in 
Order irect from ee es re 
FRIEZ INSTRUMENT DIVISION of =a 
Dept. ‘W—Beltimore 4, Maryland arenes 
FOR INDUSTRY 
A leading 
COMMERCIAL 
Lue 
BANK 
with 
2 broad knowledge Write 
of conditions in the ew 
ve in the Heart 
Complete correspondent facilities of Florida af . 
Wide fiduciary experience City with plentiful labor, competent . ; 
§ Satter et cet aes: co.oRbD0 SPRINGS 
Provident Trust S Sagan facilities and low power 35 New Industes Since the Ws 
Company I Se sees one eens qt ae SS Ot 
‘or you. : : eS 
OF PHILADELPHIA Address inquiries to: (a 
ce Haines City age 
Sg ggg || ob MAE Foon 


Gatsninthanadihoen 
the finest and fastest Py md tam aoe be 


Américas . 


. solamente 
Amatens.. . only hours to Cuba and 
Panama ... manana 


Panama... overnight to South America. 


América. Disfrute del lujo de su litera 
vada o 


Pe ee ae aoa 


hip ROPE ATES ba 


} Presenting 
“4 onguistador 


, ee  eengnaee, 


proudly presents E] Conquistador, 


y rapido entre las 
breves horas a Cuba y 
Ud. estar en Sud 


Enjoy en route the luxury of a private 


asiento cémodo en les lujosos 
or reclining chair in Braniff’s sumptuous 


Precios al alcance de 
cuisine, no. charge of course. Rates within 


todos. Vuele via El 
teach of all. Fly El Conquistador. 


RANIFF 
4S lommalional AIRWAYS 


NEW YORK CITY, N. Y. 
60 E. 42nd St., Phone MU 7-7144 


FROM NEW YORK OR THE EAST COAST 
fly via connecting airline to Chicago or Havana where you board 
El Conquistador. Braniff also offers El Intercontinental, low-cost 
air coach service to Latin America. All Braniff flights carry pas- 
sengers, cargo and mail. Call your Braniff office of travel agent 
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It’s good business to do business from St. Louis 


Bs Like more and more of America’s leading firms, than any other industrial center in America. 
you may find that it pays to manufacture in or — When you do business in St. Louis, you enjoy 
distribute from St. Louis, gateway to the West 44, advantage of a large, stable intelligent labor 
and Southwest. force. Less than 8% of all wage earners are employed 
Here are just three of the reasons why... in any one industry—another factor in the eco- 
In St. Louis you will find 357 of the 468. nomic stability of the St. Louis area. 
industries recognized by the Bureau of Census. —_ As the largest bank in this area, we are naturally 
This gives St. Louis the most diversified industry of _ interested in the community's growth. And we are 
any city in the nation—and makes for excep- _ prepared to serve you in all the ways that a great 
he hee tional economic stability in good times and bad. —_ industrial area’s leading financial institution can. 
vo 2. St. Louis stands just about in the center of the fp, complete information, write . . . 
GS United States. This means you can ship your goods fyRsT NATIONAL BANK IN ST. LOUIS, 
to more markets... faster... easier and cheaper. Broadway, Locust and Olive Streets, St. Louis 2, 
When you headquarter in St. Louis, you are Missouri. Send for your free copy of “Industrial 
within a night's travel of a larger sales territory Report on St. Louis.” 
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NATIONAL BANK 


IN ST.LOUIS 
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The work of these far-off French West Africans is closer to your interests than 
you might think. Every year, Aluminium Limited sends parties of geologists and 

engineers to many lands. Expeditions are made on mule-back and by airplane 
IncoT . . . by water and through jungle. Assisted by natives, they search for: bauxite 
and other resources to broaden the base of modern aluminum production. 


In a progressive international organization like Aluminium Limited, explora- 

CONS © BtCS tion never ceases. Exploration not only in the field but in the laboratory . . . in 

production techniques and in distribution methods . . . is at work to bring you 

more of aluminum’s lightness, strength, and beauty at lower cost. Moreover, 

SHAPES © WIRE © ROD Aluminium’s investment last year in plant expansion and improvement alone 
totaled $21,000,000. 


To you, Aluminum Import Corporation brings the advantages of Aluminium’s 
consult © rom world-wide facilities and technical knowledge, plus a helpful familiarity with 
shipping, exchange, and deliveries—here and abroad. Aluminum Import 
Corporation, 620 Fifth Acenue, New York 20, N. Y. — Av. Ing. Luis A. Huergo, 
NAS © CHEMICALS 1279, Buenos Aires — Rua Da Quitanda, 96, Sao Paulo. 


Cable address; ALIMPORT 


ALUMINUM 


Orstributing uni, in the Western Hemisphere, of the ALUMINIUM 
LIMITED group of companies. Offices and agents in 30 cities. 


FOR THE AMERICAS 


backed by world-wide 
resources 


Stopped up 


Turn first to the Classified 
Directory for whatever 
you need. It’s your handy 
guide to ’most everyone in 
town who sells or serves. 
You'll find it fast in the 


YELLOW PAGES 


i The Pacific Telephone 
De leg Campary : 


31% ANNUALLY 


ON YOUR PLANT 
INVESTMENT 


Local taxes and electric power rates are major cost items 
in any industry. A recent study of these factors in 33 leading 

* cities revealed that the combined cost of such items in Mem 
phis is lower than that of any city surveyed except Seattle, 
Washington. On « plant investment of $1,000,000, the an- 
nual saving effected over the average of the other 32 cities 
amounts to more than $33,000—a yearly “return” of over 
34%. 

A condensed summary of the study, which was made 
and released by the Memphis Chamber of Commerce, is 
given below. The figures are based on a $1,000,000 invest- 
ment, with electric power demand of 1,000 KW and month 
ly energy usage of 400,000 KWH. Ad valorem tax rates, 
with proper adjustment for the prevailing ratio of assessed 
to true value, were taken from published authenticated 


figures. 


com TAX AND ELECTRIC POWER RATE SAVINGS 
IM MEMPHIS OVER 31 OTHER MAJOR U. $. CITIES* 


= «sa SE SE 


$10.470 $11.316 521.788 
16.090 31.272 47,362 


Pittsburgh —..... 25.950 13.848 39.598 


a 38.136 
AVERAGE ANNUAL SAVING — MEMPHIS OPERATION: $33,015 
"Detaled breakdown, showing aotudd rates, ete. furnished on request 


In addition to its low power and tax rates, this centrally - 
located city offers many other advantages including a wide 
marketing and distributing area, an outstanding and highly 
cooperative local government, excellent river, rail, high> 
way and air transportation systems, plentiful labor supply 
and adequate banking and credit facilities geared to the 
needs of today’s industry. Inquiries are cordially invited, 


NOW you can book 
passage to FRANCE 


AS WELL AS ENGLAND AND HOLLAND 


on a famous Holland-America Liner 


NOORDAM—Sept. 23 ond Oct. 2) to LOW OFF-SEASON 
Le Havre and Rotterdam RATES ! 
NIEUW AMSTERDAM —Sept. 30 ond Oct. 


28 to Southampton, Le Hovre and Se Ge hee 
— ENGLAND 


WESTERDAM—Odt. 8 to Rotterdam, Nov. 1! FRANCE 
th Setiensien und Qetied 
VEENDAM—Oci. 13 and Nov. 19 to South- 
empton, Le Hovre and Rotterdam. HOLLAND 
50-DAY LUXURY CRUISE AROUND one = on the NIEUW 
AMSTERDAM — Feb. 7, 1950—$1490. up. Also 5 shorter cruises to the 
West Indies and South America —10') to aati up 


Your euthorized TRAVEL AGENT has full details 


Ahlland-Atnerica Line 


oe 29 Broadway, New York 6, N.Y. Tel. WHitehall 4-1900 


tk 


Ih Ca ee lo - salon Bruce Payne CONSGEMENT 
Kuljian and Associates, Inc. NO 
ENGINEERS « CONSTRUCTORS 4 
Westport 1, Connecticut 


Boston 16, Massachusetts 
Chicago 11, Illinois fae 


Plant Ledgers 
| The AMERICAN 
APPRAISAL Company 7 


1200 H Gross SH. Phiteeriphe 7, Pe 
Se Petersters Wash ngtos 


Over 50 Yeors of Service 


LOS ANGELES AND SAN FRANCISCO 


———- 
— 


Industrio! Plants, Steam and Hydro- 
Electric Stations, Marine Terminals, 
Po UP TCR mw TRATONN River and Harbor Developments 


RECEVINO - PROCESSING THE FOUNDATION COMPANY 


STORAGE — DISTRIBUTION COUNPER 1903 


5? WILLIAM STREET, NEW YORK 5, W. Y. 
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Rew. of 


Ship Via W ry 4 


Through the Port of Norfolk 


If it's Int tal—mark 
it "N. & W. Via Norfolk”! 

Speed and sureness are 
what you're looking for 
»+.and you have 
double assurance 
of both in the 
Norfolk and 
Western's 
combina- 
tion 


adie Teas Te ce oR . 
astal Minde 


fast, dependable 
rail transportation 
and extensive, mod- 
ern, “geared for the 
job” facilities at the Port 
of Norfolk. 
The Norfolk and Western's 
files record thousands of cases in 
which shippers have economized 
by routing their intercoastal freight 
over the N. & W. and through the Port of 
Norfolk. Our freight representatives are 
located in 41 principal cities —as near as 
your telephone. Let them explain how you can 
expedite and economize with your intercoastal 
shipping — by shipping "N. & W. Via Norfolk.” 


For inf i ing rates, routes and 
fast schedules, call or write W. C. Sawyer, General 
Foreign Freight Agent, Norfolk and Western Rail- 
way, 233 Broadway, or other N. & W. freight repre- 
sentatives in principal cities. 


a 


ate, 5 <a 


ages 
x 
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YOU'LL ENJOY ONE OF THESE 
LONG DISTANCE CHATS... 


We were surprised to find that so many 
people still think or feel there is some 
reason for restricting their use of the 
long distance ‘telephone. There was a 
good reason in wartime, when we used 
to say, “Save seven to ten—for the ser- 
vice men,” but there isn’t now. So why 
not make that out-of-town call to wish 
somebody a happy birthday, arrange a 
trip, find out how Aunt Martha is get- 
ting along or just for the fun of talking 
to somebody miles away? 
As more and more long distance cir- 
cuits become available each day, most 
out-of-town calls take less than a minute 
to put through, and we can’t think of 
anything that is likely to give you more 
satisfaction for the little it costs. 


How to telephone 
out-of-town at bargain rates: 


YOU CAN'T PASS OUT CIGARS over the tele- 
plone—but you can let all your out-of-town 
friends and relatives in on the “big event.” 
And you'll get the kick of your life out of 
mying “It's « boy . . . or girl . . . or twins” 
over the long distance wires. 


NO. 25 OF A SERIES 


Newest plant of Continental Can Company nearing completion in 
the heart of the steel-prodycing country near Pittsburgh. It contains 
700,000 square feet and will be used for the manufacture of metal 
cans for food, beer, oil and miscellaneous industrial products, as 


well as crown caps. 


HANS A. EGGERSS, President of Continental Can 
Company, said: “Our new Pittsburgh plant will be 
close to our raw materials sources, and, thanks to excel- 
lent transportation facilities, within economftal hauling 
distance of our biggest markets." 


Winthrop-Stearns Inc., and the George A. Breon Com- 


pany—subsidiaries of Sterling Drug Inc., which does a 
gross volume of over $134,000,000.00—have opened 4 
pharmaceutical plant at Myerstown, Pa., which is 
turning out a million packages of drugs a month. 
RALPH W. HENDERSON, Divisional Vice-President 
for Winthrop-Stearns in charge of the Myerstown 
plant, said Myerstown was chosen because: 

“Location: The plant is within a few hours of New 
York, or an overnight journcy. 


i The total 
new iLvvestment wes more than twe billion dollars. 


“Labor: The company found workers in Pennsylvania 
not only efficient, but extremely conscientious about 
their work 

“Climate: The plant is in a temperate zone, not subject 
to weather extremes. 

“Power Supply: Utility arrangements here can be 
counted upon when needed. 

“Transportation: The plant has access to the Reading 
Railroad and is near well-traveled highways." 


Billions of new capical have been poured into produc- 
tive facilities in Pennsylvania since the war . . . new 
plants . . . expansions of old ones. The State Depart- 
ment of Commerce would like to tell you about 
possible sites, markets, raw materials sources, taxes, 
etc. Write to Harrisburg, Pennsylvania. 


COMMONWEALTH OF 


Pennsylvania 


JAMES H. DUFF THEODORE ROOSEVELT Ht 
Governor Secretary of Commerce 


YOU KNOW HOW MOTHER IS. She'll worry if 
be doesn't hear from you—and there's noth- 
ing like a long distance call to put her mind 
at ease. It doesn’t cost a penny extra, either, 
to put Dad on the line for a few words. 


Here are typical Station-to-Station night and Sunday rates from 
TOWN NAME 
For rates to other places see the inside cover of your telephone directory. 


It costs so little to call — 


ME bch > Kanna “Sr See a tee Lay § yy eer. $Les 
Syracuse... 5... a tw» 6. 1.15 — Salt Lake City ...... 199 Montel... ..... BB 
I dairhs Caitiat BS Philadelphia... ... Be FM as » von ets 2.00 Washington, D. C. se 
Los Angeles .. 0... O00 Mc os os vee Be GE ei si neni ee eee 3s 
Denver. ...... <a MN ven 0 ocawe 115 New Orleans... .... 1.50 Portland, Maine... . . .) 


The above rates are for an initial three-minute period, exclusive of Federal tax. 


FIRE !! 


THREE-ALARM 


| 


PURCELL - DAVISON 
PRINTING CORPORATION 


18 Beekman Street, New York 7 gas service being there at all times. | of the community must |! 


Did you know —fire alarms anywhere in our territory flash at Con 
Edison's emergency centers much the same as at Fire and Police 
headquarters? Our emergency crews ride our “‘Red Wagons"’ ready 
to help in fires or any other seriouse -_ . 
trouble. |needs, we are in the midst of the 

“Just being ready” is one of the | largest expansion in our history— 
major obligations Con Edison has to | spending 435 million dollars to keep 
you. The very life of New York step with « fast-growing New York. 
lights, heat, hospitals, transportation,| Where utility service ] 


LAWRENCE J. PURCELL 
WILLIAM B. DAVISON 
and food—depends on electric and | is concerned, the good 


COrtlandt 7-7044 In fact, to keep ahead of your | come first. 


CONSOLIDATED EDISON SYSTEM 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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BUSINESS IN MOTION 


Fo oer CoLteaguse ate yecbidianes aaa. 


In coal mining, air is sometimes used instead of explosives. 
A perforated steel cylinder is inserted in a hole drilled in the 
coal seam, and air at a pressure of 10,000 pounds per square 
inch is suddenly released into the cylinder. The explosive 
force of this high-pressure air is sufficient to disrupt the 
coal, and do it safely. Air shooting can be used in the same 
area where men are at work, so that it is unnecessary to stop 
operations in a large section when shooting. 

The air is compressed above ground, and 
is led to the underground working face 
through steel pipe. There has to be a flexible 
tonnection between the end of the steel 
main and the perforated cylinder, for ease 
in handling, and to take the recoil when 
the pressure lets go. The connection is a copper tube 
whose specifications are quite different from those of the 
Revere tube used in such applications as radiant panel 
heating, refrigeration, plumbing. This tube for the coal 
mine is special tube indeed, for it is 375 inch in di- 
ameter, with a wall .120 inch thick. Thus the inside 
diameter is less than a third of the outside diameter. When 
we received the first inquiry for such tube our curiosity 


was aroused; the proportions seemed strange until we 
learned that a pressure of 10,000 pounds per square inch 
had to be withstood. Then we tealized that we had before 
us another example of the fact that copper is an amas 
ingly versatile metal. 

Copper is believed to be man’s oldest metal, but Revere 
likes to consider it as “the metal of invention”, because 
it has so many admirable qualities that 
there seems to be no end to its uses, 
New ones keep coming up. However, 
there are other good materials too, such 
as steel, used in this case for the mains 
between compressor and coal face. The 
important thing is to use the best ma- 
terial in view of all the circumstances involved in fab- 
rication and use. Producers of raw and semi-manufactured 
products know a great deal about them and are delighted 
to put their knowledge at the disposal of prospects and cus- 
tomers. Revere suggests that now is a good time to review 
specifications with suppliers; some advantageous new uses 
may be found for old materials in new forms, or new 
matezials may offer improvements in old applications. 


REVERE COPPER AND BRASS INCORPORATED 
Founded by Poul Revere in 180! 
* * & 


230 Park Avenue, New York 17, N.Y. 
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DELTA MAMUFACTURING DIVISION Mirwaonee Wi 
Machine Tools 
EDWARD VALVES, INC. Eas! Cmcage int 
Steom Volves 
HOPEWELL DIVISION «epee, Hd 
Parts and Assembiies 
HYDRAULICS DIVISION Pittsbergh. Pa 


MACMICK DIVISION Tatea, Otte. 
Porting Meters | Manufactured for Mogee Hole 
Park-O-Meter Co.), Chart Clocks 


MONESSEN FOUNDRY DIVISION _ Monessen, Pa. 
tron ond Bross Costings 
WATIONAL METER DIVISION . . fete 0 
Water Meters 
MOROSTROM VALVE DIVISION Pittabergh, Pa 
Plug Volves 
OnMER nes 


PITTSOURGH EQUITABLE METER DIVISION Pittebergh, Pa 
Ges Meters and Regulators, Oil Meters 


RED STAR PRODUCTS, INC. Neen Ome 
Rodio! Sows 
ROCKWELL INTERNATIONAL CORPORATION Mew fort, KY. 
Export 
ROCKWELL PACKAGING MACHINES INC. eden, HY. 
rs - 
V&O PRESS COMPANY DiVisIOW...stiéijti(‘C(“ Heteee, HY 


Rockwell has welded 17 small companies into one 
larger company—without sacrificing the independence 
of any member of the group. Here’s how it works! 
Each Rockwell division makes its own line of products 
in its own segregated plant. The parent company 
provides strength and stability plus the management 
services of a top ranking staff of internal consultants. 


Under the Rockwell plan, each division builds better 
value into its products than would be possible if 
operating alone. Yet each offers its customers the 
service that only an indépendently run and managed 
company can provide. 


‘The Bigget: Small, Business tn America” 


ROCKWELL 


MANUFACTURING COMPANY 
PITTSBURGH 8, PA. 


stands between your financial resources 
and accidental bodily injury 


HOW DO YOU REACH THIS MAN? He is as near as your 
telephone Call your local U.S.F.& G. Agent and 


ask about this flexible insurance policy which 


WHY? Because this man—your local U.S.F.&G. 
Agent—offers you the Schedule Accident Policy 
which allows you to select the coverages best 
suited to your individual needs and in the 


amounts you desire 


WHAT DOES HE OFFER? As many of these benetits as 


you want: medical, surgical, nursing and other 
expenses paid ; fixed sums for loss of life, limb and 
sight, for fractures and dislocations, compensa 


tion for tame lost when injured. 


protects your financial resources against loss be 
cause of accidental bodily injury. Hel know 
what to do about solving your personal insurancé 


problems. Consult him today! 
FOR U.S.F.&G. SERVICE: Cal! Westert: Union by number 
and ask for Operator 25, whe bas name and address of 


vour nearest U.S.F.G. Agent 


United States Fidelity & G y Company, Balti 


3, Ma. 


1 Cor : Tr 


Fidelity & G 


\f RAG 


7 


Fidelity Insurance Company of Cana ia, Toronto 


CONSULT YOUR INSURANCE AGENT OR BROKER 


3, Md. 


r 


48 YOU WOULD YOUR DOCTOR OR LAWYER 


| 


Get this 

FREE booklet 

" from your local repre- 
sentative. Or, write to the 
Company at Dayton 9, Ohio. 


THE MATIONAL CASH REGISTER COMPANY 


seeeeeetereee 


‘un 


Not until you read this informative, 20-page booklet, will 

you realize the savings that National Systems provide. 
Concerns of every size and type report savings that 

often pay for the installation the first year thanks to 


National's exclusive combination of ages. 


See for yourself how National Mechanized A ting 
saves writing thousands of figures — on some jobs two- 
thirds of the posting is done automaticaily. 

See how it saves money, time, and stationery ... speeds 
collections .. . avoids peak loads and overtime ... prevents 
errors builds good will. See how working conditions 
are improved, and clerical costs reduced. 

Your local Nat | repr ive —a 
systems analyst — will gladly show you 
what you can save. 


ACCOB NTIS MaCwoNTS , 
CASE EUOISTIRE: AOOES MaCalNRS 


Pe hi 


IF YOU ADVERTISE TO BUSINESS AND EXDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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Who will 
be your 
EXECUTOR? 


Your Executor may need 
te act promptly and with 
informed judgment to pro- 
tect the interests of your 
estate. This bank as your 
Executor is always here 
—always ready, capable 


and experienced. 
Look into the advantages 


of naming this bank as 
Executor of your Will: Ask 
for our helpful booklet, 
“Making Your Will and 
Making It Effective.” 


TRUST DEPARTMENT 


HEAD OFFICE: SAN FRANCISCO 
Many Offices Serving Northern California 


Member Federal Depost lnswrance Corporation 


aa 


WHEN You LOCATE 


‘ss 


..you get a 
Days Work — 
for a | 
Days Pay 


Not what labor is paid, but 


wm, 2 


5 ie We FEY im _, 
ne, ee eee ke 


You ought to be 


Distinguished by a Beauty All Its Own! 


Any way you look at it, there’s an unmistakable stamp of distinc- 
tion about the new Pontiac. It’s a beauty from the front and it's a 


beauty from the rear—it has a personality all its own. 


Whether you see the “Silver Streak” in city traffic—notice it 
ahead of you on the highway—or look at its smart silhouette 
at the curb—you know immediately that it’s a Pontiac, and 
something very special among automobiles. 

But those who drive a Pontiac know that its performance is equally 
unmistakable. There’s nothing quite like a Pontiac for sparkling 


———E—— 
cam s 
u # _ * 


SAFE-T-NEW DRIVER View! You can really watch the 
miles unfold, thanks to Pontiac's new, wide windshield, 
optically curved for better vision. Pillars are slimmer, 
the hood is lower, all windows are larger—everywhere 

horizon! 


you look Pontiac gives you a new driving 


alertness, for smooth, effortless power. And, as the miles unfold, 
you'll appreciate Pontiac's fine-car comfort and luxury and the 
amazing driving convenience of GM Hydra-Matic Drive.* 

And what does all this cost? Far less than you think—for Pontiac, 
wonderful as it is, is priced just above the very lowest. Pontiac is, 


in fact, the lowest-priced straight eight in America. 


We would like very much to give you the whole Pontiac story— 
a story that covers everything that makes a car really good. Why 


not come in soon? 


*Hydra-Matic Drive optional on all models at extra cost 


The Most Beautiful Thing on Wheels— 
Pius All These Added Advantages! 


1. America’s Lowest-Priced Straight Eight. 


2. Compietely New Bodies by Fisher. 
&. Wider Seats—Added Room. 


4. Wide, Easy-Access Doors. 


5. New Wide-Horizon Curved Windshield. 
6, New Dial-Cluster Dash. A 
7. New Low-Pressure Tires, 
15” Wheels and Wider Rims. 

8. Exclusive New “Travelux” Ride. ’ 
®. Pontiac Famous Improved Straight Eight 
and Six Cylinder Engines. 

10, New Ventilating System. 
LL. Lowest-Priced Car with General Motors 
Hydra-Matic Drive.* 
12. Carry-More Luggage Space. 
4.3, New Finger-Tip Starter Button 
on Instrument Panel. 


what labor produces is the sure 
guide to successful manufactur- 
ng operations. 

n Massachusetts, New Eng- 
land skill is combined with an 
inherent desire to deliver an 
honest day's work. That is why 
goods are made faster, better, 
more economically in this area, 
where crafts are diversified and 
BA premyeass & is a tradition as 
old as America. 

Labor works with you in 
Massachusetts. It’s a factor 
worth investigating if _ you're 
planning relocation or a new 
industrial venture. 


fhe move 1 on. 10 
MASSACHUSETTS 
because 
LABOR I$ SKILLED AND PLENTIFUL 
MAJOR MARKETS ARE CLOSEST 
RESEARCH FACILITIES ARE RINEST 


An illustrated book gives the 
focts on Mossochusetts. The 
color film, “Make it In Moss- 
ochusetts”, is ovolleble to 
erested executives. 


WRITE TO Massachusetts 
ia ond ela aan 


Boston By Anais j 


* eae ee 
JOHN D. 

ADVERTISING AGENCY 

PASADENA - POMONA 
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For Banking in PHILADELPHIA 


Look to Fidelity for service thot's prompt, 
accurate, reliable, well-informed. 


FIDELITY-PHILADELPHIA 
Trust Company 
Orqonited 1666 
BROAD AND WALNUT STREETS, PHILADELPHIA 9 


a.) 
9 


Member | aders! Degas! 
insurance Corporation 


The Program of Decentralization for Security Suggests 
Cedar Rapids, Iowa to Industrial Leaders 


Au We HE Cedar Rapids Chamber of 


» Commerce is ready to help in- 
««** dustrial leaders faced with the 
responsibility of making decisions about 
plant locations providing security in the 
atomic age. Decentralization is vital to 
our nation’s security according to the 
report of the National Security Re- 
sources Board. 

Cedar Rapids is a small city (pop. 
77,000) approximately 200 miles from 
any highly populated area. Located in 
the heart of the world’s wealthiest agri- 
cultural area, Cedar Rapids offers an 
abundant supply of skilled, native-born 
labor; adequate power, sympathetic 


government and outstanding transporta- 
tion facilities. Six railroads, excellent air 
service (United) and truck lines com- 
bine to make Cedar Rapids an. ideal 
shipping point. 

Availability of agricultural raw ma- 
terials and a ready market of consumers 
who can afford to buy are important 
considerations for profitable operation. 


WWFORMATION: Write, wire or phone 
today, Cedar Rapids Chamber of 
Commerce for complete informa- 
tion about superior plar.t sites, 
available factory space and a copy 
of a new Industrial Survey provid- 
ing you with all pertinent facts 
about Cedar Rapids. 


The Cedar Rapids Chamber of Commerce 


3 First Avenue * Cedar Rapids, lowa 


NATIONAL SAFETY AND 


HAPPIER LIVING 
FoR YOU 


Gracious living at its best is 
waiting for you in beautiful 
Cedar Rapids... the city of 
excellent schools and chur 

fine parks, modern stores. . . 
where you are ten minutes 
from work to play. 


Recreation for every taste is 
available in Cedar Rapids. . . 
olf, swimming, boating, fish- 
ng, fine clubs, theaters, civic 
symphony...in this un- 


ing You and your employees 
wi 
free, modern city. 


IF You ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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Last Thursday in New York, the anti-trust lawyers from Washington filed a suit to put A&P out of business. 


They asked the court to order us to get rid of most of our stores and also the manufacturing facilities 
which supply you with A&P coffee, Ann Page products, Jane Parker baked goods, and other quality 


items we produce. 


This would mean higher food prices for you. It would mean less food on every dinner table and fewer 


dollars in every pay envelope. 
It would mean the end of A&P as you know it. 


This poses a basic question for the American people: Do they want to continue to enjoy lower prices and 
better living? Or do they want to break up A&P and pay higher prices, and have lower living standards? 


What do you want? 


Why Destroy A&P? 


This suit was brought under the anti-trust laws. These are good laws. They were 
passed about fifty years ago to prevent any company, or any group of companies, 
from getting a monopoly in a field and then raising prices to the public. 
A&P has never done any of these things. 
Nobody has ever shown that we have anything even approaching a monopoly 
of the food business anywhere. As every housewife knows, the retail grocery 
business is the most competitive.in the country and we do only a small part of it. 
Nobody has ever said we charged too high prices — just the opposite. This 
whole attack rises out of the fact that we sell good food too cheap. We would 
not have had any of this trouble if, instead of lowering prices, we had raised 
them and pocketed the difference. 
Nobody has ever said that our profit rate was too high. During the past five 
years our net profit, after taxes, has averaged about 114c on every dollar of 
sales, which is less than almost any other business you can think of. 
The American people have shown that they like our low-price policy by coming 
to our stores to do their shopping. If A&P is big, it is because the American 
people, by their petronage, have made it big. 
Obviously, it is the theory of the anti-trust lawyers that the people have no right 
to patronize a company, if their patronage will make that company grow; and 
that any big business must be destroyed simply because it is big, and even if the 
public gets hurt in the process. 


Do You Want Higher Prices? 


There is much more involved in this case than the future of A&P. The entire 
American system of efficient, low-cost, low-profit distribution which we pioneered, 
will face destruction and the public will suffer. 

A&P was the first chain store in this country. For more than ninety years we have 
tried to build a sound business on the simple formula the founder gave us: 
“Give the people the most good food you can for their money.” Year after year 
we have tried to do a better job, make our business more efficient, and pass the 
savings on to the consumer in the form of lower prices. 

Our efforts along these lines have led other grocers to keep their costs and 
profits down. © 

In the old days before A&P, food that cost the grocer 50¢, often sold as high 
as $1.00 at retail. 

Today, food that costs the grocer 50¢ generally sells to the public at less than 60¢. 
The methods we pioneered have been adopted not only by other grocers, but 
by merchants in other lines. There are today literally hundreds of chain stores, 
voluntary groups and individual merchants operating with the same methods 
and in the same pattern here under attack. 


If the anti-trust lawyers succeed in destroying A&P, the way will be clear for 
the destruction of every other efficient large-scale distributor. 


Who Will Be Hurt?’ 


There has never been any question in our mind that it is good business and 
good citizenship to sell good food as cheaply as possible. As Fortune Magazine 
said about A&P some time ago, “It is firmly attached to the one great principle — 
the selling of more for less — that has made the desert bloom and the nation 


We sincerely believe that we have helped the American people eat better and 
live better. 


We know that our 110,000 loyal employees enjoy today, as they always have, 
the highest wages, shortest hours and best working conditions generally prevail- 
ing in the retail food industry; and that these men and women have found in 
A&P good opportunities for security end progress. 

We know that thousands of businessmen — the landlords who rent us our 
stores, the haulers who operate our trucks, the people who supply us with 

and services — have a big stake in our operations. 


Obviously, all these people will suffer if this company is put out of business. 


What Shall We Do? 


We admit that the interests of the owners of A&P are of little importance. 


Frankly, they could make an enormous amount of money by breaking up A&P, 
as the anti-trust lawyers wish, and selling off the parts. 


But is this what the American people want? Do they agree with the anti-trust 
lawyers that our food prices are too low, and that we should be put out of the 
picture so other grocers can charge more? 


Frankly, if this were the case, we would not want to continue in business. 


But we seriously doubt that this is the case. Twelve years ago, an effort was 
made to tax this company and other chain stores out of business. The public 
rallied to our support. They said they liked our quality foods and our low prices. 
As a result of their opposition, the tax was defeated. 


Now we are faced with this new attack through the courts. We are faced with 
the heavy costs and all the trouble that lawsuits involve. 


But we believe this attack is a threat to millions of consufmers who rely on us 
for quality foods at low prices; to farmers who rely on us for fast, low-cost distri- 
bution of their products; and to our loyal employees. 


We feel that it is our responsibility to all these people to defend, by, every 
legitimate means, this company and the low-price policy on which it was built. 


o You Want Your A&P 
ut Out Of Business? 


THE GREAT ATLANTIC & PACIFIC TEA COMPANY 


¢ IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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« « On Four Continents — In Many Climes « « 


r. *LANE-WELLS 


Technical Equipment and Services Help 
Produce More Oil at Less Cost 


* 
re 0S Se 120,000 gun perforating and 21,000 radioactivity 
well logging jobs have been successfully done by Lane-Wells through 
more than fifty branches in oil areas in California, Texas, OkJahoma, 
Louisiana, Mississippi, Arkansas, Kansas, Illinois, Colorado, Wyoming 
and New Mexico. 4 


* 
IN VENEZUELA - 
“. Petro-Tech Serv 


has service branches strategically 
Western Venezuela. 


Co., a Lane-Wells affiliate, 
ted throughout Eastern and 


* 
IN CANADA 
——— Lane - Wells Canadi 


Edmonton and a sales office in ae 
‘ fi 


mpany, with headquarters in 
is now serving oil operators 


in Canada. 


* 
IN OTHER OIL COUNTRIES 


ells equipment is operating in. 
Peru, Colombia, Trinidad, Arabia i 


China, and the Philippine Is 


iets PERFORATING * KOWESHOT JET PERFORATING © RADIOACTIVITY WELL LOGGING * PACKERS « 


snintint me 


Statement of Condition 
BENEFITS TO YOU 


L. W. Bishop 
Executive (Our contributions) 
Directecr 
ee 
oe Dependable, highly productive employees ... . $3$$ 
or Proximity toraw materials ......... . $$$$$ 
seascregs Abundance of excellent sites ........ . $$$$$ 


A. Stanley Liewellyn 
Chairman 


eee ks a SoS 


R. Frank Brownlee Cooperative state government . . 


John P. Cooper 


ee | Ge oo a ee 


Excellent transportation (land, air and water) . . . 
Plentiful supply of water and power ...... 


$$$ 
$$$ 
$$$$ 

_ $3333 
Wealth 


BENEFITS TO US 


(Your contributions) 


Capital . . . . . . . . . . . . . . . . $$$$$ 
Roger C. Peace en 
Wealth ~ 
——————————— 
REFERENCES: Ali plants located in South Carolina 
These two combinations, our contributions and yours, will result in a profitable and a 
pleasant operation for you. Telephone L. D. 94, wire or write Box 927 for confidential 
information about a plant location. 
. L. W. BISHOP, Director 
Research, Planning and Development Board, Dept. 14 9 
Columbia, 8. C. 
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Harvard Business Review | : 
° . . 
“The Magazine for Thoughtful Businessmen” po WANT : 
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E f , fe . 
Stainless Steel SEPTEMBER 1949 NUMBEK — BIMONTHLY Hi CUMQUON 3 
Human Relations in Modern Business by GENERAL ROBERT WUOD JOHNSON, Chatr- i : x lias 2 
man of the Board, Johnson & Johnson—a great industrialist enlists the aid of other ¢/ y 4 
well-known business leaders, as well as labor officials, edt —— Bo and clergymen of all : ~~ 
faiths, to stake out the principles of industrial peace. ° 
Co Director Looks at his Job by SIDNEY WEINBERG. Partner in Goldma C ?: 
} Socks hb Co end member « t the board of many corporations — the ways en outside” ON ANADA , 
| director can meet bis obligations to the law, to the stockholders, one. to the public; oF . 
{ how not to be a figurehead. , fhe of hn . 
Measurement of National Advertising by WADSWORTH H. MULLEN. Director, Mage- Your inquiry at any office > 
| t BR _ tet th adequac n accuracy o information on ead- , 
| Oe aia te Py national — & ie needed for competitive purposes. | B of M—Canada s first bank —will 2 
| Dividend Policies under Changing Price Levels by HARVEY M SPEAR. Attorney, Execu- | ide e 
| ti Staff, Securit: & Exchange Commission— discusses a newly itical problem: the | : rom ons: red reply 
| legal limitations o dividend distribution when income is overstated through inflated | bring a p pt, well-c ° 4 
; prices } S 
Education and Trainthg at International Harvester by CHARLES L. WALKER, JR., of B M EAL : 
the Course Development Section of that company — the reasons and resulta of a pioneer- } AN K. OF ONTR . 
| ing program tested in actual practice; with lessons for the whole of American business. | Canada’s First . 
| Bank . 
| Competitive Bidding in ® f &- te jeg by SIDNEY M ROBBINS, Chairm Depart- 
; am org Finance, U Sousa To does competitive bidding coune the better In Canada since 1817... im the U.S. since #839 . 
| results, compared with negotiation, ter) those who would push its extension claim for it? . 
HEAD OFFICE . 
| Factoring as a Financing Device by HERBERT R. SILVERMAN, Vice President and : . 
Director of James Talcott, Inc.—about an important but little known way to finance MONTREA! % we 
| accounts receivable; ite growth, present status, and potentialities. | aman MY HANK . 
* 
| Profit-Rharing Plane in Industry by ROBERT L. ROWE. Assistant to the President, ten Yoru §- ~~~ ~~+ ae & . 
Thomas A Edison, Inc —evaluates profit-sharing plans, both successful and unsuccessful. Chicage 3 - - ~~ 27 S. Le Sette St 104 site Cm 6 
| in a wide range of businesses; an objective analysia made for top-management purposes. San Francione 4 ~ 259 Cetitornie St ® 
. 
144 PAGES OF TIMELY, CHALLENGING READING eveccccccccceccoce 3 
Single copies : September Number : 81.50 each | 4 
Annual Bubscription + Sig issues Beginning with September Number + 8609 i 00 Branches 
cone - ; § Canada 
HARVARD BUSINESS REVIEW 
Soldiers Field Station, Boston 63, Massachusetts . acwdses 
Please enter my order for e more rrr 
(1 Copy of September 1949 Business Review @ $1.50 ° RESOURCES EXCEED $2 BILLION 
s l l (D 1-Year subscription to Business Review (begin September) @ $6.00 CSO S0ce COCK SCC 8088 Cea 
tainless steel lasts. Allegh i 8 4 , 
= * " ts A gneny Metal stays bright and trong AMO cocccccccccvcceeccedececesecesOesbeceeceeseresssstececceseeccccccoscoscoecee . | 4 NN THE GOLDEN STATE, Canada’s Ficst - 
—gives lifetime service—under conditions of corrosion, heat COMPERT 2. csccccccccccccccccccceeosescooscoccocs TIO cocecececcsesessesessers o rs Bank operates through its auxiliary, the  § 
and wear that send lesser metals to the junk-pile in a few DUA GUN inks cesiicit na bhensentondeveindend donsixeersabbvebessbhotecdearee o Bank of Menund (Sen Fesnshes). WU eS 
h 1 h Where i 1 | Cit Zo $ capital of $1,000,000, this California bank is 
years, or per aps on y months. ver a superior meta F cvcveccvcccesssscesesoesecooocce BO nccccece Bate socccccsssrecevsecevsesece ° backed by the facilities of a far-flung organ . 
will give you advantage, you'll find it cheapest in the long run Cj: oot eaten [Bit company D Bt! me © zation serving 1,700,000 customers. . 
. 
to use Allegheny Metal, the time-tested stainless steel. Coe e eee esse sees eeeeeeeeeeee 


Complete technical ond fabricating data— engineering help, too—yours for the asking. 


ALLEGHENY LUDLUM JM STEEL pee, adegpe ta 
The Walions Loading Producer of HAainless 
na ww ae | 


CHAMBERSBURG, PENNSYLVANIA ... 
F tgs, Fm count ’ CORDIALLY # INVITES 
Ba » 
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NEW PLANT SITES, TO SHARE WITH IT- 


MANUFACTURERS, CONSIDERING 
PrrSsues @LOW COST POWER 


x ajo  S@AMPLE. RELIABLE, FRIENDLY LABOR 
{ = @>MINIMUM TAXES 
worn i } MEXCELLENT SHIPPING FACILITIES 


wes Haadlad @SFRIENDLY, COMMUNITY CO-OPERATION 
THE CHAMBER OF COMMERCE -- CHAMBERSBURG, PENNSYLVANIA 


WALL STREET JOURNAL SHOULD 


| AGRICULTURAL 
APPRAISERS 


Specialists in the valuation of farm and 
ranch lands, farm machinery, growing 
crops, commercial and purebred live 
stock, Current and historical appraisals. 
We con a-sist you throughout the Weet 


RUSH FARM MANAGEMENT SERVICE 


O75 MARKET ST SRM FEANCIFCD § CHLrF 


@ professionel service fer-westers agricelter® 
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Tot is a major source of dollar revenue for 
Europe. Since the war, almost a million Americans 


have visited Europe. This year the number of visitors 


has been greatly increased with a corresponding 


increase in dollar revenue. American Express, the 


world’s foremost travel organization, by promoting 


greater interest in foreign travel, is thereby stimu- 


lating a greater flow of dollars to Europe. 


AMERICAN EXPRESS 


World Service 
TRAVEL SERVICES « TRAVELERS CHEQUES e« FINANCIAL SERVICES « FOREIGN FREIGHT 


HEAD OFFICE 
65 Broadway, New York 6, N. Y. 


160 Offices and Thousands of Correspondents in 27 Nations 


i 
Every letter you write is a picture 
of the man you work for. He'll 
always make a good impression, 
when you type it on an Underwood 
All Electric. 
And what makes Underwood All Electric 
letters look better? 
Simply this: Whether you strike a key 
firmly or lightly electricity controls 
the impact . - to Soe give sharp, 
clean, beautiful, uniform impressions. 


Electricity does the fatiguing wor: 
lines up all characters with fine-watch 
precision. Electricity shifts for capital 
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signed, ing to the touch and so easy 
So ask your boss to buy you an Under. 
wood All Electric . . . to always have his 
letters looking their best. And you'll be 
ating an Underwood All Electric is never 
Prove it to yourself...om your own 
work. Phone your local Underwood repre 
sentative today for a demonstration or 
write to: 


7o: CORPORATION TREASURERS 
Who Buy and Sell U.S. Government Securities 


Asa primary déaler in U.S. Government bonda, notes, 
certificates and discount bills, Bankers Trust main- 
tains a market in these securities. 


This means that when you deal with Bankers Trust 
you trade at net prices and can conclude a purchase 
or sale promptly. There is no commission charge and 
no loss of time. You are dealing with a principal. 

In addition, the officers of our Bond Department 
are glad to work with you on your investment 
account. They can advise you on arrangement of 
maturities, selection of issues and other phases of 
portfolio management. 

Corporation treasurers, and others who are con- 
cerned with the purchase and sale of goyernment 
securities, are invited to call or write our Bond De- 
partment. Please address Bankers Trust Company, 
16 Wall Street, New York 15, or telephone REctor 
2-8900. 


ious Qeneten ries aaa 
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ONE SOURCE... ONE RESPONSIBILITY phar a: 
FOR ALL YOUR INSURANCE 9 


a ——— Adapting Insurance 


to changing Values 


VER ALERT to trends in replacement costs, Cosgrove’s 
Inspection and Engineering: Department is always in 
close touch with client operations, adjusting insurance to 
changing needs as indicated. This is another example of 


Cosgrove Engineered Protection. 


Fire » Marine + Casualty « Life 
COSGROVE & COMPANY Ac 


‘nsurance Brokers » Mvcrage Adjusters 


345 SANSOME ST. + SAN FRANCISCO 6 
EXbrook 2-1928 


LOS ANGELES + SEATTLE + PORTLAND + NEW YORK - LONDON, 
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your office routine? 


You know how important it is to have your day-to-day office routine supervised 
by a competent manager to assure efficient, economical and reliable results. 


Likewise, you need the advice and counsel of trained and experienced 
insurance specialists 10 assure you of an efficient, economical 
and reliable insurance program. 


Rollins Burdick Hunter, with its 50-year bockground in fulfilling 
insurance needs for business, offers you /1) o complete survey of your 
insurable hazards, (2) a comprehensive study of your present 
insurance structure, ond (3) a plan to assure you maximum 
protection at minimum cost. For futher information, 
write to the nearest office. No obligation, of course. 


INSURANCE BROKERS and AVERAGE ADJUSTERS 


Principal Offices 
231 &. Le Salle &. 116 John S$. New World Life Bidg. 
Chicage 4 New York 7 Seattle 4 


‘elie hiidieiihthichee ancenstheptiy 
The Des Moines Sunday Register covers lowa!’’ 
Just look how far # stretches: 

«+ be the farthest corners of the state. The Des Moines Sunday 

Register covers all 99 lowa counties ... 50% to 100% in 

62 of them ., . over 25% in the others! 
tee . fe 500,000 families Only ten cities in America have this 

kind of one-paper circulation! 


+ fo two An urban market that ranks with 
Clevela: St. Louis, Boston, San Francisco—a farm 
market that outranks them all! 


+» te billions im buying power. lowa five billions a 

K year—and The Des Moines Sunday Register reaches 7 
out of 10 of those who spend it! 

Advertising has stretched, too, till The ont Moines Sunday 


pet pe one of the top 7 Sunda general lina; 
+ cost remains wasssetthes 0 malt pai tod pe rate of $1 
ABC Girculetion March 31, 194% 
Delly, 368,165—Sundey, 513,001 


Put your new southwestern plant in a “made-to-order 
location in these communities of central and south Texas 
served by United Gas. Here you'll find the things your 
industry needs for profitable operations. Here are 
diversified agricultural and mineral resources for raw 
materials .. . skilled, friendly workers to keep your produc- 
tion lines rolling ... adequate electric power and low-cost 
natural gas fuel. Here are facilities for research to solve 
your operating problems, and a moderate climate that 
means important savings in construction costs, fewer lost 
man-hours and wholesome recreation for labor and 
management alike. Investigate this area today! 


aie 
UNITED GAS sen Sel Sietl 


wonte rirasearen 
ripaseores 


One of a series featuring the cities and towns 
of the “Gulf South’ served by United Gas. 


THE Des MOINES REGISTER-«nn TRIBUNE 


First 


When you Bank at the 
First National 


You Talk Oil Financing 
With Men Who Know Oil 


irst National Bank 


Bm Da Th a memoer revenn: cercsit msunance conoranion 
DALLAS CLEARING HOUSE MEMBERSHIP NO. 1 


P. Goi OrFFICE BO xX oO Fe SMR: SF Ree. BY, Louit 1AN A 
T 
Dirt Free . SCHOSHSSHSSEHTSSSHEHSSESEHSSEHSESHEHHESESESHESESESEEEOEEEEE 
Dust Free... 
PAVING VERSATILE LABOR 


is abundant in the Texas and Pacific Southwest 


Eight-armed workers are admittedly rare, even in this 
great reservoir of skilled, semi-skilled and common labor—~ 
but never has the Texas and Pacific Southwest known a 
dearth of men to make the wheels of industry turn at a profit. 


8 fa 


Technical e, skilled person- 
nel, plus the centants to give peu the 
type workmanship and the rate of 
jy ee you desire are combined in 

Texas Bitulithic Co. Consult them 
on the paving jeb for that new subdi- 


Write for free estimates. 


Executives who keep a slide rule in the middle desk 
drawer will be quick to see the advantage of a constant 
supply of willing-to-work personnel. Add to chat an unlim- 


E 


ited supply of low-cost electric power and natural gas—~ 


BITULITHIC 
COMPANY 


DALLAS, TEXAS—111 Commerce St. 
FORT WORTH, TEXAS—NW Sth Se. 


mild, year ‘round climate—excellently located and 


easily built-on plant sites, many already on rail spurs—an 


abundance of raw materials within the region—efficient, 


VENEZUELA 


FLIGHTS EACH WAY 
EVERY DAY 


Fichleay | Fly C8§ 00 z= 


Write for illustrated bookiet Ash Your Travel Agent or Write 
EICHLEAY CORPORATION CHICAGO & SOUTHERN AIR UNES 
33 S& 19th Street General Office is, Tennessee, USA. 


NEW ORLEANS, LA.—Burma Road °. 5 an 
comes Saget e dependable rail service—one of the nation's richest, 
ST. LOUIS, MO.—Granite Paving . 
Ce., 3043 Duncan Ave. + e t . 
HOUSTON, TEXAS—Gulf Bitulithte Ce, astest-growing markets. 
2820 ° 
aes A. McCAUL eo, 
. Add them all up, ou'll see why 10 many top- 
ery Development fight executives bave = written for their copies 
fs dig Sa Pacific Building of FUTURE UNLIMITED, the little booklet with 


big news about choice plant sites im the Texas and 
Pacific Southwest. Write today for your copy! 


TEXAS EXPLORATION SURVEYS 


Please send me a copy of 
FUTURE UNLIMITED 


Pittsburgh 3, Pa. | 


681 Market Street San Francisco 5. Calif. 
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Sno” Name e 
1509 Transit Tower, San Antonio, Texas | y oe re. TEXAS AND PACIFIC RY. 
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THAT WELCOMES THE CROWD! 
... another triumph for Geon polyvinyl materials 


we many feet go back and forth across 
carpeting, the problem of wear and up- 
keep is costly, Now Geon, the amazingly 
Versatile polyvinyl! resin, makes possible a 
new kind of carpet that gives you everything 
you need in the way of comfort, good looks, 
plus extra wear and simplified cleaning 


This new-type floor covering consists of 


sheeting made from Geon and embossed like 
loop pile carpet, with a cushion of cellular 
sponge tybber for resilience Jt is proving a 
boon in stores, doctors’ offices, playrooms— 
wherever there is heavy traffic, yet high stand- 
ards of decoration must be maintained 


Because it is made of Geon it wears 
superbly, comes in a wide color range, includ- 


B. F. Goodrich Chemical Company 


GEON polyviny! materials - HYCAR American rubber - GOOD-RITE chemicals and plasticizers 


ing pastels. It resists oil, grease and fights | 


abrasion. It can be washed, mopped or vac- 
uumed quickly. It comes in rolls and can be 
installed as easily as any floor covering, 

Here is another example of Geon's amazing 
range—it can be used to make delicate dolls’ 
heads, fire-resistant upholstery, beautiful drap- 
eries, raincoats. There seems to be no end to 
the uses for Geon polyviny! materials. Geon 
literally sparks new ideas—more saleable 
products 

We do not make any finished products from 
Geon polyvinyl! materials but our technical 
service is always glad to work with you any 
time in helping you develop new uses or a 
new adaptation for Geon. For further informa- 
tion, please write Dept. H-10, B. F. Goodrich 
Chemical Company, Rose Bidg., Cleveland 15, 
Ohio. In Canada: Kitchener, Ontario. 


A DIVISION OF 
THE 8. F. GOODRICH COMPANY 


Heres the GREATEST MONEY-SAVER™ 


in Tandem Springing . 


ee fhe 


rae 


x. Se, 
TAKES CURVES GETTER 


New Concept in Tandem-Troiler 
ing. Utilizes torsion-bars 
ventional leaf-type springs 


1. Distributes load equally of al! cires 
2. Permits wheels to follow road contour 


The First Really New idea 


And It's Exclusively Fruehavf! 


TAKES SUMPS BETTER 


Wheeis automatically Wheels indepeadeatty 
follow the curves spruag--load rides 
Seves tires level 


eliminates con- 


Reduces ure xuthag through auromati setf crail- 


without recapping. 


Sure it's a 


ventional tandems. 
the savings story. 


ol! the money spent by off the 
the roads built in 1946-40000 miles of 


OPED FOR T 


record! How- 

ever, all over the country users are money-saver ever developed for Trailers. 

reporting double, triple, yes...even four If you haven't seen a Fruehauf Gravity- 

times the tire mil they got with con- Tandem operate..: you should. See your 
Bust that's only partof Fruechauf rep ¢ fora d 


Specic! toxes poild by trucks lost year for 
rood building and maintenance alone equalled x 

states for olf 

them 
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EASIER 
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Ask any Fruehauf Gravity-Tandem 
.. he'll cell you it is ¢ atest 


tion or write us for the facts today. 
THE FRUEHAUF TRAILER COMPANY: 


Gravity-Tandems are also making big DetTrorr 32—Los ANGELES 11. IN CaNn- 
fuel savings records, cutting maintenance ADA: WESTON, ONT. 


FRUEHAUF 7railers 


THE WORLD'S LARGEST BUILDERS OF TRUCK-TRAILERS 


Heer Harrison Wood in 
“This Changing World” — 
every Sundoy over ABC. 


a Advertising Age, October 10, 1949 


announcing 


Remington Rand's new punched-card 


collating reproducer. és 


sales reports, payrolls, invoices and a host of 
other important records. 

You can lease or buy this tested and proved 
machine... available not in 18, not in 12, not in 
6 months—but on sormal delivery schedules! 

Full information from all branch offices, 
coast-to-coast. Or write: Accounting-Tabulat- 
ing, Management Controls Division, Reming- 
ton Rand Inc. 315 Fourth Ave., New York 10. 


Curtain going up...on Remington Rand's new 
Collating Reproducer... latest in an unbroken 
line of outstanding punched-card develop- 
ments . . . that cut record-keeping costs. 

In one operation, it compares, punches, inter- 
files and segregates 90-column tabulating cards 
— automatically —in order to verify, group ex- 
tend, code, decode, in-file and out-file. An 
invaluable aid in preparing production and 


FOR THE FINEST PUNCHED-CARD MACHINES AND METHODS 


| 
| 


Outperforms Any Other Tandem Oa The Road | 


One Fruchauf Gravity-Tandem owner costs to the bone, providing better brak- 
reports 247,000 miles on a set of tires ing and springing. 


| 
| 


| 
| 
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Abrasives Travel from 
the World to New England — 
and from New England 
to the World 


Abrasives are today vital to mass production, as 
mediums of grinding and polishing. And New England 
is one of the most important centers for the manu- 
facture of abrasive products. To make them, many 
materials ’re gathered world wide. The finished abra- 
sives are shipped to the four corners of the globe to 
play an essential part in the industries of the world. 

The First National Bank of Boston is closely asso- 
ciated with this industry — and with every industry 
whose precision products depend on abrasives. 

In the New England region, this Bank has, in dollar 
volume, more than one-quarter of all commercial bank 
loans and nearly one-fifth of all commercial bank de- 
posits. For your domestic or foreign banking needs in 
any field of business, or for your own personal require- 
ments, you will” find a connection with The First 
National Bank of Boston convenient and profitable. 


“FIRST 


NATIONAL BANK of 
BOSTON 


® Founded i784 * 


Member of the Federal Deposit Insurance Corporation 


HEAD OFrice: 67 Milk St., Boston, Massachusetts 
Represented in New York by First of Boston International Corpora- 
tion, 2 Wall Street. Overseas Branches: In Ancewtina Buenos 
Aires, Avellaneda and Rosario . Iw Braz Rio de Janeiro, 
Sao Paulo and Santos . .. ly Cusa — Havana, Santiago, Cienfuegos 

and Sancti Spiritus. Correspondent banks throughout the world. 


America’s Oldest Chartered Bank —New England’s Largest Bank 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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Service: 
WETREX CORP. H STH AVE, HY. © ¥ 
Canadien Seles & Service: 
WORTHERN ELEC CO., LTD. BELLEVILLE, OWTARIO 
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+ NO FASTER 
CHECKING SERVICE 


3 SHIFTS WORKING 24 HOURS 
A DAY (SINCE 1936) SPEED THE 
HANDLING OF YOUR INCOMING 
AND OUTGOING CHECKS AT 
OHIO'S LARGEST BANK 
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There are many thousands of good jobs at — 
Steel. The “Republic family” has averaged over 60 
employes for several years. 

Pay has been high and working conditions good. Safety 
standards are among the highest in all industry. Many 
Republic employes own or are buying their homes. 
New model cars are common. Children grow up in 
comfortable surroundings. 


But something bas happened in the past few years to 
change al! this. 

Building costs have gone up more than 444 times since 
the early 1900's, when some of Republic’s older plants 
and buildings were constructed. They have almost 
doubled since 1939. Machines, tools, equipment — 
practically everything Republic buys—have doubled 
or tripled in cost. 


“Now let's kill the Goose.... 


These are the same people who tell you that a company 
like Republic should not keep more than a small 
fraction of its profits—that the rest can be passed out 
in higher wages and everything will work out just fine. 
What they don’t tell you are such self-evident facts 
as these: 

That you can’t have a good job without a 

good place to work and good tools and 

equipment to use. 


An Investment of Thousands Every Penny of Republic That these working facilities must be kept 
Behind Every Republic Job Profits Not Enough ie ee 
When a man comes to work at Republic, he is fur- As a result, Republic's “reserve for depreciation” at That profits are needed to supply this 


nished with everything he needs to help him work and 
earn. Buildings to work in. Machines to increase his 
production and lighten his work. Tools to use. Equip- 
ment to insure his comfort and safety. The cost of all 
this averages many thousands of dollars for every 
employe on Republic's payrolls and is steadily becom- 
ing greater. 

But Republic folks can keep on working and 
earning only as long as these working facilities 
and equipment are kept in good condition and 
up to date. What grows old must be rebuilt. What 
wears out must be replaced. What is outdated must 
be modernized. 


Profits Mast Help Keep Up 
Working Facilities 


The money to do this has come from profits. Each year 
Republic has provided out of income a certain amount 
for this purpose—a “reserve for depreciation.” 


the beginning of 1946 was short by $55,000,000 of the 
amount needed for renewing and replacing buildings 
and equipment at today’s costs. This shortage increased 
by another $140,000,000 during 1946, 1947 and 1948, 
to a total of $195,000,000. 

If every penny of Republic’s profits for these 
three years could have gone into this renewal 
and replacement job, Republic would still be 
more than *100,000,000 short of the amount 
needed to continue keeping buildings and 
equipment in good operating condition—to 
insure that Republic can continue to compete 
effectively for business—and to keep present 
employes at work. 


Jobs Depend Upon 
Reeping Plants Up to Date 


These are facts which are conveniently overlooked by _ 


those who tell you that Republic can afford to pay a 


money. 
And that the ability of a company like 
Republic to make enough profit to provide 
adequate reserves for these needs is vital 
to the continued operation of the business 
and the welfare of every employe. 


Shall We Kill the Goose 
That Lays the Golden Eggs? 


If Republic should be forced to pay a fourth round 
of wage increases, and did not raise prices, its available 
funds for plant replacements and improvements — 
already much smaller than they should be — would 
become even smaller. Republic would be less and less 
able to keep plants and equipment in good order — 
less and less able to produce efficiently—less and less 
able to compete — less and less able to provide jobs 
for many of those who now depend upon Republic 
for a good living. 

It's always easy for the greeay and unthinking to kill 


‘ This worked well as long as new buildings or new fourth round of wage increases out of profits, and the goose that lays the golden eggs. But isn't it better 
machines cost about the same as the ones they replaced. without raising prices. to let it keep on laying more eggs? 
| 
Al REPUBLIC STEEL 
THE GAME FOR ALA THE PEOPLE 
68,611,495 CHECKS HANDLED | 
IN 1948 
MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION A GoopD PLACE TO WORK— 
4 GOOD PLACE TO STAY 


in 


STEVENSON, JORDAN 
& HARRISON, INC. 
MANAGEMENT ENGINEERS 
REPORTS SURVEYS 


Advice on Management Problems and actual | 
Management of industria! Companies | 


ne Established 1812 


The NATIONAL 
STATE BANK 


810 BROAD ST., NEWARK 1, N. J. 
. 


Constructors a, 
in the South LOOKING C 

a for a Business 

of Your Own? 


Write for our booklet “Aim- 
ing at a First Year $15,000 


CALDWELL- 
SCOTT 


CONSTRUCTION 


} 


Member Federal Reserve System 
Member Federal Deposit Insurance Corp. 


NEW YORK 


DANIEL * bs Sd CO. 19 West 44th St., NEW YORK FLORIDA Profit.” Our patented machine 
creating new industry. Over 50 

oe py “on a units already sold on protected 

GREENVILLE, $s. te = SIRMINGHAM, AA. CLEVELAND CHICAGO SOUTH & NORTH AMERICA | Saeeary toda, font ean 


LOCKWOOD GREENE : — — = —" 


ENGINEERS, INC. ong Bacon & Vavis 2 a 


DESIGN: “REPORTS APPRAISALS ff £ ere : | ENGINEERING CORPORATION | 
| f | 
| ngine 2 en van DESIGN » CONSTRUCTION - REPORTS - APPRAISALS 

ROSTON NEW YORK SPARTANBUR( ENGINEERING Prompt : : A.M. EQUIPMENT CO., INC. / 


INDUSTRIAL esas mn eg RIGHTY BROAD STREET, NEW YORK4 SS Market St, Phila. 39, Penna. / 
NEW OAK - Lus ANCELES - ChiCACO - PHILADELPHIA 


rat W Late S¢., Chicago 24. ig ter ™ 


$6,350.00 part of which carried 
24 months. Investigate by visit- 
ing plant near you and talk- 
ing to owner. 
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How would your car rate on 


this Packard chart? 


Re RE me 


GAS-ECONOMY REPORT 
—based on current from nearly 
1,000 owners of the new 135-nP Packard 
Eight, equipped with overdrive.t 

Just see how your car would rate on this 
Packard chart! 


tPackard overdrive is optional 
equipment at moderate extra cost. 


New 135-HP Packard Bight 
4-door Tourin, 


$2249°°" 


_ “delivered in Detroit; state and local tdxes, 
if ony, and white sidewalls ($21), extro. 


ee ee 


You're looking at a factual gas- 
: economy chart—based on reports 
. from hearly 1,000 new Packard 
: owners. 

It covers the highway gas mileage 
of the new 135-up Golden Anni- 
versary Packard Eight, equipped 
with overdrivet—with variations 


19 miles per gallon! 
Amazing? It's the gas-economy 
sensation of the fine car field! 
And bear in mind: Along with its 
brilliant new operating economy, 
Packard gives you the enduring 
safety and comfort that stem from 


two tons of husky, precision-built 


ASK THE MAN WHO OWNS OWE 


caused by differences in speed, traffic, roadweight. 
and individual driver habits. ; hr es 
Aad notice, please—the most fre- ant surprise of all—the new lower 
quently mentioned figure is 19 miles Golden Anniversary prices! 
per gallon! 
Notice, too, that 33% of the own- 
ers reported getting even moreshan Golden hn ” 


Your Packard Dealer is the man to see! 


Advertising Age, October 10, 1949 


. 


SESS 


Au Conference Favorite 


for back-to-school travel! 


TEXAS CHIEF 


GALVESTON... CHICAGO 


leave Houston . . . . . « 8:000m 
Arrive Fort Worth . . . . . 1:50pm 
Arrive Normon . . . « « « 5:35pm 
Airive Kansas City. . . . . 12:50am 
Direct connections East 


CALIFORNIA 


4 
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SOUTHWESTERN BELL TELEPHONE COMPANY f 


One of our party-line customers decided the other 
day that the others on his line deserved a round 
of applause, and he wrote us a letter about it. He 
said: 


“I am writing this note to compliment my party- 
line associates for their thoughtfulness in sharing 
the line. They are what makes party-line telephone 
service extremely enjoyable and satisfactory. 

“If they try the line while I'm using it they very 
gently lift the receiver; and when they hear a con- 
versation going on, they—also very gently—replace 
the receiver. 

“Also they limit the length of the conversations. 
I have yet to wait more than two minutes for 
them to release the line after I have tried it to 
make a call. 


“This courtesy is contagious; they have me . 


doing it.” 

Party-line service is the choice of about half 
our customers in normal times when anyone who 
wants it can have an individual line. But today a 
good many party-line customers are waiting for 
the individual lines they would have if equipment 
were plentiful. 

We want to be able to give everyone the service 
he or she prefers. Where equipment in neighbor- 
hoods permits it, we are making some progress in 
that direction now, despite the continuing heavy 
demand for telephones from those still without 
any service. 

What we are working to do is eventually to get 
everyone the type of service and as much service 
as he or she wants. We appreciate your under- 
standing. 


P avece 


= FLY TCA TO 


TORONTO 


and other Canadian Centers 


Fall's the perfect time to spend a weekend in one of 
Canada's cities! Fly TC A non-stop New York -Toronto. 
Travel TCA via Toronto to Winnipeg, Regina, 
Calgary, Edmonton, Vancouver —or to Boston via 
connecting airlines and from Boston on TC A to 
Canada’s Maritime centers. Save 10% — buy round trip. 
Club-like “North Star” Shyliners powered by 4 Rolls 
Royce engines. alt Gal un Thad toe 
the world Travel Agent or TCA 


S| 
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MEET A MAN. 


who is REALLY 
AT YOUR SERVICE! 


Your friendly Pioneer Agent will uke 
time out to. make hotel reyrvations for 
you..to arrange rent cat service where 
ic’s available ..co help you plan any «ip 
Sees 


Pioneer Air Lines is a service organiza- 
tion — giving unequalled air transports- 
tion service to 25 key cities of the 
< “ ~- end lied p 1, 
service tO you. 
And Pioneer schedules are arranged to * 
give you fast, frequent, convenient flights 
every day in the week, with excellent @ 
connections with eleven other air lines 
for travel all over the nation and abroad. @ 
Your Pioneer Agent is realty at 
your service — coll on bimt es 


OIL-FINDING EQUIPMENT IS CARRIED INTO THE JUNGLE... 


DEEP DRILLING PROBES FOR OIL... 


PIONEER 


rhe Li 


Med. 
Aisop 
RIDES AGAIN! 


ony, 
sip 
2 


veal 


+ 


Nit 


The Fable of the Bee 
Who Had 
Everything Figured 


Two bees were discussing market condl- 
tions. “I don’t get it,” droned the first.“They 
tell me your honey is a big seller in the 
better stores. Yet nabody ever heard of mine, 
although it's strictly top quality. Figure that 
one out!” 
“Nothing easier,” buzzed the second.“You're 
still operating the old-fashioned way — in a 
god forsaken tree. Now, my hive is a com- 
pietely modern organization, on an up-aed- 
coming farm. And whenever we reach peak 
production, our output is collected, packaged 
attractively and placed where it will sell 
fast. Believe me, that's the way to get ahead 
in this business!” 

Moral: 
You can go broke on quality production 
~— unless your distribution measures up. 

. . . 
Successfully promoting @ list of products 
ranging from Soap to steam turbines, we can 
caim a pretty broad knowledge of present-day 
c.stribytion—and how to get it. That's one of 
the things we'd like to taik over with you, t 
our mutual advantage... Just set the date. 


“ James Thomas 
Chirurg Company 
Creators of 
Basic Sales Ideas in Advertising 
48 Bast 43rd Street, New York 17 
414 Park Square Building, Boston 16 


Asseciotes Threughow! the Word 


NEW SKILLS ARE TAUGHT TO LOCAL WORKERS... 


MODERN HOUSING IMPROVES LIVING STANDARDS... 


PIPELINES ARE BUILT TO TRANSPORT THE OIL 


Getting Oil in Jungle Country... 


ITS A BIG AMERICAN JOB ! | 


of dollars must be spent before new oil supplies 
become available in useful quantities. 


And the coming of American methods to these 
far places brings better living to the people there. 
It brings new enterprise and new work, modern 
living quarters, schools, hospitals. Air-condition- 
ing comes to people in the desert. Malaria control 
comes to fever-ridden jungles. 


“= 4< ~~ All the world needs oil. And to 
a meet its needs the world has de- 
* pended greatly upon the Ameri- 

can oil industry ... More and more, oil is being 
developed abroad by Americans for use abroad. 
It is a big job, requiring big enterprise. Oil must 
be found in jungles and deserts, under seas and 
in rugged mountains. Years of work and millions 


STANDARD OIL COMPANY (NEW JERSEY) 


Almost half the efforts of Standard Oil Com- 
pany (New Jersey) and its affiliates go into de- 
veloping and supplying oil abroad. Meeting these 
needs calls for big plans, big investments. 

But it is a job we know how to do, and doing 
it helps human progress. 


= 


. The better you live, the more oil you use... 


Esso products are sold in 
18 Eastern states by our affiliate, 
Esso Standard Oil Company 


s** . C%er, 


o ° 
of EBASCOR 


A 
Fee conse™ 


EBASCO SERVICES INCORPORA’ 
Two Restor Strest.New York 6, N.Y. 


| 
12 hrs. 
BANK OF |. AMERICAN » ~~ 
NEW YORK SAN FRANCISCO 
AND fo 6s cutee 4 aiptie 
FIFTH i TO MEXICO CITY—FOR ONLY $59.00 
AVENUE : i 
_ BANK COST REDUCTION 
at Without 
New Yorks} Peet Bent Capital Expenditure 
1784 
— MEAD CARNEY & COMPANY | 
~Praews rela mat 
Mae FD Imes ner mate tient noe? | 


Radiotelegraph Service 
RCA Communications, Inc. 


A service of 

Radio Corporation of America y/ 

G4 BROAD ST. NEW YORK 4, HY. 
Telephone HAnover 2-181) 


—1 
WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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How this Cooper-Bessemer engine 
saves $1,148 a month at Hominy, Oklahoma 


CROSS the country hundreds of smal! and medium- 
sized cities (and private industries, too) are in line 

for big savings on the cost of power. These are the towns 
that have their own power plants, powered by veteran 
steam engines or even by more modern oil-burning diesels. 


In most of these places natural gas is available .. . not 
always in reliable volume, but that doesn’t matter. By 
switching to Cooper-Bessemer gas-diesel engines, gas 
can be used to full advantage, can be burned in practically 
any combination with oil as conditions dictate. Not 
only is the gas much less expensive than other fuels, 
but these revolutionary Cooper-Bessemer gas-diesels give 
the highest engine efhciencies known today! That's how 
they save so much at Hominy . . . and in scores of other 
towns and plants already converted to Cooper-Bessemer 
gas-diesel operation. 


Cooper-Bessemer engi $ are const 


ly working out 


new ideas to cut the cost of engine power. Their develop- 
ments are applied to diesels for marine and locomotive 
service, and to gas, diesel and gas-diesel engines for a// 
kinds of stationary service. If you have a stake in stationary 
power, be sure to find out about the mew things being 
done by one of America’s oldest engine builders. 


DIESELS + GAS ENGINES + ENGINE-DRIVEN AND MOTOR-DRIVEN COMPRESSORS + HIGH PRESSURE LIQUID PUMPS 
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IN ARKANSAS—JAQUES MANUFACTUR 
ING COMPANY, North Little Rock. This plant, 


’ completed in 1948, manufactures baking powder 


for national distribution and for export trade. 
Reasons for locating in THE MIDDLE SOUTH 
include access to markets and dependable labor. 


l7 
MIDDLE SOUTH MARKETS ATTRACT 


IN LOUISIANA—AMERICAN RADIA- 
TOR AND STANDARD SANITARY 
CORPORATION obtained a New Orleans 
site in 1949. A multi-million dollar opera- 
tion, the plant will make water closets, 
drinking fountains, lavatories, and similar 
equipment. Markets — both domestic and 


foreign —- plus low cost natural gas and a ~ 


dependable labor supply were reasons for 
the selection of this location. : 


rinstrong’s Asphalt Tile 


IN MISSISSIPPI-ARMSTRONG CORK 


COMPANY, Jackson: Built in 1947 and 
expanded in 1948, this plant makes asphalt 
tile flooring. The site was selected for rea- 
sons which included distribution facilities, 
availability of rew materials, a favorable 
local attitude and dependable labor. 


THE MIDDLE SOUTH 


Area Office, 211 INTERNATIONAL TRADE MART, New Orleans, Louisiana or 
any of these business managed, tax paying electric and gos service componies: 


MISSISSIPP! POWER & LIGHT COMPANY 
Jackson 113, Miss. 


ARKANSAS POWER & LIGHT COMPANY 
Pine Bluff, Ark. 


‘ 
LOUISIANA POWER & LIGHT COMPANY NEW ORLEANS PUBLIC SERVICE INC. 


New Orleans 14, La, 


New Orleans 9%, Lo. 


* Information Source: Sales Management ‘‘Survey of Buying Power’ 19399-1947 


ea bedlithy 


Expanding trade activity in THE MIDDLE. 
SOUTH— plus access to other domestic and foreign 
markets——has influenced the location of many new 
industries in this area. 

The demand for manufactured products has reach- 
ed an all-time high in THE MIDDLE SOUTH— 
where wholesale sales, retail sales and effective buy- 
ing income have increased more rapidly than for 
the U. S! as a whole.* 

The strategic position which THE MIDDLE 
SOUTH-—-~Arkansas, Louisiana and Mississippi— 
occupies on the trade routes connecting midconti- 
nental United States with world markets is one of 
the distinguishing advantages which characterize 
this area as an economic unity. Others include a 
variety of farm and forest raw materials, intercon- 
nected transportation facilities, natural gas and oil 
in quantity, deposits of salt, coal, clays, sulphur and 
bauxite, electric power and a year’round mild climate. 
These combined advantages give industry confi- 
dence in the future of THE MIDDLE SOUTH. 
This confidence is manifest by substantial plant in- 
vestinents such as the three shown on this page. 
It will be worth your while to investigate the ad- 
vantages of THE MIDDLE SOUTH. 
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PLANNING TO COMPLETION 


COESIGN 


LOS ANGELES - 


ENGINEERING 


Y a 
S } 
. 


TAS 
BECHTEL CORPORATION 


SAN FRANCISCO 


NEW YORK 


PURCHASING 
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CONSTRUCTION 
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WASHINGTON 
Seattle and Tacoma 


Coast-wide facilities 
for world-wide service 


As a matter of management, if foreign trade is 
a part of your business problem, consider 
two advantages you may get from this Bank. 


First, our foreign department probably is the 
oldest bank foreign trade operation in the 
country. We have been intimately associated wit) 
leading financial institutions throughout the 
world for three-quarters of a century. Asa result, 
our information and credit service is accurate 
and prompt. We still transact a considerable 
portion of all Western foreign exchange. 


Second, our Tri-state organization makes it 
practical for our customers to work with one 
bank for export and import through 
principal Western ports. 


You are invited to get the detail of our 
foreign department operation and consider its 
value to your business. 


SAN FRANCISCO 
Head Office: goo Carironsia Srarrr 
Mission Branch: 16rn & Jcuan Avesvt 


Our Eighty-fifth Anniversary Year 


THE BANK OF CALIFORNIA 


NATIONAL ASSOCIATION 
Incorporated in 1864 
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Want to keep a step ahead? 


HEN step South with your factory —and markets . . . they all combine to make the 
you'll step ahead with this fast-growing in- South served by the Southern Railway System a 
dustrial area in the even greater “growing days” . “Promised Land” of boundl i 
that lie ahead. business and industry. 
“Natural resources, willing and capable work- “Look Ahead—Look South!” 
ers, ideal climate, rapidly-expanding consumer Gximet 2. 0 ; 
~~ 


-~ 


SOUTHERN RAILWAY SYSTEM 


The Southern Serves the South 


Best friends and severest critics of Fort Wayne 
container quality—and great friends of the shipper—are the experts who staff Fart Wayne's 
own testing laboratories. They're independent, ever watchful, hard co please. They're diligent controllers 
of Fort Wayne quality standards, coldly scientific technicians who demolish Fort Wayne products 
to make them better still. They dissect raw materials, torture paperboard, batter and 
crush complete containers...subjecting Fort Wayne products to every modern test. It’s a 
never ending job—to make sure Fort Wayne delivers the specific container quality, the precise 
container uniformity that meets each shipper’s specific needs. Which Fort Wayne does! 


CORRUGATED FIBRE BOXES 


Seti CORRUGATED PAPER PRODUCTS 


RUGATED Paper COMPANY 


FABRICATION RATING 


Sales Offices: 
Chicago, Ill. + Detroit, Mich. 
Albany, N. Y.+ Buffalo, N.Y. 
Jamestown, N.Y. + New York, N.Y. 
Rochester, N.Y. + Syracuse, N.Y. 
Cincinnati, Ohio + Cleveland, Ohio 
Columbus, Ohio + Dayton, Ohio 
Lima, Ohio + Indianapolis, Ind. 


Fort Wayne 1, Indiana 


Rochester, New York 
Chicago, Illinois 
Pittsburgh, Pennsylvania 
Hartford City, Indiana 


Wlill : Vincennes, Indiana 


rifiliate: Muncie, Ind. « Washington, Ind. 
Southern Paperboard Corporati Pittsburgh, Penna. + York, Penna, 
Port Wentworth, Georgia Milwaukee, Wig. 


So millions of horsepower can go to town 


Because 


is often generated in remote 


electric power 
. undeveloped areas, much of it must be transmitted hun- 


dreds of miles to light the boulevards and turn the ‘athes 
of the West. Vast interconnected networks of power lines 
with stoel transmission towers carry the current across 
mountains and deserts alike to make it available at the 
flip of a switch. 

The manufacture of these towers is an industry in itself. 
For instance, Bethlehem Pacific operates a large structural 
steel fabricating shop at South Ban Francisco that is at 
present doveued, exclusively to the design and production 
of steel parts for transmission towers. Large complete, 
this shop can turn out fabricated steel on any scale required 
by western utilities. 

In addition, Bethlehem Pacific operates structural steel 
fabricating works at Alameda and Los Angeles. Steel for 
transmission towers and other kinds of fabricated steel con- 
struction is produced in Bethlehem Pacific's self-contained 
plants at Seattle, South San Francisco and Los Angeles. 


BETHLEHEM PACIFIC COAST STEEL CORPORATION 
Soles Offices: Son Francisco, Los Angeles, Portland, Seattle, Honoluly 


BETHLEHEM PACIFIC 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 


Above—Shipping yard for tower parts, South San Francisco plant. 
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Ges IMPORTANT 


TO TALK TO THE 
PEOPLE WHO CAN 


Ave ae 


YOUR PRODUCTS 


= retailer knows that in his own community there are large-spending groups, 
medium-spending groups and minimum-spending groups. 


He naturally wants to attract as many of the total as possible, but certainly the larger- 
spending groups represent the most desirable and profitable customers for him. 


is why the Chicago Daily News holds such an outstanding position among 
advertisers in the Chicago market. It reaches into the HOMES of those who have many wants. 
plus the means to satisfy those wants. 


Yes, It Takes a Lot o’ Buyin’ to Keep Good Homes a’ goin’ and advertisers are in- 


deed fortunate in having this one medium 
TANT MILLION as its reader friends. 


- 


ND when you consider that this great 


that numbers CHICAGO'S MOST IMPOR. 


Chicago market is equal to the combined 


cities of Cleveland, Cincinnati, Indianapolis, St. Louis, Kansas City and Minneapolis, you realize 


further what a really important and economical medium the Chicago Daily News is for you. 


CHICAGO DAILY NEWS 


For 73 Years Chicago’s HOME Newspaper 


40HN S. KNIGHT, 
€ 


Publisher 


DAILY NEWS PLAZA: 400 Wen Madison Street, CHICAGO 


NEW YORK OFFICE: 9 Rockefeller Plazes 
LOS ANGELES OFFICE: Story, Brooks & Finley, Inc. 
624 Guaranty Building 


DETROIT OFFICE: Free Press Building 
MIAMI OFFICE: Herald Building, Miami, Floride 
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How much do you pay for 
the Burroughs machines 
you DON’T have? 


Probably a lot more than you think .. . certainly 
more than you would pay for the machines 


your office needs. 


Are you doing without modern figuring ma- 
chines? Pencilwork is a plodding, inaccurate, 
and expensive substitute. Are you doing with- 
out enough machines? Every girl made to wait 
her turn at a shared machine is actually in- 
vited to squander costly time, even if figuring 


is only a fraction of her job. 


« Compare the cost of these inefficiencies with 
the three or four cents a day it takes to amortize 


the cost of a Burroughs adding machine or Bur- 


roughs calculator over its long useful lifetime. 


There's hard-headed economy in having 
enough Burroughs machines. Let your Bur- 
roughs representative help you save time and 
money with the right Burroughs machines for 
all your figuring jobs. Burroughs Adding 


Machine Company, Detroit 32, Michigan. 


WHEREVER THERE'S BUSINESS THERE'S Burroughs 


have not paid their way for many years. 


THAT'S WHY tho decision to “dieselize” was a natural — 
THAT'S WHY fourteen of these 1500 hp. all-purpose Fairbanks 


locomotives have been purci 


AND THAT'S WHY losses on the Central's service are 
red bg the finest 


® FariRnBANKS-MoORSE 
A name worth remembering 


DMESEL LOCOMOTIVES + DIESEL ENGIEES + PUMPS + SCALES + MOTORS 


STOMERS - RAHBOAD MOTOR CARS ond * fare 


9 BIG ADVANTAGES IN 
LEASING OUR TRUCKS 

1. Stops your truck procurement, 
sales and maintenance worries. 

2. Extra trucks furnished at once 
for your peak needs or in case of 
breakdown or accident. 

3. Leasing actually saves you money! 

4. Saves time of management, 
accountants and tax experts. 

5. One (1) check each month pays 
all your automotive expenses. 

6. Releases your capital investment 
and shop space for other uses. 
7. Adequate insurance automatically 

provided. 


8. Everything supplied but the driver. 

9. Nation-wide service through our 
membership in the National Truck 
Leasing System, Inc. 


) 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 


How to take truck worries 
off your shoulders! 


“California Truck Rental Company has not only cut our costs, but 
has taken all of our truck worries off our shoulders—we highly 
recommend this service” 

Say VIRG DAVIDSON, JOHN D. CHUDACOFF, Ovners, Davidson-Chudecoff Co. 


=< iG 
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Worrying about trucks and their main- valuable staff 
tenance is fretful—and costly! 

Don't take our word for this —let us 
show you the actual records that prove 
you can lease trucks from us at less 
cost than you can own and operate 
your own. 

You may need | truck or 100. By 
renting from us you immediately 
release invested capital for other 

. You eliminate procurement and 
maintenance headaches. And you save 


consideration. 


. «SAVE TIME AND 


MAINTENANCE WORRIES BY LEASING YOUR TRUCKS! 


and executive time. 


Our rental fleet is the largest on the 
West Coast. Trucks of every size and 
type are ready to serve you at once. 
Replacements and extra trucks 
instantly by phone. 

Our experts—at no cost to you—will 
study your trucking needs and sub- 
mit a money-saving lease for your 


Write or phone for 


complete details today. 


CALIFORNIA 


ay “'" TRUCK RENTAL 


provk \ 


COMPANY 


21 * TRinity 5275 


930 East Sixth Street * Los Angeles 
VE 2801 San Pablo Avenue * Oakland 8 * TEmplebar 2-4546 io 
California Truck Rental Company 
930 East Sixth Street, Los Angeles 21, California 
Gentlemen: Please send me complete information on your truck 
leasing service. | understand there iy no obligation in any way. 


FIRM NAME. 


STREET & NUMBER. 


carry 


The ship that helps create jobs in Alaska 


From Ketchikan on up the coast... in 
dozens of towns and cities in Alaska... 
people greet the tanker “M.S. Alaska 
Standard” with considerable affection. 
For, over the years, she’s helped Alaskans 
develop thousands of jobs. 

Regularly she loads a full cargo of 
petroleum products and takes them 
wherever they're needed . . . like some 
giant floating service station. She pokes 
her prow into rocky inlets to serve fish 
canneries, goes on up the coast a few 
miles to bring a new mine the lubricants 
it needs to work, stocks oil for fishermen 
so they no longer have to travel six or 
seven hundred miles to refuel when the 
salmon run is on. 


In short, she helps both the coast and 
interior of Alaska develop its resources 
-+. just as the oil industry throughout all 


our country helps other industries grow 
and people work, produce and prosper. 


7 ge ee ane Oe aa . ) geet % ee: ape : ny e ae “hg, OF leaner ny Pi . ‘6 a AY : : = e ie a Al : me 4 Si 7 a . ¥ 
Bei te a ie os og ye ee bec ee oe . rs ca -  ee a ae eee 2 ee ri coe Bol 
Crates ae. . eg - * pe hee hee ae a BS le ae eles * ila ae ecg a me ede ee ~ ie aa hp stat ee Se « tag ae Pee et cg OL A melee PaRe Sse oT 5 Pieye aa 2 ge 

Pere ee ae eres Sees aaa, << culm ee are Se eee a ee a ee, ieee ir Sh aS ae ee ala Me ee «ee Vat RE 5." ea = : bs i 
oe le I ides ee i 
“im , 4 . oa ae oF ne a ae = = eee ee to ee ee” ee aS ee = Sea ik nee = than, ene: ee eee PR isi ee ie ‘ 
sii li Advertising Age, October 10, 1949 Ae 

' LS = 
x ‘ "<e ee eo” ~, ‘ 
Oe ade ) ‘id ey Sa © 5) \% —_— 
, Fi : oum Ss fo wens "a 
5 : 3 gti) wad Nantes ae s Y/ / 5. gar vU 
. oe : ta ees Oh, 14 aN : TT ate. +," E. . ry 
‘wo oo ae ss 53 « 
ear 
ee hard, , The Answer to 35,000 ¥ “A 
eo © Problems a Day... 
= ls 
Pg WA Comenstar qnsvteo ~ to thy tame of 8088 singe Slee day — has - 
a PAA, . ing geet o meen teins tte ee i Gaseeue of P= ish | r 
aa a . XS ‘ - aa New Jersey. In contrast to its freight operation with 65 separate inter- , =a 
i; fF we ed , change connections with other railroads, the 250 daily passenger 
Agee i 2 —s cis ee , Nee 

oo .. = ¥ j 

i = f e, a 

jj a Morse ES 22 hres \7 
a «> 4 f & - : , 

ME es) ~~ 
ee ot om 4 a rel ucago 9v, wy ww 
be a . ww d, as , 

+ Gini ATon 7! | % Fe 
en fOurMeNt - MAGNETOS - s ve — 
Du. 2 wm : / 
ail ~~ ar ae. sos | 
ae “ee - | ; @ - : — = 
se a: on™ =e ps 2 am E ‘ 
ae \ ll See et ty ea ted oo ee 3 
met ei Sa ok eee dae Pra AH 
—— ; ; eh heeone a ae ‘ a lind 
—_ ae ae oo So  G SG ene SPA Gass 
- “ree 1. an pot bi Peer Soe, Ah Nether: 
| eee | get wih ie a 
> Da Aeeid MA, Weaken, Re I et Ba 
« ; | ai Ca AS po ae oe ol Seg ie ee ae 7 SF. Aaa a: Ca mete 
ee Oe Les bee oer tee ee et 
eta : ed ae eres 4 ice Se eit. ee > a. = ee eee ay. ‘ee ae 
+ a as me " wear Te a ae Sree ee mee = Tie i te Be gu & . os gute 
a TL LT TT i y gush. ee SS eae to 7 lS eae hee. ‘ ¥ ie ieee. Ch, las 

ae oo < ; dite 0028 - a ns _ i “ p By i. ~~ = een gion "Seameepar 3 "a aa % ae ale ' 

ERS A $ =e : Age’ sok Sera Oh . BAP a aot = ed mii ny sa ' 

: ee Be ee oe: fh pu lial 

$ proline ¥ $e" fi cdo : g ie sae — bs ? . ao oe z  * 
‘git : ars ea i ne eT eee . 
ee Sn ee ee & | 
eee a Cy By . a x Le Wares Ammann : 
cae he » —. 4 \ ato . 
ee i : tone . ' eh leemaened / 
ae Ps nr om \ 

ee Va 7 
i ee . — a 
“ee: ' > we T 

2 eo je , —_ 

a ie y yr — “— 
a | Dats Fei on yfhros ) wy ¢ 
oe voumsone : fueron = ery 
= “aa ® tt See ~ oma ‘Ne. ae 
cee THE MARK OF SUPERORITY ee ——— - O 0 0 OO 

? eon (N MODERN BUSINESS MACHINES 

' ee 

“| ~~“ ee] ~ aan i, OT es 

. . A i << \\ ao he tT » ts , + 

; A. ea, DD ’ OM Dy eS i 

) LS a rai Gyan mu 

= FY Sk wn Br Ae | | 
atin 9 a ead 1 
ere us i = “ey: , cae 
= eee 4 a » A \. Ply ye iyak EF 

ee, a ies a nes, lB SEC ss We 

ye ts) Ree ted Nips Paint ALN Loy eet > Py Z 
Siesta, eR MS Ue f ON eee IST” ars Ay F 
Sc ye t—t~™”C RS RS ee 
Shee! eT i Yet ey TY ml 
Bes Ba . ne eee Pee: 2 a, ae ; yw ar : * 
yee | ee ye ea “ayn | cata Bit se 
Serio ; ‘ cal 8) jm Oe TE Be TNs mie im ie , a 
hace af: Se ach  eree ben i ) |e (0 ee 
a {te ' . Wy : os, ie va. io nage ie. a a: as porto ee, His Wie we 
mee. P| tre pea A eae eB Se oe ae eee Saas a : . = a 44 , 

eee ‘ i i : Gites 1c 00 eas a gle aah j ye 

ara f " =) ees | fee 9 a | > 2 

= we ‘ 2 Oe Le wae ne ee, ey a fhe : 

oe | a = ' or 
: a ene eae “ ee i : =*3 - a 3 nee oe = * a : >». = es f = 
. 4 Bir ixs: ke Sa, ¥ on Sor St ge ee eee & a 

| a aa oe oe ! Sy gNes= a i 
oe. ey N an a. is . ? aS \y rs =p .- Mee 9 yj 
X i eo ' : = ze - 4 Sa \ >> —— BS ‘ ; é , P + aS 

see a oe ; =. 3S Gs BP ae, ip 
ie a A oa a ’ =} ai , a x3 NF ; = ae Se 5 Oy ti ‘ 5 it - “ J, e 

ae ; % = tt % zTS \ au . SI = : ee 1 fi xn * a 

ae 2 ae CUT COSTS {ih SR Ae = jz / a, *) ‘ 

Be ore as thing Bs f ; fi gS > . — 
| = SS Ge 

ei 

ee 

iy e | __ pe , 
ee an & 
begs 3) % a 

* mde i) e ‘a Pp 
ee =a . ‘ 4 

M@ STAND, ot 
wae eS ’ pips on COMPANY | 
yet: baa Serve 
nie ly \ name —— : - 

it . 

: > > (lg 

: ~~ FE Re ES ‘ > 
— 
: anes a . 
ete + 
Beas peeret 4 ts . a ‘ re \ 3: : era ee pge' ; oe ie eee . . ‘ “a? : : a. - “ 4 

5, a s wait as pee Oe peas, i Seda Sa et tare eee: hen Ks 


Advertising Age, October 10, 1949 


== __ 


When 


you think of 
Pittsburgh 


Although Pietsburgh's greatest: renown 
1s associated with mdustrial achievements, 
the city provides many notable cultural ad- 
vantages for its residents. It is the hom of 
Carnegse Institute, comprising famed art 
galleries, museum, music hall and lbbrary 
les Phipps Conservatory, Allegheny UOb- 
servatory and Bubl Planetarium are out- 
standing. It has a fine Symphony and 
annually presents the world’s greatest 
musicians. A proposed new Civic Theatre 
will be unique among open air amphi- 
theatres. Five colleges and many other 
cultural features are available 

These facilities are vital to you and to 
the people you will ask to staff your new 
operations in Pittsburgh. And it is also 
important to know that one of the narion's 
largest banks has the facilities and the 
desire to serve your Pittsburgh banking 
needs. Your maquiries will be welcomed 


PEOPLES First 
NATIONAL 


BANK & TRUST COMPANY 
Pittsburgh 30, Pa. 
Member FDA. 


Here's a through line to ma- 
or markets—from New 
y! 
Yes, when you think of 
you think of 


ple who live in 
New York and Philadelphia. 

Draw a 250-mile circle 
centering on Trenton, the 
state capital, and you'll be 
drawing an area populated 
by more than 43 million 
consumers. 

There are other plus ad- 
pam. oo for all types of 
manufacturing in this great 
state — big advantages like 
these markets . . . the finest 
in research facilities . . . 
ductive labor . . . nbd“ 
transportation facilities . . . 
diversified products . . . all 
this, aad much more, are 
yours in New Jersey. 

Public Service stands ready 
to help you in New Jersey 
with de services 
it has to offer. 


PUBLIC SERVICE ELECTRIC 
AND GAS COMPANY 
Write Dept. A, for brochure, 


“THE CROSSROADS OF THE EAST.” © 
70 Park Place, Newark 1, N. J. 


When You're Hiring A Top-Flight 


Faserance Suleman 


... Be Sure To Look At His Record 


@ A Magazine Is One Of Your Salesmen In Print. And Here is Newsweek's 11'2-Year Record In The Insurance Field 


Why With The Insurance Companies 


‘ Rank Among ALL Magazines by Pages of insurance 
1938 —> 1949 
(Pare Sa 
ae 
Time 1 1 Time 
Business Week 2 2 Sot. Eve. Post 
Sat. Eve. Post 3 NEWSWEEK 
Collier's a Business Week 
Nat. Business 5 U. S. News 
Fortune 6 Life 
Forbes 7 Nat. Business 
Nat'l Geog. 8 Suc. Farming 
American ~ Collier's 
NEWSWEEK Dun’s Review 
SOURCE: PIB 


Newsweek Families Average #15,000 Life Insurance 


Compare this with the U. S. average: a little over 


$2,000. What is behind this exceptionally high aver- 
age for Newsweek families? Here are the facts. 


66% of every dollar spent for life insurance comes 
from only 35% of all U. S. families.” This 35% repre- 


sents America’s highest income families. 


85.5% of Newsweek's more than 800,000 families is 
concentrated in this highest-income group—the group 


*1947 Survey of C Finances 


™ 


that accounts for % of all life insurance written. 

NEWSWEEK offers more top-income families per 
advertising dollar —at the lowest cost per thousand — 
than any other weekly or general monthly magazine. 

47.3% of Newsweek's readers in business and indus- 
try have a direct voice in, and thousands more influ- 
ence, company buying. And this buying includes plant 
and personnel insurance coverage. 


d by the Federal Reserve Board. 


What Insurance Companies Advertise In Newsweek 


Hardware Mutuals 


a worodgpun SMSURANCE COMPANY 
worrem metsacmusarts 
ea 


US E&G. 


Seen YOHNSONSMIGGINS  auS7TaiS 
THE MUTUAL BENEFIT New 
LIFE INSURANCE COMPANY le 


. B\scondoaes * 
‘MOTORISTS INSTRANCE COMPANY Wteble Lite A Society 
of the United Stetes 


NEW YORK LIFE 
INSURANCE COMPANY 


LIBERTY MUTUAL 


AMSURANCE COMPANY 


The Travelers 


Mutual 
of Basten 


mewane new eneey 


J. HENRY SCHRODER 
BANKING CORPORATION 


and 
SCHRODER TRUST COMPANY 


Announce 
the opening today 


of their new banking premises 


at 57 BROADWAY 


New York 15, New York 


Insurance Company 


(4 MUTUAL Companty 


Metropolitan Life 3 


NATIONAL LIFE 
Insurance Company 
VERMONT 


AETNA INSURANCE GROUP 


= 
«THE HOME 
Fusmance Company 


| 
} 
| 
| 
| 
| 


Behind the Advertisements 


During the last century a new profession that was to reshape 
American life came into being — the advertising profession. 


It has helped build industries unthought of in those days, 
created tremendous buying urges, played a vital constructive 
role in boom and bust, war and peace. Yet few people 
know the story behind the advertisements. 

Professor Ralph M. Hower, of the Harvard University Grad- 
vate School of Business Administration, tells the story behind 
the four-color advertisements, the radio programs, the tele- 
vision shows, in his completely revised, up-to-date study of 
the oldest and one of the largest advertising corporations: 


N.W. Ayer & Son, Inc. 


Revised edition of Number Five of the Horvard Studies in 
Business History. 647 poges, plus 59 illustrations $7 50 


“The History of an Advertising Agency” 


by RALPH M HOWER 


Harvard University Press 


CAMB2IDGE 38. MASS. 


STREET JOURNAL SHOULD HEAD YOUR List 
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Creede Light photes by Jim Brown, Chicago 


“Putting up” storm windows... easier than tying a scarf! 


These unretouched photos were made by attaching a light to 
the man's hands and photographing the actual movements it 
took to tie a scarf—and to change Eagle-Picher Combination 
Storm Windows and Screens! 


Taking down screens and putting up storm windows 
isn't a chore any more! 

With modern Eagle-Picher Combination Windows of 
durable attractive 


hh 


it’s p 


to change every 


’ window in the house in minutes. The frames are installed 


permanently ... screens and storm sashes are easily incer- 

changeable from inside ...no cools or ladders needed. Using only your 
fingers, you simply slide out the screen, slip in the storm window, lock it in 
piace, and the job's done! 
Besides enabling homeowners to change season in seconds, Eagle-Picher 
Combination Storm Windows and Screens modernize and beautify any 
home. The trim, streamlined frames blend perfectly with any house style 


Eagle-Picher Products... a representative list 


INC AND LEAD 
PIGMENTS 
Paint nts include 
zinc oxides (both lead- 


free and leaded), litho- 
me, white lead car- 
ate and sublimed 
white lead. Conform to 
highest specifications. 


LEAD AND ZINC 
Oxwes 
A comprehensive line of 
products used in the 
manufacture of storage 
batteries, tires, and ce- 
ramic products such as 
pottery, glassware, tile, 
tubs, vitreous enamels. 


A COMPLETE LINE 
OF PAINTS 


In addition to traditional 
white lead paints, we 
manufacture for painters 
and homeowners, a com- 
plete line of mixed pig- 
ment paints for all ex- 
terior and interior use. 


A unique mineral wool 
— both chemically and 
physically stable. Fire- 

oof and water - repel- 
ent, Eagle Insulations 
include cements, blan- 
kets, blocks, felts, batts. 


or color. They never need painting, reduce m 


e bi to the 


Pr 


minimum. And they're expertly installed to provide the utmost in fuel 
savings, comfort, ventilation. In the complete line there are beautiful, eff- 
cient enclosures for conventional windows, doors, casement windows, picture 


windows and porches. 


There are other Eagle-Picher products that contribute to home comfort 
and beauty — mineral wool insulation, paints for interior and exterior, lead 
roof flanges, pipe and plumbers’ goods are some of them. And in addition to 
products that make for beter living, there is a long list of Eagle-Picher 
solders, alloys, bearing metals, lead and zinc pigments—used by industry to 


make better products. 


EAGLE-PICHER 


Since 1843 


General Offices: Cincinnati (1), Ohio 


Lightweight, fireproof, 
water-repellent mineral 
wool for both pneumatic 
and batt application. 
Brings year ‘round com- 
fort. Cuts fuel bills as 
much as 40 per cent. 


COMBINATION STORM 
WINDOWS AND SCREENS 
Constructed of durable, 
lightweight aluminum. 
Reduce heat loss through 
windows, cut fuel costs, 
increase comfort, bring 
new convenience. Doors 
of aluminum to match. 


Bearing metals, alloys, 
solders, fluxes and other 
products for industrial, 
electrical and petroleum 
fields . . . for the automo- 
tive, hardware, printing 
and plumbing trades. 


Used extensively for gal- 
vanizing iron and steel 
products 


pipes, pails, fencing, 
steel fabrics, screen wire, 
nails, ete. Also zinc for 
making die-cast articles. 


Wass ts tos eas ate Sane wid 1s te wtaidie. 
Becouse you wont perfection, not experimentation. B 
you demand flicker-less, undistorted, comfort-bright vision. 
Because you insist on dictign-distinct sound, not merely the 


promise of it. 


you want cabinets that will enhance 


the beauty of your home yeor after yeor. If you refuse to own 

less thon the finest . . . you are now at the end of your 

search. For vision, for sound and for cabinetry . . . it can be said 
ot last, that with Starrett Opticlear, television has come of age! 


Start 


pticlear 


TELEVISION 


with exclusive scientifically FILM FREED* 
picture tube and built-in antenna 


record changer 
domesin genuine 


book-matched, crotch woods, $1095.00. 


Americo’s most 


complete tine of quatity, 
designed egbinets, $249.95 to $1295.00. 


For Dealer in your area. write, or wire us at our expense 


STARRETT TELEVISION CORP. 
601 West 26th St., New York 1, N. Y. 


Depa i 


Federal! Tex Additenc! 


—EE_ 


why we chose Remington Rand 
Microfilm Service 


ECONOMY. Nothing to buy or rent- work is done by Remington 
Rand's own experienced operators on their own machines at a 
predetermined cost. Ideal for “one-time” or periodic micro- 


filming requirements. 


COMPLETE FILM INDEXING. Al! records are indexed right on 
the film as thoroughly as paper files. Finding time is reduced 
by more than 90°%. Records are certified to facilitate use as 


legal evidence 


QUALITY, PERMANENCE. Film is processed in accordance with 
U. S. Bureau of Standards requirements for permanency. Every 
roll is triple checked for density and resolution, completeness 
of coverage, and accuracy of indexing 


NO INTERRUPTION OF ROUTINE. Work is done either on your 
premises or on Remington Rand's. They prepare records and 
microfilm them without disturbing your records procedure. 


EXPERT ANALYSIS OF RECORDS Remington Rand will analyze 
your records problem and initiate a planned records retention 


Program 


7 
Remington Rand FOR GREATER BUSINESS EFFICIENCY 


LIFE INSURANCE COMPANY: “Saving: in floor space, preser- 


vation of old records, faster reference —all these factors 


influenced us to have 11 million weekly premium ap- 


plications microfilmed.” 


AUTOMOBILE MANUFACTURER: “The active records of sev- 


era! thousand salaried employees were put on film for 


easier reference.” 


BANK: “We saved 98% in filing space by having 540,000 
letters and withdrawal tickets microfilmed.” 


HOTEL: “Microfilming of guest records has made possible an 


efficient planned records retention program as well as a 


considerable saving in space.” 


WRITE FOR FREE BOOKLET. 
Photo Records, 


Systems 
Management Controls Div 


Remington Rand, Inc.. Room 
284, 315 Fourth Avenue, 


New York 10, New York 


ision, 


USE PHOTOGRAPHY 


Mewnneine Hand ba 


The pump in your product can be 
“better-built” by Economy. We're 


el knit and “fast 


we es 
we have the design and manufac- 
turing facilities for most any pump 
job. For instance, our plant in- 
cludes cranes to 30 tons and a 
30,000 G.P.M. test pit. While 
we've built up « let of pump en- 
gineering experience, we're not 
bound by tradition. We're open 
te your ideas. 


Let's diseuse your pump problem. 
Economy Pumps, Ine. 


Division of Homitton-Thomos Corp. 
HAMILTON, O10 


IF YOU ADVERTISE TO BUSINESS AND 


OVERNIGHT 


to Montreal on 


Leaving 
Pennsylvania Station 


8:25 >.™. 


(Daylight Saving Time) 
EVERY NIGHT 


For reservations, call 
PEnnsylvania 6-2000 


TKE 


NEW HAVEN 


RAILROAD 


| 
| 
| 


Next time you're a passenger on the 


Lark, speeding between San Fran- ~ 


cisco and Los Angeles, you can step 
into the attractive radiotelephone 
booth in the “Lark Club” lounge car 
and phone anybody. anvwhere in 
the world. 

Or, from any phone in the world, 
you can call the Lark! 

For example, suppose you want to 
call your best girl who's aboard, or 
you want to arrange a business 
meeting with an incoming Lark 
passenger. You call “Long Distance, 
give me Mobile Service Operator . . . 
I want the northbound Lark... I'm 
calling Mr. George Smith ..."" If Mr. 
Smith has left hie car and room 
number with the Train Passenger 
Agent (remember to do this, Mr. 


SP. 


’ The first train telephone in the West — 
now on the Lark for your convenience ! 


Smith) they'll page him, complete 
vour<all, and there you are! Rates 
are about the same as daytime per- 
son -to-person rates on ‘land’! 

Easy, isn't it? But it cost S. P. 
a lot of money just to instell 
these two radiophone sets in the two 
Larks, plus heavy operating ex- 
pense. Another Lark convenience for 
you, like the luxury Pullman aconm- 
modations, the “Lark Club”, and 
the relaxed, sleep-inducing 9-to-9 
achedule of America’s finest over- 
night train. 

“This is the Lor? calling’ ... Hello, 
Lark!" Another step in our tremen- 
dous program of streamlining the 
greatest railroad in the Weat for the 
comfort of our friends, the people 
of the West. 


The friendly 
outhern Pacific 


For information and reservations telephone GArfield 1.1571 
TEmpleber 2.2121 in the Eastbay 


INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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at Stanley Foundries 
Huntington Park 


ry 
° 


\7s 


wag, 
Consistent perfection is the standard for products made here. 
Iron alloy castings for use where abrasion, corrosion and 
temperature extremes are important considerations must be 
made to the most exacting specifications. So must the Ni-Resist, 
Ni-Hard and other nickel alloy castings produced under 
. license from International Nickel Company. 


Special skills and accuracy are the watchwords at Stanley 
Foundries, where men and machines work together to maintain 
product quality. Workers experienced in handling the metals 
produced here are aided by electric rocking furnaces in the 
foundry, electric machines in the machine and pattern 

shops. Through this plant, electric power helps to provide 
better equipment for the petroleum, food-processing, cement, 
paper, chemical and dust-precipitating industries. 


SOUTHERN CALIFORNIA EDISON COMPANY 


L , natural gas 
cheaper fuel for industrial plants than fuel oil. 


has always been a 


West Texas has an abundant supply of natural 
gas but few industrial plants. Southern Califor- 
nia, at the end of the war, had a limited supply 


of natural gas and many industria! plants. 


4. To complicate matters further, more and 
more people continue to move to the West. So 
more and more gasoline is needed to meet their 
requirements. Now you can't get gasoline out of 
a barrel of crude without producing some fuel 
oil. Asa result more fuel oil is being produced at 
a period when less is needed. And time will make 
the maladjustment worse instead of better 


2. Therefore, it made good economic sense to 
build a natural gas pipe line from West Texas 
to Southern California. And as soon as the pipe 
line was in operation — late in 1947 — industrial 
consumption of fuel oil in the Southern Califor- 
nia area dropped off 51,000 barrels per day. 


5. So the industry is faced with a major change 
in refining techniques. Several processes that 
will enable us to convert fuel oi! stocks into gas- 
oline have already been blueprinted. But build- 
ing the equipment is going to cost a whale of a 
lot of money. Estimates for such installations 
at Union Oil alone range from 40 million to 70 
million dollars. But they will be built because 
they have to be built if we're going to stay in 
business. 


3. During this same postwar period, western 
railroads began an intensive program of con- 
verting from steam locomotives to Diesels. This 
made good economic sense too. But it also meant 
that railroad consumption of fuel oil dropped 
from 126,000 barrels a day in 1945 to 57,000 
barrels per day currently. 


o.2 
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6. We don’t like unexpected expenditures any 
more than anyone else. But we do think this is 
an excellent example of: (1) the way our Ameri- 
can free economy forces improvement and auto- 
matically controls the production of different 
products; (2) the necessity for adequate profits 
and adequate incentive for new capital. For 
these two sources provide the money we contin- 
ually require to keep our industrial equipment 
up to the tasks which face it. 


This series, sponsored by the people of Union Oil Company, is 
dedicated to a discussion of how and why American business 
functions. We hope you'll feel free to send in any suggestions 
or criticisms you have to offer. Write. The President, Union Oil 
Company, Union Oil Building, Los Angeles 14, California. 


UNION OIL COMPANY 


INCORPORATED IN CALIFORNIA, OCTOBER 17, 1890 


CALCULATED RISK 


The quarterback of a well-coached toorball team carefully weighs 


OIL IN CANADA | 


For information on Canada’s fabulous Western Oil 
Fields, consult The Royal Bank of Canada. Our | 
branches in Calgary and Edmonton are rich sources } 
of information for operators, equipment manufactur- } 
ers and all interested in Canada’s oil development. 
e Branches in Turner Valley, Leduc, Woodbend and 
Redwater areas. Address enquiries to: E. B. Durham, 
| Supervisor, The Royal Bank of Canada, Calgary, | 


| THE | 
ROYAL | 


nw Yon Agen, BANK | 
px xy OF CANADA 


| New York 5, N. Y. 
' 


the Tisks of each play against che prospects for gaining ground. 
When he calls his signals, he takes a calculated risk. 


Similarly, in a well-managed investment fund, the risks to which 
every investment is subject are carefully weighed against the pros- 


pects for maintaining and, where possible, improving principal 


Schedule okays come easier when you're doubly 
sure; ~ that the markets you've picked can de- 
velop sales, and that the media you've chosen wy// 


All signs, indices, and business barometers still 
point UP along Florida's Gold Coast... 85,000 more 
customers this year than last, $100,000,000 more 
im Sales, $85,000,000 more in net buying income. 


and income. 


This Company concentrates on the management ot investment 55 branches in Alberto, the “oil” province. Over 720 branches in 
Conoda, the West Indies, Central and South America. New York. | 
London and Paris. Correspondents the world over. 
HEAD OFFICE — MONTREAL 


Assets exceed $2,222.000,000 And The Miami Herald, which continues to 


increase its margin of leadership in linage and 
circulation, -- the paper you can depend upon to 
wrap up and deliver the entire Gold Coast market 
in one convenient, low-cost package. 


funds. Investment decisions are based upon organized and cun- 


tinuing research and are made in accordance with the require- 


ments of each individual account. 


(OU S. KMIGHT, Publisher STORY, BROOKS & FINLEY. Notiono! Bens 
AS. GRANT. Avienre = Affilicted Srotiens . WORM, WOAMIM 


MIAMI--An 
Internationel Market 
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“ac” ORANGE COUNTY 


THE RUST ENGINEERING CO. —h FLORIDA 
IT’S a GREAT LIFE 


INDUSTRIAL DESIGN 
AND CONSTRUCTION 


FIDUCIARY TRUST ComPANy 


oF NEw YORK 


x * * 


% 
z 
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* Executor, Trustee PITTSBURGH WASHINGTON | " of tiv 
3 § Agent for M sof} NEW YORK BIRMINGHAM drange County "And no wonder, for A dramatic ad = 3 
iv _ | ‘Ov ‘ —s ~ 
3 Cc é bal | shopping ~~ Mea ay tothe | for Tappan Ranges . == . 
% ¢ Other Persona! Fiduciary Services r quiet countryside. More than 700 lakes | appears in the 
“4p m | io Orange County offer the best in fishing ' NEW ORLEANS 
10 Personal Banking BLECTRK: - INDUSTRIAL Glial the voor "reese. “iheen a Pitt n || September McCALL'S. BY 
CONSULTING & DEMON | || ginaalcre’ Wgh entire efiteg fs || Tt was prepared by wissen STEAMBOAT 
NEER: time, you'll find a warm welcome | the Griswold-Eshleman fores $225 
ONE WALL STREET . Digby 4-0010 FISCAL & OPERATING SERVICES | Bor Pree Literature, write— and up plus tox 
| H. Stuort Johnston, Sec -A gr Advertising Agency 
Pioneer Service & Enginecring Co. ORANGE COUNTY CHAMBER OF COMMERCE of Cleveland and 


Chicago 4, Hlinois 


Reom 73 County Court House, Orlando, Floride 


Louisville. 
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- STUDEBAKER’'S REALLY ROLLING! 


White ade wail tires ead © bee! dies 


The leader leads again! A breath-taking new car! 


A dynamic new triumph of Studebaker’s overwhelmingly popular new 


ideas on automobile designing! A 1950 Studebaker styled ahead— 


and engineered ahead — for years to come! 


MERICA expects the unexpected from Studebaker 
—and here it is—the “next look” in cars! 

Dynamically new in form and substance, this is a 
truly inspired 1950 Studebaker. 

Its styling is more breath-taking than the “new look” 
originated by Studebaker three years ago. 

This is a complete line of completely new 1950 Stude- 
baker cars—paced by a sensationally advanced Stude- 
baker Champion in the low price field. 

Every car has increased wheelbase and over all length 
plus the neweperformance of higher compression power! 


Stop in for a look and you'll never stop short of getting 
a new 1950 Studebaker. New in eye appeal and drive 
appeal, it’s starting another Studebaker buying wave. 


Stand-out advancements mark the 1950 Studebaker! 
A new longer Champion and Commander! A new longer special Lond Cruiser sedon! , 


Self stabilizing independent coil spring front wheel + Higher npr 
Commander ond Champion engines of increased horsepower + Wide-rim wheels os 
extro-low-pressure tires * Brokes thet tically adjust th h 


centered variable ratio steering * Oversize windows and windshield « Automatic choke 
contro! + Glore-proof “bieck light” tagtrument pone! dials + Anti-twist box section 
Studebok hip th jh * Automatic hill holder 
(extra cost on Champion only) Gas-saving automatic onitie transmission — ther- 
mostatic contro! Studeboker Climotizer heating ond @ system — Studebok 

engineered Phiico rodio—ovoilable on all 1950 Studeboker models ot added cost 


frame + Wear-resisting 


NOW ON VIEW AT NEARBY STUDEBAKER SHOWROOMS 


STUDEBAKER'S FIRST WITH THE “NEXT LOOK” 


Pro@el at entre cont 


IN CARS! 


BY AN ANCIENT AND PRIMITIVE SYSTEM 
OF MEASUREMENT, 16 HAIRBREADTHS 
MAKE A BARLEYCORN— 3 BARLEYCORNS 
AN INCH. TODAY, A “ROCKWELL” SUPER- 
FICIAL HARDNESS TESTER MEASURES A 
VARIATION IN OEPTH OF PENETRATION 

AS LITTLE AS 4,400,000 OF AN iIncH! 
"ROCKWELL" HARDNESS TESTERS ARE 


OF A CATALYTIC CRACKING UNIT IN AN 
Ol. REFINERY. (TS OPERATION IS 

MOSTLY AUTOMATIC, BEING CONTROLLED 
ALMOST ENTIRELY BY INSTRUMENTS. 
HELICOID GAGES —A PRODUCT OF ACCOS 
HELICOID GAGE D'VISION - PLAY AN Im— 
PORTANT PART IN PETROLEUM REFINING, 


COWBOYS ON HORSEBACK USED TO 
ROUND UP BANDS OF WILD HORSES 
TODAY, IN SEVERAL WESTERN STATES, , 
THOUSANDS OF WILD HORSES ARE 
SPOTTED AND DRIVEN INTO CORRALS 
BY AIRPLANES. ACCOS AUTOMOTIVE AND 
AIRCRAFT DIVISION MAKES DEPENDABLE 
CABLE CONTROLS FOR ALL TYPES OF AIRCRAFT. 


ACCO Products include: AMERICAN Choin + TRU-LAY ond LAY-SET Preformed 
Wire Rope + TRU-LAY Coble ond TRU-LOC Swoged Terminals for Aircroft + TRU-STOP 
Emeryency Brokes * PAGE Wire, Choin Link Fence ond Welding Rods + CAMPBELL Abro- 
sive Cutters . READING-PRATT & GADY Valves and Fittings + READING Stee! Costings 
* PENNSYLVANIA Lown Mowers + MARYLAND Bolts & Nuts + “ROCK WELL" Horgness 
Testers * WRIGHT ond FORD Hoists + HELICOID Pressure Goges + MANLEY 
co + Service € + OWEN Silent Springs 


Now 
COMPLETE STOCK 


iF YOU 


MARKET 


The MIRROR has expanded its financial service. 

Mirror readers now get complete New York stocks and THE CREAM OF THE 
FINANCIAL NEWS, in additi 
section which has always distinguished the MIRROR. IT’S BASY TO 
READ AND UNDERSTAND. 


The NEW ENLARGED FINANCIAL Section now supplies the b an 
and the layman with these specially selected additional features: 


to the pe lized business 


© Complete New York Stock Market transactions 
@ New York Curb and Chicago grains 

@ Local livestock, citrus, butter, eggs and grains 
@ Family budgets 


" ™ MIRROR 5° 


ADVERTISE TO BUSINESS 


ACCURACY 


Vital in the World of Finance 


The Sun's reputation for publishing 
correct tables has long been established. Constant 
check has proved its daily stock, bond and bid 
and asked quotations to be superior in accuracy. 

That's why investors have singled out 
The Sun among afternoon newspapers for most 
dependable financial information. 


FOR ACCURATE STOCK AND BOND 
AND BID AND ASKED QUOTATIONS 


Che site Sun. 


wEW YORK 


Tr 
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LOW COST, long lasting Requires minimum of heavy 


bridges are made possible by the equipment for construction, 
Timber Structures composite 

deck bridge which combines the MINIMUM MAINTEMANCE 
economy of wood construction oo LONG LIFE 

with the serviceability of con- There are no joints or parts to 
crete, Road surface of the bridge deteriorate or become 


is concrete, poured over preser- 
vative treated laminated panels 
and keyed permanently to the 
deck. Construction 


costs are cut 
three ways: 
Construction time is reduced. 
No false work, scaffolding or 
concrete forms. 


Preservative treatment provides 
lasting protection against ter- 
mites and rot. Painting is not 
necessary for maintenance. 

Write or telephone for illus- 
trated folder giving details of 
Composite Deck Bridge Con * 
struction. No obligation. 


TEXAS DIVISION Timer Structures, Inc. 


3906 LEMMON AVENUE + DALLAS 4, TEXAS 


— —— be 


23 Days 
That Shook 
the World 


MEN FAINTED in the streets. 
Suicides became vaude- 
ville jokes. Remember the 
stock market crash of "29? 
C..n it ever happen again? 
Are you sure? Read, “23 
Days that Shook the 
World” in October Argosy. 


A MAN'S SIZE MENU OF GREAT STORIES . 

“Throw Him Out,” « besebell classic . “Never 
Cheat o Dog,” o hunting gem “Ht 1 Should 
Die,” @ surprise finish fight. Plus ARGOSY's big 
12 poge Foll Hunting Roundup with illustrations 
m color end always ALL the other things men 
tell vs they wont in their mogazine . . . timely 
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One Example of Davison Services to the Chemical Process Industry _ 


Manufacturers and Bankers are 


; 
eeeeoeeeveeeeveoeeeeeeveeeeeeeeeeeaeeee ee ee 
ee eeeeeveee eee eveeeeeveeeeeeeeeeeeeee ee @ | ee 1” 
: ‘ lid f he South 
- 
“se “e | So or the South! 
o*e EXA st y ore | Ask leading manufacturers and bankers! Ask Southern wholesalers 
e°e investigate °° | and retailers! You will get a solid vote of confidence in the future 
o*e ee of the rural South. Southern farm families are a huge, new, up- 
e*e 1 a*e and-coming market no advertiser can afford to overlook today! 
-_ 
= DAVISON a 
. e 
ee *e | 
*e eve 
* 
. 
“ cutforn wade 0 | “Weare really slid for the South! 
e e Our Southern region has consist- 
oP 2° hout the South. This means ently led in home fresser sales 
es jg more livestock and livestock prod- since- the bt. we expect our 
oO . ucts .. . better cotton and tobacco in the 
ee e.° ; richer and more abundant Sach What, other region helde 
e suc: ‘o grea 
8 
°5 . new Southern farm 5 = we 
PS +,” has what it take’ 
ee ese 
- J 
ee ee 
* ” 
ee ee 
. 7 
ee ee 
. . 
°F 7» 
«ese ee } 
bs ae “The rural South is making tre- MORE THAN $2 MILLION was invested in 
°an "oo mendous strides in business pro- advertising in The ive Farmer . 
Pa ee | gress, offering continuously in- m i the first half of 1949. During that 
. * | creasi opportunities to build we Farmer led 
ee i» aS new sales records. We are both ‘ =q 4 - 
oa e > | 2. 8°96) 2S optimistic and confident in the ad sectional farm magazine in : 
eeee © 0 0 0 0 0 0 0 0 6 6 0 0 0 6 future of the South as a market. 2 ee, eae 
eee e*eeee °° a eeeeoeeeeseeeeeee Ferm families of the 14 Southern ag — farm magazine 
y more than 2 to 
You receive the benefit of our experience in developing and producing Your advertising in The 
catalysts for such operations as alkylation, oxidation, Haag wry newden yeen fm hy 
prosperous r . More 
eee polymerization and cracking. Southern farm families read more ad- 
verti in The Pro- 
e The facilities of our new custom catalyst plant assure the most : 
° economical cost for producing your catalyst even where corrosive | 
. FREE FOLDER materials are used or high temperatures are required for activation. | ; 
. ' i deposits i t a 
a ’ of oe out the South po the last 
. standard of purity and uniformity to assure maximum performance | ge ag 
. ain operation t t 
° Wil fer GS tte oes on “families. Soil Guapareatiin, 
. fi of GERMAN PHTHALIC crop diversification and farm 
Davison's work in SS Whether you meawre your cotalyst requirements in pounds or tons— mechanization and raotpnmper 
7 perfecting and pal RA in granular, pellet or powdered form—it will pay you in time, ——? prosperity 
. producing o | —— money and performance to make Davison your partner on catalyst to the rural Sou 
e phtholic anhydride os SREB ie problems. Why not discuss them with our Technical Service Department? | 
7" exomple of =e 
©  Davison's experience 
e and activit THE DAVISON CHEMICAL CORPORATION | 
« - Frost Tagh (lomity BALTIMORE-3, MD. | BIRMINGHAM + RALEIGH + MEMPHIS - DALLAS - NEW YORK + CHICAGO + EDW. 5. TOWNSEND CO. SAN FRANCISCO, LOS ANGELES 
. * 
eeeeeeeeeee | 


PRODUCERS OF: SILICA GEL, CATALYSTS, SILICOPLUORIDES, CASTING COMPOUNDS, ALUM, INORGANIC ACIDS, FERTILIZER MATERIALS, ASPHALT COMPOUNDS. | 


PLOWING BACK 


Since the inception of the Fort Industry Company, 
22 years ago, it has “plowed back” 73.2% of its earnings 


to develop better radio stations. 


Now, Fort Industry has further enriched the broad- 
cast soil by adding more than $2,000,000 in television 


equipment and know-how. 


This is The Fort Industry Company’s concept of 


truly serving the public interest. 
All this benefits listeners, viewers and advertisers. 


Thus have jobs been provided in the typical 


American way. 


THE FORT INDUSTRY COMPANY 


WSPD, Toledo, O. * WWVA, Wheeling, W. Va. . WMMN, Fairmont, W. Va. 
WLOK, Lima,O. ¢ WAGA, Atlanta,Ga. « WGBS, Miami, Fla. «© WJBK, Detroit, Mich. 
WSPD-TV, Toledo, O. . WJBK-TV, Detroit, Mich. . WAGA-TV, Atlanta, Ga. 
National Sales Headquarters: 527 Lexington Ave., New York 17, Eldorado 5-2455 
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JF times faster GLE... and at less than 6 the cost 
Study this chart... then instell 2 lager heater if yours feat 


d Here's the size of 

J AUTOMATIC 

GAS WATER HEATER 
your family needs: 


Number Number Gellons 
Bethrooms! Bedrooms | Storage 
1 lor2 30 
1 3or4 40 
2 2eor3 40 
2 4or5 50 
3 3 50 
3or4 4or5 75 


Approved by Pocitic Gos Assn 


THIS MESSAGE, 


ag 


tind thet an automatic Gas water heater costs lass 
to boy, to. See your dealer 5) or Gas. Company 


SOUTHERN CALIFORNIA GAS COMPANY 
SOUTHERN COUNTIES GAS COMPANY 


appearing in Southern California newspapers, is one of a series 


GAS \ has got tt! 


published to acquaint the public with the advantages and economies of gas water heating 


the one bookkeeping machine for 


cost-conscious management men .. . 


The alert executive today is conscious of the need 
for reducing all costs. And — this new Remington 
Rand bookkeeping machine is designed to cut ad- 
ministrative costs. It eliminates operator waste- 
motion and lost time by producing all the accounting 
records you need—more efficiently and more eco- 
nomically than ever before. Here is how: 


Faster results . .. every feature of this bookkeeping 
machine has been electrified. Balances are computed 
and printed automatically, and improved tabulation 
and high speed timing eliminate operator-strain— 
increase Operator worktime. m 

Simpler operation . . . two, three or more related 
records —cost accounting, cash journal with distribu- 
tion, or any others—are produced simultaneously: 
records for every breakdown, for every necessary 
department. New “snap-on” registers give extra flexi- 
bility . . . they're easily repositioned for any new 


application you may desire. 


New functional design . . . many new, special fea- 
tures guarantee operator-owner appeal. This stream- 
lined beauty has new organ type, finger-grooved 
keys—and uniform printing impressions are assured. 
The writing line is completely visible, and register 
totals are magnified for even easier reading. Yes, in 
every way it's designed to speed and save in your 
accounting administration. 

Kut see for yourself, Call your nearby Remington 

Rand representative, or write for free booklet. 


“Parhioned for Basiness Administration.” 
Kemington Rond tae, Dept. W)-9, New York 10, N.Y. 


Reminglon Rand 


BOOKKEEPING MACHINE 


AUPITE CONSTRUCTION 


WOW BRINGS YOU 19508 
MOST MODERN CARS/ 


Car Comstrection in 40 Yoors! 


In Nash, the world’s only car with 
Construction, the entire 


See—feel—hear the difference in a single 

welded unit that's twice as 

cuts the air with 20% less than 
the average car of current design. 
Discover the new power of Super- 
Compression Engines —feel the smooth- 
ness of coil springing on all four wheels. 


NEW! It's @ Sky- 
Lounge! Reclining 
arlner seat (optional 
extra). plus Twin Beds 
: -«» Weather Bye . 

a Roll-s-Lock curtain, 

: all Knobs recessed. 


ed undivided wind- 
shield on ail models 


us the diffe in mil 
25 miles to the gallon in the Statesman 
Airflyte at average highway speed! 


rb weep deeeniny! obs 
dealer's now—in two great 1950 series! 


* THERE'S MUCH OF TOMORROW IW ALL WASH DOES TODAY « 


: ie LET YOUR NASH DEALER DEMONSTRATE 


New way 
to get the drop 


on drab windows! | 


Ilere’s a new idea in decoration—beauti- 
fully made, exquisitely patterned draper- 
ies so inexpensive you can change your 
decorating scheme to suit your mood or 
the season—at only two dollars a window! 
What's the secret of this unique com- 
bination of high style and low price? 
These Lustron draperies are non-woven! 
This different concept in fabric design has 
been carried to new heights of perfection 
by rayon. 
Because rayon is man-made, Avisco en- 
gineers, in cooperation with the manafac- 
turer could select just the type of fiber that 
would produce soft, billowy draping qual- 
ities and a lustrous satin finish. Moreover, , 
rayon's inherent affinity for dyes made 
possible soft, light-fast colors that go right 
through the fabric, eliminating the neces- ] 
sity for expensive linings. 
Draperies are just one example of the 
new usefulness rayon has brought to non- } 
woven fabrics. Economical, luxuriously i 
soft, disposable napkins, guest towels, j / 
barbecue sets, and many, many other / 
practical things are available everywhere. j 
American Viscose Corporation, 350 Fifth ts 
Avenue, New York 1, N. Y. 


LARGEST 


PRODUCER or 
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Create 


more 
desire! 


Nou. as always, 


profit-&-growth stem directly from 
the ability of salesmanship and 
advertising to create more desire. 


TO CREATE more desire, now that war’s pent-up desires 
aré satisfied, will take plenty of “know-how,” plenty of 
wherewithal — and plenty more. 


It will take more salesmen with more enthusiasm for boss 
and product—and more reason-why rebuttal to the buy- 
ers’ “Not today!” It will take more “midnight oil,” more 
“huddles,” more “shoe leather.” 


It will take bolder planning, more str lining, more mile- 
age out of every $ appropriated. And don’t forget there's 
a clearer view of the road ahead through the windshield of 
research than in the mirror’s reflection of the road you've 


been over. 


IT WILL TAKE more dissatisfaction with time-worn meth- 
ods and a restless quest of better methods! It might even 
take a penchant for breaking precedents! 


There’s the precedent of buying “national” media to sell 
the national market. Analyze that precedent and you'll find 


that, good as they are, the nation’s top “national” media 
can’t hold a proverbial candle to the locally edited Metro- 
politan Group of Sunday Picture Magazines. 


Let the facts tell the story. 


To create more desire for your product, you'll have to reach 
more people in more places where more goods are bought. 
And here’s how Metro’s locally edited Group compares 
with “national” media in the business of gathering an 
audience for your sales messages: 


FAMILY COVERAGE CURRENTLY 
AVAILABLE IN THE 138 U.S. METROPOLITAN 
TRADING AREAS 


50°; or better | 20; or better 

No. of ‘, of U.S. No. of ‘, of U.S. 

Areas Retail Sales | Areas Retail Sales 
Metro Magazines 32 37.52 | 64 45.35 
Supplement “A” . 15 15.07 60 45.08 
Supplement “B” . 20 19.42 42 33.25 
Weekly “A”. ... None 17 6.95 
Weekly “B”.... None 1 62 
Weekly “C”.... None 1 15 
Women’s “A” .. None + 57 
Women’s “B”... None None 
Women’s “C”... None None 


ITY-WISE, Metro advertisers reach 70% of the families 
in the nation’s 18 largest cities; 50°; or better in 491 prin- 
cipal cities—plus nearly 4,000,000 circulation in other 
prosperous cities and small-town America. 


Obviously, it will take more than top coverage to create 

more desire for your product. For the best that top crea- 

tive talent can devise must be read before it can generate 
desire. And here’s how Metro compares with 
“national” media in the business of getting thorough 
readership of 4-color advertisements: 


THOROUGH READERS PER $ 


All 1948 Starch-checked 1000-line Colorgravure 
ads; all 4-color pages in Supplements 
and Magazines. 


(_} men HR women 


Comprehensive data on request. 


WHAT ABOUT COST? Metro Colorgravure costs $2.80 
per thousand. Color in the leading weeklies and leading 
women’s magazines ranges from $3.21 to $5.30 per thou- 
sand. And Metro monotone rates are even more attractive! 


There’s the 3-dimensional story on current media values. 
If you want top coverage, you'll get it in Metro. If you 
want top readership, you'll get it in Metro. If you want 
the best rate, you'll get it in Metro. 


IN SHORT, if you want more mileage out of every $ ap- 
propriated; if you want more enthusiasm inside your sales 
organization and out around the trade; if you’re questing 
for a better method to create more desire for your product, 
Metro offers everything! 


How’s your penchant for breaking precedents? 


Metropolitan Group 


NEW YORK 


220 East 4and Street —MUrray Hill 7-3200 


CHICAGO 


Tribune Tower — WHitehall 4-2280 


DETROIT 


New Center Building — TRinity 2-2090 


SAN FRANCISCO 


1595 Montgomery Street — GArfield 1-7946 


LOS ANGELES 


448 South Hill Street —Michigan 0578 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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Chart showing the decline in per- 
thousand-readers cost of The Wall 
Street Journal. 
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spe, Se 4 Bh? 
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A one-of-every-four WSJ subscriber 
analysis shows that every 100 copies 
of The Journal are read by 64 addi- 
tional, identified, readers . . . thus : 
total readership of WSJ is 233,123. é 


THE 


ADVERTISEMENT 


Want your advertising dollar to do 
more? Why not practice the practical 
economy so many leading national adver- 
tisers use? In The Wall Street Journal 
(and only in The WSJ of all major general 
business publications) you can buy twice 
as many readers per dollar as 7 years ago! 


In those 7 years the circulation of The 
WSJ has quadrupled while rate per thou- 
sand readers has dropped 56.13%! 


Advertising Age, October 10, 1949 


This means you can have a full-fledged 
national advertising program. . . reaching 
directly to your choicest businessmen pros- 
pects ... with dominant space units and 
high frequency . . . with more advertising 
value for fewer advertising dollars. 


The following table shows how economi- 
cally you can use The WSJ to reach the 
people most influential in commerce and 
business everywhere: 


FREQUENCY SCHEDULE COSTS * 


% Page: 13-time cycle 
26-time cycle . . 
SBtime aye . se we 


Ye Page: 13-time cycle . . . .... - 
2 a ie 
ee eee ee 


* National Rate: Including publication of each insertion in the Eastern, Southwest and Pacific 
Coast Editions, thereby assuring complete national coverage. 


$ 8,484 

15,930 

. 29,783 

. $15,930 

. 29,783 
. 56,796 


If you advertise to business 


Published at... 
NEW YORK 4, N.Y., 44 Broad Street 
DALLAS, TEXAS, Young at Poydras Street 


SAN FRANCISCO 8, CALIF., 415 Bush Street 
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Largavel Memo Tells 
Share of Fair Trade 
Product Advertising 


New YorK—Manufacturers in 12 
ields in which products are fair- 
raded spent $381,124,185 on na- 
ional advertising in newspapers, 
agazines and radio in 1948, ac- 
ording to a memorandum, “Fair 
rade and Prices,” issued last week 
y Dr. John W. Dargavel, chair- 
nan of the Bureau of Education 
n Fair Trade. 

This sum, Dr. Dargavel says, is 
1% of the over-all total of $922,- 
58.413 spent for national adver- 
ising in those three media. The 
yanufacturing fields cited by Dr. 
argavel include drugs, toiletries, 
icoholic beverages, books, jew- 
‘ry and watches, cameras and 
photographic supplies, radios and 
bhonographs, office equipment and 
nutomotive accessories. 

These 12 industries, many of 
hose manufacturers operate un- 
er fair trade, Dr. Dargavel says, 
placed 34% of the national adver- 
ising carried in newspapers last 
vear, 40% of that carried in maga- 
ines, and 37% of nationally spon- 
cored radio time. The drug and 
oiletry fields together, he says, 
pent $139,068,673 on national ad- 
vertising in all three media. 


In his memorandum, Dr. Dar- 
bavel points out that fair trade 
prices are flexible and responsive 
o the interplay of competitive 
orces, because fair-traded mer- 
handise is required by law to be 
n free open competition with sim- 
lar goods produced by others, and 
because manufacturers may volun- 
arily decide whether to invoke 
air trade. 

Fair trade prices have demon- 
trated marked resistance to in- 
lationary pressures, the memo- 
andum declares. “Between 1939 
nd 1947, fair trade prices of 7,334 
lrug items rose only 3.1%, as com- 
pared with 93% for food and 
93% for the cost of living. 
“Experience has demonstrated,” 
he memorandum notes, “that the 
reater his success in developing 
onsumer good will, the more vul- 
erable the manufacturer becomes 
) have that confidence expropria- 
ed by the price cutter.” 

Stressing that the price-cutter 
brofits by deceptive pricing prac- 
ices and by “driving responsible 
ompetitive merchants out of bus- 
ess in his trading area,” the 
lemorandum declares that “in 
his way he can create a local 
lonopoly.” 


ets Phono Motors Account; 
dds Seymour to Staff 


Tandy Advertising Agency, To- 
onto, has been named to handle 
€ advertising of Phono Motors 
id, Toronto, maker of Sea 
preeze electric fans, Phontronic 3- 
pee’ record players and other 
lectrical equipment items. 
Maurice J. Seymour, with the 
ubli: reletions division of Vaux- 
all Motors, Bedfordshire, Eng- 
nd, until early this year, has 
ine! Tandy’s creative staff. 


hompson Appoints Graham 


Hush H. Graham & Associates, 
€w Britain, Conn., has been ap- 
inted to handle the advertising 
f Heary G. Thompson & Son ©o., 
‘w Haven, Conn., manufacturer 

\ilford metal cutting saw 
lade s, effective Dec. 1. 


oa) e-Blabon Names Lunoe 


Wiliam E. Lunoe has been ap- 
int-d assistant district mana- 
fr for the Albany, N. Y., sales 
aduarters of Sloane-Blabon 
Tp. manufacturer of smooth 
fae floor coverings. 


ills Leaves Kudner 


Gordon Mills has resigned as 
Msin oss manager of the radio and 
Vision department of Kudner 
fency, New York, effective the 


tt of the year. 


r* 


Newman Appoints Lane 


Newman Co., New York, has 
named Lane Advertising Agency, 
New York, to direct the adver- 
tising and publicity for Nodkin, 
infant’s sleeping garment. Infants’ 
consumer magazines will be used. 


Establishes Fellowship 


Kimberly-Clark Corp., Neenah, 
Wis., has established a graduate 
fellowship in economics at the 
University of Notre Dame for the 
school year 1949-50. 


Union Oil Shifts Gray 


Union Oil Co. of California, Los 
Angeles, has shifted A. D. Gray 
from its western office to New 
York as special representative. Mr. 
Gray has been with the company 
since 1929. 


To Cowee-Rattner Agency 


De Jong Service Corp., New 
York, manufacturer of venetian 
blinds, has named Cowee-Rattner 
Advertising, New York, to handle 
advertising and merchandising. 
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2 largest Markets, buy Don Lee KHJ 


in Los Angeles “tt a 


are key stations 


with 45 stations 


MUTUAL-DON LEE is represented nationally 


¥ 


d Don Lee KFRC 


of Mutual-Don Lee, the 


Greatest Regional Network 


ee 


to cover the Coast. 


JOHN BLAIR COMPANY 
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Acquires Western Radio 

Benton Paschall has acquired 
full ownership of Western Radio 
Advertising Inc., Hollywood, Cal., 
and changed its name to Western 
Radio Sales. The company will now 
represent television stations as well 
as its present list of 18 western AM 
stations. Before joining Western, 
Mr. Paschall was with CBS sta- 
tions in Fresno and Sacramento in 
a sales capacity. 


Miami Agency Changes Setup 

With the resignation of Allan 
Gottschaldt as president of Gotts- 
chaldt, Morris & Slack, Miami, Fla., 
the agency has changed its name 
to Morris & Slack Inc. Allen Morris 
is president and Kermit Slack, 
vice-president and general man- 
ager. 


James D. Woolf Talks... 


Salesense in Advertising 


Registered 


James D. Woolf, famed copywriter and 
former vice-president of J. Walter 
Thompson Company, is writing this 
monthly series of discussions on tested 
ideas and basic advertising principles. 
While the series is aimed primarily at 
the small business man who may be a 
neophyte at advertising, AA readers will 
find instruction and entertainment in the 
discussions and sidelights on advertising 


KLX Covers 


OAKLAND, CALIFORNIA 


AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co., Inc 


successes. 


The Five Great Musts 
of Eftective Copy 

Nobody has ever improved upon 
the old tried-and-true formula for 
producing potent advertising copy: 

First, attract attention (stop the 
reader, or listener). 

Second, arouse interest (warm 
him up). 

Third, create desire (give him a 
hankering). 


Fourth, inspire confidence (per- 
suade him to believe you). 

Fifth, induce action (prod him 
into doing it NOW). 


HOW TO ATTRACT ATTENTION 


Catching the eye of the reader 
(or the ear of the iistener) is as 
easy as catching fish in a rain bar- 
rél.. Print your ad upside down. 
That'll do it. Or illustrate it with 


a caricature of a bearded lady, or 
with a cartoon of a man biting a 
dog or the moon jumping over the 
cow. 

Easy as catching fish in a rain 
barrel, that is, if you don’t care 
what kind of fish you catch. But 
you do care. What you seek to 
attract is the attention of interested 
people, or, to put it another way, 
of people “in the market” for your 
product. The mail order advertiser, 
completely dependent on copy that 
SELLS, wastes no dullars trying to 
snare the attention of mass num- 
bers of indiscriminate readers. He 
focuses his appeals on smaller but 
selected groups of immediate cus- 
tomers. 

Does your product solve a prob- 
lem, fill a need, satisfy a specific 
want of a relative few? Aim your 
appeals, then, at SPECIFIC 
WANTS of this relative few— 
that’s the secret of attracting in- 
terested attention. 


HOW TO WARM ’EM UP 


Attracting attention and arous- 
ing interest are two parts of the 
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“I guess the media department just had a big meeting!” 


OTHER SIGNIFICANT OBSERVATIONS: 


@ The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 
oun.@ = , , ones . 

e@ The Cincinnati Enquirer has the lowest milline rate in 
Cincinnati 

e@ The Cincinnati Enquirer carries more advertising linage than 


any other Cincinnati newspaper. 


Represented by Moloney, Regan and Schmitt, Inc. 
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same thing. Dr. Samuel Johnscn 
once said, when the advertisir g 
business was still in diapers, th.t ‘ 
“the size of the promise is the so 1) 
of the advertisement.” The on y 
way you can warm up the interest 7 
of your reader (or listener) is o 
promise him something he want: 
Obviously the bigger the pror- 
ise, the keener the interest of tiie 
reader. If your product hasn’t got 
the stuff that attractive promises 
are made of, what you need isn’t 
better copy: you need a better fri 
product. Albert Lasker, a great ad 
man, once said: “The product that 
can’t succeed without advertising 
can’t succeed with advertising.” 

Copy that hits at a human need, O 
the reader’s human need, and of- 

fers a way to satisfy it, need not 0 
be written with consummate skill. 
Just tell about it in simple, sin- 
cere words—and you’ve done al! I 
you can to warm ’em up. 


HOW TO MAKE ’EM HANKER 


A smart psychologist once wrote 
that “the dream of life centers son 
about the fictions which we in- 
vent about ourselves.” He tells us T 
to catch ourselves in some moment 
of reverie and note what we are 
thinking about. It is quite likely # ing 
we will discover, he said, that we 
are thinking about ourselves. We 
are imagining ourselves in some 
heroic role, or playing with the 
idea of ourselves as important per- 
sons, or in fancy enjoying our- 
selves in some other way. 

Human beings spend their money 
with their hearts as well as their 
heads. Nearly all of the things peo- 
ple want to own and want to do 
are because of unconscious yearn- 
ings. It is not always safe to as- 
sume the reader realizes his need 
of your product or service. He may 
see at once his.need for what you 
hope to sell him. Or he may not. 
Always strive to relate your prod- 
uct to his secret inner yearnings, 
yens, hopes, ambition. That’s the 
way to make ’em hanker. 

Probably few youngsters felt 
any acute need of Wheaties. But§,,,.,,, 
“The Breakfast of Champions” hit ;,,. 
at one of the fictions which wef 7, 
man or boy, invent about our- 
selves. 
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MAKING ’EM BELIEVE YOU 


No ad can do a good selling job 
unless it is believed. The truth is 
the truth to the reader only when 
it is credible. 

Of first-rate importance is this 
When you make an honest prom- 
ise tell WHY it is an honest prom- 
ise. Be factual. Be definite. Shun 
generalities—be specific. You say 
that your product will “wear twice 
as long”? Well, twice as long 4 
what? And why? What’s your sec: 
ret, what’s the magic that pro- 
duces such extraordinary dur«bil- 
ity? 

Observe in your own reading the 
power of understatement, of re 
straint, of dignity. Many aciver 
tisers have yet to learn the (olly 
and stupidity of thinking that big 
bombastic, blockbusting word: ca! 
serve as effective substitute: [0 
credible facts presented with em 
perance and good taste. 

A potent confidence-winn:' } 
the money-back guarantee, v hic! 
is offered by nearly all successfl 
mail order advertisers. I am )1uU¢ 
impressed with the current a: vér 
tising of the Schick electric : "av 
er. Here, in my book, is the ! ¢a¢ 
line of the year: “YOUR ‘EW 
SCHICK ELECTRIC SHé VE : 
MUST OUTSHAVE BLADE RAgg !t’. | 
ZORS...OR YOUR MOVE 
BACK!” That’s a big promise (D! §] 
Johnson’s “soul of the adve ‘s 
ment”) and Mr. Schick bac: ' 
up with cash. 


HOW TO PROD ’EM TO ACT 


One sharp prod is the ki: 4 9 
guarantee I have just desc: bé 
I urge you to inject it into yo 
advertising. 


Making it convenient for ‘ 
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mscn H ..der to find and purchase your 
ASI g product is another action-getter. 
that ] , ways remember there is a lot 
S80. Mong on in the world and your 
On Y HM pusiness is just a little part of it. 
ere st If you expect people to act on 
is 0B our advertising make it con- 
int: venient for them to do so. 

Or \~ Greatest of all action-prodders 


ft the Mi. the time-payment plan. If we 
t £0 HF were unable to buy our cars, our 
mises @ washing machines, our vacuum 

isn’t #@ cleaners, our radios, and our re- 
etter BM rriverators with “easy monthly 
at ad Mi ,ayments,” most of us would do 
E that without such luxuries. 


ea @Old Mother Nature 
4 noi | Outmaneuvered by 


ey BFoxy Ayer Admen 
1e all PHILADELPHIA—No farmer had 


more problems in trying to ripen 

a crop of Royal Anne cherries, 
Bartlett pears, Cayenne pineap- 

wrote MH ple, Elberta peaches and Thomp- 
anters Mson seedless grapes than N. W. 
e in- Ayer & Son’s art bureau here. 
lis us The problem was that the agency 
yment Hneeded a color photograph to il- 
e areflustrate a November ad introduc- 
likely Ming the new Dole fruit cocktail. 
at wef™ The four-color ad is scheduled for 
s. Wef®@ November issues of American 
some 
h the 
t per- 
our- 


noney 
their 
$ peo- 
to do 
rearn- 
to as- 
- need 
e may 
it you 
y not. 
prod- 
nings, 
’s the 


Se Re ge met nm SO NP 


ee ed 


, to] Me ead 
3. But Home, Good Housekeeping, Family 
s” hit circle and Ladies’ Home Journal. 
h well To meet deadlines for the ad, 
OUr-Bthe color photograph had to be 
taken on or about June 27. But 
nature just did not approve of this 
schedule to bring these five fruits 

ig job™together at one time. 
uth if Cherries and pineapple would 
whenf§be ready for the June date. But 
that was a month late for pears 


; this: and grapes imported from Africa, 
prom-™and three weeks early for imports 
prom- — 
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noth)... . and still growing! 


uciverq™l) St. Petersburg Bank Deposits 


ke Lg eee $ 4,616,512 
a, am 1936....... $ 12,909,731 
es fom 1940....... $ 21,793,398 
1 1 1948... $111,363,726 


n r i A growth of 2,312 %—and— 
esti, °S of July 31, $5,000,000 
uc) chead . . . still growing! 


nav@™ Acvertise in the TIMES in this, 
ll Anerica’s newest and highly 
VEI | Prosperous 100,000 market. 
RAg® 't’. money in the bank for you! 


i S| PETERSBURG, FLORIDA 


TIMES = 


Represented by 


4 © 
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Theis & Simpson Co., Inc. 
New York Atlanta Chicago Detroit 
V. |. Obenauer, Jr. in Jacksonville, Fla. 


from California. Peaches would ar- 
rive from the West Coast early in 
July, but by then cherries would 
disappear from the East. 

Contact work with organizations 
up to and including the U. S. De- 
partment of Agriculture finally 
produced a full crop on July 27, 
including peaches and grapes from 
California, pears from the Argen- 
tine, pineapples from Mexico and 
eastern state cherries that had 
been held under refrigeration. Un- 
fortunately, the cherries were too 
ripe and the pears not ripe enough. 

Telephone calls located Royal 
Anne cherries ripening in Wash- 
ington state. During a 24-hour 


climax period, the pears were put 
out into the sun to ripen, the 
peaches and grapes were refriger- 
ated and the cherries were picked 
in Washington and rushed east by 
plane. 

In the end, everything got here 
and the photographer got his color 
photograph. 


Starts Test Drive for Acorn 


General Stampings, Oakville, 
Ont., has launched a test campaign, 
which will run through December, 
for Acorn aluminum. Half-page 
ads in trade publications in On- 
tario are being used. Walsh Ad- 


vertising Co. is the agency. 


Whether it’s @ simple 

letterhead or a 4-color 
brochure . . . whether it’s 
going letierpress or offset . . . 
you can depend upon Fine Arts 


FINE ARTS PRINTING COMPANY 
814 N. FRANKLIN ST., CHICAGO 10 


Are you sure your di 


rect mail 1s MAILED? 


There are two ways to handle dealer help direct 


mail. One will assure that your mailing pieces 


reach the market—the other may result in your 


mailing pieces NOT being mailed at all. 


Ask your dealers to take care of all handling 


and mailing details and the mailing pieces you 


supply are apt to wind 
gather dust. 


lar is fully accounted for. 


mark at the right time—and your promotional dol- 


The Donnelley method of handling the entire 
campaign—creating and printing—supplying the 
lists—imprinting—addressing and mailing—has 


been proved by many of the nation’s advertisers 


up under the counter to as the most efficient, most economical plan for 


dealer direct mail promotion. 


But give them a program that relieves them of 


all work and you get the dealer cooperation you 


have a right to expect—your direct mail hits the 


office. 


To get the full story on a Donnelley-produced 


campaign, get in touch with your nearest Donnelley 
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Noblitt-Sparks Uses 
Newspapers to Back 
Arvin TV Set Debut 


Cotumpesus, Inp.—Noblitt-Sparks 
Industries has introduced its 
new Arvin television receivers in 
the Chicago area, first in a series 
of market-by-market introductions 
which eventually are expected to 
carry the TV set line to all major 
video cities. 

The introduction was backed by 
1,680-line newspaper announce- 
ment ads in two Chicago dailies, 
and 840 and 1,200-line copy will 
run on a weekly schedule until 
mid-December. 

In addition, the company has 


AAARST WARES 


“ec AMERICAN LABEL CO. 


2435 North Sheffield Ave Chicago 14 


littmons 


scheduled a four-color page in the 
Oct. 16 Pictorial Review; will run 
cooperative newspaper advertising 
in metropolitan and suburban pa- 
pers, and also will use trade pub- 
lications through the fall and win- 
ter. 

Arvin introduced two consoles 
and one table model. The com- 
pany’s 10” table model retails at 
$219.50; a 10” console is priced at 
$249.50 and a 12%” console is listed 
at $299.50. The company will soon 
add a 12%” table model at $249.50 
and a 16” console at $400. 

The announcement campaigns 
will break in other TV markets 
as production is stepped up. Roche, 
Williams & Cleary, Chicago, directs 
the account. 


Meeker Appoints Pontius 


Don Pontius has been appointed 
manager of the Chicago office of 
Robert Meeker Associates, radio- 
television station representative. A 
veteran of 20 years in the radio 
business, he has been on the Chi- 
cago sales staff of Weed & Co. for 
the past three years. 


KBTV CELEBRATES—At a press party the night before the opening of KBTV, Dallas’ 

first television station, are (left to right) Alex Keese, local and regional sales 

manager, WFAA, Dallas; Rex Pries, commercial manager, KTSA, San Antonio; Ralph 

Ni ‘ istant g in charge of national sales, WFAA; and A. H. 
Caperton, advertising manager, Dr. Pepper Co., Dallas. 


To Geyer, Newell & Ganger Fuller & Smith & Ross, has joined 
Raymond J. Leicht, previously|the copy department of Geyer, 
a copywriter and contact man with | Newell & Ganger, New York. 


is where the buying’ done 


CrrTAINnLy home ‘is where most 


goods are used. 


Home is also where decisions to buy 


are made. 


And home is where brand preferences 


are born and bred. 


That’s why Better Homes & Gardens 


a 
3373,126—Lotutd 


b-moithe ABO Ownage 


is “America’s Ist Point of Sale” for 


_—_ 


HOME 


For the moment, pass over the fact 
G goes into more than 
es every month. Or 
that these homes measure up as ex- 
y the toughest yard- 
sticks an a¥ertising man can apply. 


tra-desirable 


Americas ¥ Rint of Sale, 


& SCREENED MARKET OF MORE THAN 3,000,000 béTTER HOMES 


almost any product you can mention 
: —from canned soups to auto tires, 
from hand creams to movie cameras. 


Just remember this: 


BH&G is “America’s Ist Point of 
Sale” because of its unique standing 
with such a large number of devoted 
readers. 


They read it only for its 100% Service 
content—its helpful information on 
how to live a better life in a better 
home. 


In fact no other magazine published 
does so much to initiate buying by 
its editorial content as America’s First 
Service Magazine. 


A BH&C representative will tell you 
further why you can put your best 
foot forward in these 3-million-plus 


select homes. 
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Petry Shapes Unique 
Promotion Section 
to Push Spot Radio 


New YorK—Edward Petry «x 
Co.’s new promotion department 
already is at work on hard-hitting 
sales presentations designed to 
help stations represented by the 
company get a larger share of spot 
business. 

This is the most immediate aim 
of the five-man department, which 
also comtemplates a long-range 
program to attract non-spot users 
to the medium. Categories to be 
tackled first have not been selected 
by Seth Dennis, ex-ABC sales pro- 
motion man, who is directing the 
operation. 

Pointing out that Petry is the 
first radio station representative 
to embark on such an ambitious 
promotion-research project, Ed- 
ward Petry, president, explained 
the reason for the move. 


s “As an indication of our belief 
in the power of spot radio, we have 
set up what we consider to be the 
strongest promotion department in 
the radio representative field,” he 
said. “We have been thinking 
about this move a long time be- 
cause we have had the strong feel- 
ing that sales promotion in spot 
radio has not capitalized enough 
on its opportunities. 

“We intend to forge, with pro- 
motion, a sharper selling tool for 
every one of the stations we rep- 
resent. I should emphasize that this 
department will work exclusively 
in the promotion of AM spot radio, 
since our new TV department has 
been set up with its own separate 
selling and promotion force. 

“Our AM sales promotion will 
embrace all the activities that 
come under the head of promotion, 
including advertising, presenta- 
tions and market analyses. Re- 
search will be an important part 
of it, too, with two people devot- 
ing full time to market, program 
and product research.” 


a Although he will approach sta- 
tion needs individually, Mr. Den- 
nis pointed out that the depart- 
ment will try to simplify selective 
broadcast buying for agencies and 
advertisers by organizing material 
in an easy-to-use, practical form. 

“We are interested in making 
presentations—but not fancy pres- 
entations,” Mr. Dennis said. “We 
plan down-to-earth, usable data 
as a worth while tool for salesmen. 
We feel we know what informa- 
tion ‘agencies can and will use; we 
hope to give it to them in com- 
pact form.” 

As for the long-range project 
of creating new spot business, 
Petry will make a careful stud) 
before selecting advertiser pros- 
pects. The pitch, when made, will 
emphasize “spot radio’s pecu'iar 
advantages of timing, flexibility 
and local impact.” 


John Plain Issues New 
Catalog: Moves Offices 


John Plain & Co., Chicago, 1@s 
issued its 35th annual “John P 
Book,” wholesale catalog. The 
edition, which is sent to lea: 
independent merchants in towr 0! 
less than 5,000 population, cont ins 
more pages, more lines of rn & 
chandise and more full-color il- 
lustrations than ever before. 

The company has moved to 
quarters at 444 W. Washington >! 


GF Starts Premium Drive 


General Foods Corp., New Y °: 
is offering Domino scatter pins 
25¢ and a spout seal from Dian 
Crystal salt packages. Consu ‘° 
advertising backing the deal '" 
cludes the daytime radio dra 4 
“When a Girl Marries,” over N ° 
a nationwide newspaper © 
paign, and coupon ads in Fa’ 
Circle and Woman’s Day. Be! 
& Bowles, New York, handles 


account. 
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NBP Schedules Its 
Annual Meeting in 
New York Nov. 17 


New YorK—National Business 
Puolications will hold its annual 
meeting here Nov. 17 just before 
the annual meeting of the Con- 
trolled Circulation Audit, Lansing 
Chapman, NBP president and pub- 
lisher of Medical Economics, has 
announced. 

There will be morning and after- 
noon sessions, Mr. Chapman said, 
with attendance confined to NBP 
members. An open-meeting lunch- 
eon session and an afternoon 
forum will be held, however, for 
all CCA publishers, advertisers, 
agencies and guests of members. 

A nominating committee has 
been appointed consisting of the 
following members: Rufus Choate, 
president, Bookhout-Choate-Scott, 
chairman; Granville M. Fillmore, 
vice-president, Gardner Publica- 
tions, and Don Nichols, publisher, 
Restaurant Equipment Dealer. 


s The annual meeting committee 
appointed last week includes: E. 
Lyman Bill, president, Bill Bros. 
Publishing Co., chairman; L. C. 
Fletcher, president, Gage Publish- 
ing Co.; Croxton Morris, vice-pres- 
ident, Public Works Journal Corp., 
and Robert E. Harper, managing 
director of NBP. 

The headquarters hotel and com- 
plete program details will be an- 
nounced by Mr. Bill’s committee 
within the next few weeks. 


New Shampoo Test 

Louisiana Ricelene Products Co., 
New York, will make an advertis- 
ing test with radio and newspapers 
in New Brunswick and Middle- 
sex County, N. J., before introduc- 
ing Life Prot-Egg shampoo, a new 
product said to be made of pro- 
teins and fresh eggs and guar- 
anteed not to be a soap or syn- 
thetic scap. Wehner Advertising 
Service, Newark, is handling the 
account. 


Montreal Card Study Set 

Twelve streetcar car cards ap- 
pearing in Montreal during Octo- 
ber will be checked by the Can- 
adian Advertising Research Foun- 
dation (formerly the Joint Com- 
mittee for Advertising Research) 
and Canadian Car & Bus Adver- 
ising Ltd. in the second Canadian 
streetcar advertising study. Results 
will be available in February or 
March, 1950. 
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Pioneer QUALATEX 
“rroatine BYEEBOARD.,, 


Go out and drag in the profits with this 
har - hitting, selective media. Readership 
gua: inteed— buying response immediate. 


Pull in sales out of any area, city-large or 
han ‘et-small. Pioneer “Floating Billboards” 
attr ct Octogenarians or teen-agers, are 
Prin-ed in non-fading, non-cracking pig- 
me: cs. Boost your profits with these sales- 
ma ors. There's a size and type for your 
‘dv rtising budget. Write our Ad-Service 
De; artment today for samples, prices, full 
inf “mation. The Pioneer Rubber Com- 
Par y, 108 Tiffin Road, 
" lard, Ohio. 


WITH PIONEER QUALATEX 


(QP gittBOARos 


AAAN Schedules Meeting 


The annual meeting of the Af- 
filiated Advertising Agencies Net- 
work will be held in New Orleans 
the week of Oct. 18. The theme 
of the program is “Increasing Prof- 
its in the Agency Business.” 


PR Group Elects Carey 


Robert P. Carey, public relations 
director of Bozell & Jacobs, has 
been elected to the board of di- 
rectors and named‘treasurer of the 
Public Relations Society of Amer- 
ica Inc., Chicago. 


McKem & Vanta to FC&B 


McKem & Vanta division of 
Shawmut Inc., New York, maker 
of children’s wear, has appointed 
Foote, Cone & Belding as its agen- 
cy. George N. Kahn Co. formerly 
had the account. 


Dunbar Appoints Weil 


Dunbar Glass Corp., Dunbar, W. 
Va., manufacturer of consumer and 
industrial glass, has named Jack 
B. Weil, public relations consult- 
ant, Chicago, to handle an educa- 
tional program. 


J. ABRAMS 


Manufacturers of 


cture frames 


FRAME YOUR DISPLAY ADS Weill Styled Frames 


For Your Point of Purchase Displays To Your Speci- 
fications. The facilities of the most versatile picture 
frame, woodworking and finishing plant in the country 
are available to help you solve your display problems. 
CO 400 N. MAY ST. * CHICAGO * MO 6-4411 

e 230 5th AVE. * NEW YORK * MU 9-7686 


FIRST: The Tacoma-Seattle retail trad- 


ing zones—the Puget SoundCircle” 
—account for 55% of Washington 
State's cotal business volume. You 
must have /w// impact in this market 
—and you get that impact on/y when 
Tacoma, too, is effectively covered. 


SECOND: Effective Tacoma cover- 
age can’t be had with outside news- 
papers. Facts prove: in Tacoma, the 
News-Tribune a/one can do the job. 


Write for latest circulation 
and coverage figures — 


or see 


Represented Nationally by 
The Sawyer, Ferguson, Walker Co. 


_ SAWYER, FERGUSON, WALKER CO. 


FIRST: The Tacoma-Seattle retail trad- 
ing zones—the" Puget SoundCircle” 
—account for 55% of Washington 
State’s total business volume. You 
must have fu// impact in this market 
—and you get that impact on/y when 
Tacoma, too, is effectively covered. 


SECOND: Effective Tacoma cover- 
age can’t be had with outside news- 
papers. Facts prove: in Tacoma, the 
News-Tribune a/one can do the job. 


FIRST: The Tacoma-Seattle retail trad- 
ing zones—the Puget Sound Circle” 
—account for 55% of Washington 
State’s total business volume. You 
must have fu// impact in this market 
—and you get that impact on/y when 
Tacoma, too, is effectively covered. 


SECOND: Effective Tacoma cover- 
_ age can’t be had with outside news- 
papers. Facts prove: in Tacoma, the 
News-Tribune a/one can do the job. 


WRITE FOR LATEST 

CIRCULATION AND 

COVERAGE FIGURES 
— OR SEE 


Sawyer,Ferguson,Walker Co. 


Tribune 


Represented Nationally by 
The Sawyer, Ferguson, Walker Co. 


Write for latest circulation 
and coverage figures— 
or see 


SAWYER, FERGUSON, WALKER CO. 


Represented Nationally by 
The Sawyer, Ferguson, Walker Co. 
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Travel Agents Think 
More Americans Will 
Visit Great Britain 


New YorK—Thousands of ad- 
ditional American tourists will 
visit Great Britain as the result 
of drastically reduced travel costs 
caused by devaluation, according 
to a recent British Travel Associ- 
ation study of travel trade opinion 
in New York. The survey indicated 
that the tourists will also stay 
longer than heretofore. 

“Even if British domestic prices 
rise a little, we expect devalua- 
tion to lower costs by at leasi 25% 
for the American traveler,” Frew 


BUYS EYES for WISE GUYS! 


Mark'Andy Point-of-Sale Stickers are 
BABY BILLBOARDS that catch the eye 
where they buy. No wetting . . . they're 
STICKY... they sell anywhere. Printed to 
your order. Millions sold. Write MARK'- 
ANDY, inc., Dept.AAl, St. Lovis 22, Mo. 
for details, samples. Do it, today! 


Hall of Frew Hall Travel Service 
said. 

B. A. Paris, vice-president of 
Lissone-Lindeman, estimated that 
his company will direct three times 
as many vacationists to the British 
Isles. “Prices now are in line with 
what the average American can af- 
ford,” he pointed out. 


s Thomas Cook & Son’s president, 
Harold White, expects a “definite 
increase” in Britain’s future tourist 
trade. He expects devaluation com- 
bined with regular low “off-sea- 
son” rates to stimulate an im- 
mediate increase in fall and winter 
traffic. 

A spokesman for the American 
Express Co. also saw devaluation 
as a great stimulus to early and 
late season travel “provided Brit- 
ish hotel and domestic transporta- 
tion rates remain substantially the 
same as before the pound was de- 
valued.” 

“Devaluation opens a new 
market in America for travel to 
Britain,” Al Simmons, president, 
Simmons Tours, declared. “Aver- 


age three-or-four week vacation- 
ists now will be able to visit Brit- 
ain and more students and teach- 
ers will be encouraged to make 
the trip. Certainly, a day, and pos- 
sibly more, will be added to the 
average stay of U.S. visitors.” 


Names Abbott Kimball Co. 


Gertrude Davenport Inc., New 
York, manufacturer of terry cloth 
garments, has appointed Abbott 
Kimball Co., New York, to handle 
advertising in newspapers, busi- 
ness papers and national maga- 
zines. The company is a new ad- 
vertiser. 


L. Sonneborn Sons Moves 

L. Sonneborn Sons, New York, 
has shifted executive and general 
offices of its White oil and petro- 
leum division, Amalie motor oil 
division, textile chemicals division, 
and export division from 88 Lex- 
ington Ave. to 300 Fourth Ave. 


WBIS Appoints Beach 


«Judge Frederick W. Beach has 
been named president of Station 
WBIS, Bristol, Conn., succeeding 


COUNTRY EXCHANGE—Ira Haupt & Co., member of the New York Stock Exchange, 
took its business operation to the Westchester County Fair with an exhibit centered 
around a miniature railroad system designed to show visitors how the operation of 
the Pennsylvania Railroad is made possible through public investment in its securities. 


IRA HAUPT 


Dr. Benjamin Sachner, who has 


resigned. 
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ONLY RETAILING DAILY GIVES YOUR 


ADVERTISING A BACKGROUND OF 


LIVE 
NEWS 


TO SPARK RESPONSIVE READERSHIP 


BY HOME FURNISHINGS RETAILERS 


ALL OVER THE NATION! 


me fograeain lt Ming Da 


THE WATIONAL BUSINESS DARY COVERING: FURNITURE & BEDDING - UPHOLSTERY FABRICS - CURTAINS & DRAPERIES - FLOOR COVERINGS + CHINA & GLASS 


GIFTS & DECORATIVE ACCESSORIES - 


LAMPS & LIGHTING - HOUSEWARES - MAJOR APPLIANCES - 


RADIOS, PHONOGRAPHS, RECORDS - TELEVISION 


Role of Brokerage 
House Told Through 
County Fair Display 


New YorK—Visitors at the West- 
chester County Fair recently dis- 
covered a new display, promoting 
the American system of business, 
when Ira Haupt & Co., member of 
the New York Stock Exchange, 
brought the story of investment 
from Wall Street to Yonkers. The 
company borrowed the story of 
one of the nation’s leading rail- 
roads as an illustration. 

Recognizing the growing need 
for broader understanding of the 
securities business, Haupt & Co 
set up the exhibit to demonstrate 
the operation of a regular brok- 
erage house. 

Centered around a miniature 
railroad system, furnished and set 
up by Lionel Corp., the exhibit was 
specifically designed to show how 
the Pennsylvania Railroad oper- 
ates. Emphasis was placed on the 
necessity for public investment in 
its operation. 

Above the panoramic railroad 
display a sign called attention to 
Pennsylvania’s record of paid divi- 
dends on common stock for every§ Nan 
year since 1848. The sign pointed Er 
out that for every $750 invested 4M sota, 


year ago, the stockholder has re-§ poin’ 
ceived approximately $50 in divi-§of t 
dends, or a return of 6.7% on his — 

ee | 


original investment. 


ws Stock certificates of other lead- 
ing corporations, with similarly il- 
lustrated investment and dividend 
statistics, rounded out Haupt’s dis- 
play. 

The “brokerage office” was 
equipped with a Trans-Lux ticket, 
a regular stock ticker and, to len 
authenticity, the area was well 
strewn with ticker tape. 

Representatives of the concer 
were on hand to explain s‘oc 
ticker tape symbols, how :toc! 
transactions are made, and wh) 
industry needs the resources ©: in 
vestment wealth held by the 1m 
erican people. 

Albert Frank-Guenther 1.aW 
New York, ad agency for I 
Haupt & Co., handled the d: ‘tail 
of setting up the display. 


Three Appoint Feldman 


7 
Feldman & Son, New York hé = 
been named to handle the acvé! 

tising of Karl Guggenheim [nc f 
manufacturer and importer ° 
charms; Clarion Sales Inc., jev elt! 
manufacturer, and Sunnyside ‘1° 

zen Foods Inc., frozen foods | 1a 
ufacturer. Newspapers, maga: ‘n¢ 

and trade publications wil ° 

used. | 


Names Bowles and Miller 


Walter B. Bowles and Robe't b 
Miller have been named revre 
sentatives in Dallas and Hou to? 
respectively, of Joe Belden & AS 
sociates, Austin, Tex., reseor 


company. 
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Scripps League and 
Howard Start ‘Idaho 
State Journal’ 


SEATTLE—Western Publishing 
Co, in which Robert S. Howard 
and the Scripps League of News- 
papers are associated, has bought 
an interest in the morning Post 
and evening Tribune, Pocatello, 
Ida. 

The Post has been suspended 
and the Tribune, now renamed the 
Idaho State Journal, has been 
changed to a morning and even- 
ing daily. G. Nicholas Ifft continues 
as editor and part owner. 

Mr. Howard, formerly publisher 
of the Chronicle, The Dalles, Ore., 
has been appointed general man- 
ager of the new Journal. George 
Skaugset, business manager of the 
Tacoma Times when it suspended 
March 31, is the new publisher of 
the Chronicle. 

The Scripps League bought an 
interest in the Chronicle in June. 
It also operates dailies at Coeur 


d'Alene, Ida., and Logan, Utah, 
and radio stations in Coeur 
d'Alene and Spokane. 
Alliance Uses TV 
Spots in 30 Cities 


ALLIANCE, O.—Alliance Mfg. Co. 
is using one-minute filmed com- 
mercials on television stations in 
30 cities to advertise its Alliance 
Tenna-Rotor, a TV antenna rotat- 
ing device. 

The spot campaign “ranks some- 
where between fifth and tenth 
place” among the top TV _ spot 
campaigns in the nation, Alliance 
believes. 

The company’s antenna-rotator 
outsells all other competing prod- 
ucts combined, it is claimed. Al- 
liance has just expanded its sell- 
ing territory to the West Coast. 

The company has recently dis- 
tributed a merchandising package, 
including suggested newspaper 
copy, publicity material, etc., to 
its dealers. 

Foster & Davies Inc., Cleveland, 
is the agency. 


Names Erwin, Wasey Agency 


Erwin, Wasey & Co. of Minne- 
sota, Minneapolis, has been ap- 
pointed to handle the advertising 
of the Pee Gee Bee Sales Co., 
Minneapolis, manufacturer of the 
Pee Gee Bee practice golf ball. 


THERE’S CONCENTRATED 
BUYING POWER IN 
WINSTON-SALEM 

LOOK AT THE EVIDENCE 


1948 
FOOD SALES 


$17,526,000* 
SINCE 1940 AN INCREASE 
OF 


257% 


*SALES MANAGEMENT 1949 
SURVEY OF BUYING 


TWIN CITY 


RNAL and SENTINEL 


ORNING SUNDAY EVENING 
KELLY SMITH COMPANY 


ma! Repres entative 


Tennerstedt Joins Beck 


M. R. Tennerstedt, formerly with 
the Chicago office of Paul H. Ray- 
mer Co., has joined the Chicago 
office of Robert R. Beck, exclusive 
advertising representative of the 
Philadelphia Inquirer in the mid- 
dlewest. 


Devlin Joins Erwin. Wasey 


Brian Devlin, formerly account 
executive and head of the creative 
department of Young.& Rubicam, 
Montreal, has joined Erwin, Wasey 
of Canada Ltd. as manager of the 
Montreal office. 


‘News-Record’ Names Gressle 


Charles E. Gressle has been ap- 
pointed advertising copy and pro- 
motion manager of the News-Rec- 
ord, Greensboro, N. C. 


Opens Fort Worth Branch 


McDonald-Thompson, publish- 
ers’ representative, has opened an 
office in the Electric Bldg., Fort 
Worth, to serve the southern 
states. Clinton B. Julian has been 
named manager of the new office. 


Leaves Western Air Lines 


Richard A. Dick, vice-president 
in charge of sales of Western Air 
Lines, has resigned. He joined 
Western in 1940 as general traffic 
manager and was elected vice- 
president in 1946. 


Bothwell Transfers Bradfute 


J. W. Bradfute, head of research 
of the Pittsburgh office of W. Earl 
Bothwell Inc., has been transferred 
to the New York office as director 
of research and marketing. 


Bowman Hudio, ne. 


360 NORTH MICHIGAN AVE. 


CHICAGO 


ao 


<Zrurpraqgogoadorv 


PHONE CE 6-0233 


THE 
ANXIETY MOOD 
OF THE 
AMERICAN PUBLIC 


is a Business Problem! 


FOR SAMPLE COPY please write, on business stationery, to Houston Boyles, Advertising Manager, 


Anxiety makes people hesitate...to buy, to invest, 
or even to support a sound policy. This mood of 
today is therefore a business problem. 

And just as anxiety is fostered by the needling 
of excited headlines, so is it best allayed 

by a deeper insight. 


That is what The Reporter gives its readers... 
insight. This new and solidly launched magazine 
covers thoroughly a single major situation 

in each issue...with able contributors here and 
abroad rounding out the fortnightly stock-taking. 
In this deeper understanding senseless fears 

do not flourish, 


Consider the value of an advertising medium 
which meets this real need of our times...a need 


your business may well feel. 


The Reporter, 220 East 42nd St., New York 17, N.Y. 
Phone: MUrray Hill 7-4742 
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New Dentifrices 
Gain in ‘Grit 
Consumer Study 


Ammoniated Products Win 
Over 5% of Small Town 
Market, Replies Show 


WILLIAMSPoRT, PA.—Ammonia- 
ted tooth powders have captured 
more than 5% of the nation’s small 
town market, it is indicated in re- 
plies tabulated in Grit’s 14th an- 


SIGHS OF LONG LIFE’ 
FOR QUANTITY BUVERS 


THE ARTKRAFT® SIGN CO. 
Artreth® Menace Corporation 
900 Kibby St. Lime, U.S.A 


“Trotemerss top. VS Per OF — 


nual reader survey of brand pref- 
erences. 

The 1949 study is based on com- 
pleted questionnaires mailed to the 
weekly publication by 18,420 fam- 
ilies. Grit had offered its readers 
$300 in cash prizes for best an- 
swers to the statement, “I like 
Grit because...” and questions 
covering the families’ status, brand 
names of products used in the 
homes, planned purchases, etc. 

Although the questionnaires were 
filled out last spring, before much 
of the national advertising in the 
ammoniated dentifrice field got 
under way, Amm-i-dent—one of 
the earliest tooth powder adver- 
tisers—was named by 3.6% of the 
Grit families. Another 1.6% said 
they are using Amurol, also one 
of the early starters in the field. 


es Amm-i-dent and Amurol, how- 
ever, made their gains at the ex- 
pense of the group of miscellaneous 
brands lumped together in the 
previous survey. The “miscellane- 
ous” group dropped from 13.6% 


to 6.7% this year. 

Dr.. Lyons, now in the market 
with its ammoniated brands, still 
leads the tooth powder pack, 
though it declined slightly from 
33.5% last year to 32.4% in the 
new survey. Colgate remained sec- 
ond in preference among tooth 
powders, with the identical pref- 
rence figure, 30.3%. Pepsodent, 
third, moved up slightly, from 
11.2% to 11.9%. Amm-i-dent and 
Amurol stood fourth and fifth, 
followed by Stanley, 1.5%; Avon, 
Polident and Listerine, 1.3%; Ca- 
lox, 1.1%; Kolynos and Ipana, 
1%, and—all less than 1%— 
Caroid, Pebeco, Dr. West, Vince, 
Pycopay, Phillip’s Milk of Mag- 
nesia, Watkins, Rawleigh, Teel 
(liquid) and Squibb. ' 


= In the toothpaste field, Colgate 
still is way out in front, with a 
54.6% preference, compared with 
50.3% last year. Ipana is down 
slightly, at 15.4%; Pepsodent is 
third, also down a bit, with 11.7%, 
and Listerine is next, with 5.2%. 


Advertising Age, October 10, 19.9 


wererer. 


CARNEGIE GUEST—Margaret Truman appears in New York Dec. 20 at Carnegie 


Hall as guest soloist on “Carnegie Hall,” 


on American Broadcasting Co. facilities 


and sponsored by American Oil Co. Discussing program preparations are: James 


A. Davidson, her concert manager; Charles H. 


Wagner, president of American 


Oil; Miss Truman; and Robert Giles Swan, radio director of Joseph Katz Co., agency 
handling the account. 


Perfection of ammoniated varieties 
of toothpastes trailed the tooth 


CLEVELAND « $2,950 


O WONDER it’s easier to SELL in 


Detroit. 


For Detroit’s 467.000 


industrial workers receive higher earn- 


ings on the average than fellow workers 


in any other major American city. 


Maybe this isn’t news, but it is worth 


repeating again and again when con- 


sidering markets in which to move 


merchandise 


readily. 


*Census of Manufacturers’ Report 


DETROIT WORKERS 
ARE TOPS IN EARNINGS 


DETROIT « $3, 


116 


CHICAGO +$2,874 


And the Detroit Free Press, the only 


morning newspaper in a 3,000,000 


consumer market, is read every day 
in 430,000 good homes... homes 


of workers, of professional men, of 


business men, of all kinds of men 


and women...a market more than 


big enough to make it easy to do an 


efficient, low cost selling job for your 


goods or services. 


Story, Brooks & Finley, Inc., National Representatives 


powders, and the survey does not 
retiect their gains. 

Four of five Grit families own 
automobiles, with Chevrolet lead- 
ing the field. In preference per- 
centages, it has inched up from 
29.1% in °48 to 29.3% this year, 
while Ford has slipped back from 
27.7% to 24.6%. Plymouth, remain- 
ing in third position, has 11.2% 
oi the small town market, com- 
pared with 11.6% last year. 

Among the 55.7% of families 
who planned to buy new cars, 
Chevrolet also leads, with a 31.5% 
preterence, followed by Ford, with 
20.2%, and Plymouth, 8.9%. 


@ In the truck field, 34.1% of the 
families who own trucks said they 
are Chevrolets, with Ford close 
behind, at 33.3%. Of all Grit 
families, 33% said they plan to 
buy new trucks. These prospects 
list Chevrolet first, which has 
moved up from 32.1% last year 
to 39.2% in the latest study; Ford 
remains second, with 36.4%, and 
Dodge stays third, with 7.1%. 

While Gillette still leads the 
pack in the razor blade market, 
with a 31.4% over-all preterence, 
Schick Injector has come up trom 
6% last year to 14.3% in the lat- 
est survey. 

Ot all Grit families, 54.3% said 
they buy home permanent wave 
kits, and Toni again has improved 
its dominating position in this mar- 
ket. Compared with 53.7% in ‘47 
and 86.2% last year, this heavily- 
advertised product now holds an 
88.6% preference. Its nearest com- 
petitor, Richard Hudnut, with only 
3.5% of the market preference, 
was lumped in the “miscellaneous” 
group last year, as was Rayve, 
which accounts for 2.7% in the 
latest study. Charm-Kurl as 
plummeted from 18.4% two years 
ago to 0.4%. 


a Among coffee products, Maxwell 
House, though still first in pref- 
erence, fell from 21.5% last yea” to 
17.4%}; Eight O’Clock moved up 
from 9% to 10.4%, and Folg°r’s 
from 8.7% to 9.3%. Among the 
instant coffees, Nescafe holds 2 3% 
of the market, Borden’s 0.7%. 

Among major appliances, F °c- 
trolux has replaced Hoover 1! 
vacuum cleaner preference an 
Grit families. Electrolux move 
from 12% last year to 19.8%, v 
Hoover dropped back from 1° 
to 13.8%. 


Hicks & Greist Appoints 2 


Peter A. Krug, radio and s) 3c 
buyer, has been appointed di °¢- 
tor of radio and television of H -s 
& Greist, New York. Estelle M 
Sheldon has been named to 
over space buying activities o: 4! 
agency accounts. 


Cowie Joins ‘Living’ 
Paul F. Cowie, formerly 
McGraw-Hill Publications, a 
joined the eastern sales staf 
Living for Young Homemaker. 
Street & Smith publication. 
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Advertising Age, October 10, 1949 
Esquire’ Aims at 
500-College Total 
n Retailer Tieup 


( a1caGo—A “college sponsorship 
rozram,” effectively tying in the 
ndvertiser, local retailer and pub- 
ice'ion, may eventually be ex- 
anded by Esquire to cover 500 
ollege centers throughout the 
ountry. 

The plan, in operation slighily 
nore than a year, has already won 
he cooperation of college author- 
ties and merchants in more than 
00 communities, according to 
aul B. Hertz, who directs the 
nique merchandising program. 


ican hobby of collecting picture 
cards, sometimes called “Car- 
tophily.” 

Production facilities at the Bow- 
man plant here have been ex- 
panded to meet expected demand. 

Months of planning and prepara- 
tion preceded the announcement 
of the first penny card gum. A 
large research, copy and art staff 
worked on the product for nearly 
a year before the Wild West series 
was accepted. Distributors have 
been provided with promotional 
material. 

Large-scale advertising in the 
trade press, through Buck Adver- 
tising Co., New York, starts this 
month. 


EW Subscription Order Form... 


Shirtcraft Promotes 
Buttonless Shirt 

Shirtcraft Co., New York, be- 
gan its first magazine promotion 
with a full page in Life Oct. 3 
for Airman Model Z shirts, which 
substitute a concealed Talon fast- 
ener for buttons. Heretofore con- 


Wright & Associates, 


a.m. 


Aaron Heating to Wright 

Chicago, 
has been named to handle the ad- 
vertising of Aaron Heating Ser- 
vice, Chicago. Aaron has signed to 
sponsor “Wake-up Music,” heard 
daily on WIND, Chicago, 6:40-6:50 


Daily 


president. 


lowa Newspapermen Elect 
Lewis A. Warren, publisher of 
the Oelwein Daily Register, has 
been elected president of the Iowa 
Press Association. L. O. 
Brewer, publisher of the Newton 
Daily News, has been named vice- 
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fined to newspapers on a coopera- 
tive setup with dealers, the shirts 
will be promoted in magazines 
(list not set) and on television in 


Detroit. Botsford, Constantine & 
Gardner, New York, is handling 
the account. 


Repro Appoints McGee 


George L. McGee has been ap- 
pointed director of sales and pro- 
motion for Repro Art Co., Long 
Island City typographer. 


ed V.P. 


lirector of Shel- 
lroy, New York 


Please enter immediately my subscription to 


Advertising Age for 


r] One Year at $3.00 [] Two Years at $5.00 


(C) Payment enclosed 


Title. 


amed vice-pres- 


Donde 


STANDARD 
WHI. 5355 BUTS 


#540 N. MICHIGAN AVE. #185 N. WABASH AVE. #410 N. MICHIGAN AVE. will E. DELAWARE ST. 


(] Three Years at $6.00 
[) Bill me later [7 Bill my firm 


cts’ Buildings . . . Caloric Dinners Effecting Favorable Gastronomical 


ess . . . Intricate Jade Knick-Knacks . . . Lovely Maidens’ Negligees 


amas... Quality Retail Staples .. . Tapestry Upholstery . . . Veneered 


a Xylophones ... Yachts. . 


ter Buy WGN! 


lly 


_Zone____ State 


Zippers . 


. Better Buy Radio 


an do a selling job for you. And currently WGN has a fabulous 


t are the most potentially potent, high-rated sales makers WGN 


ADVERTISING AGE - 


IsU SCMUS UUL Bilt aMiOUIICeICrit 
ards explaining that a subscrip- 
ion has been arranged for the fra- 
ernity house or dormitory through 
he courtesy of the sponsoring re- 
ailer. 
The retailer, for his part, de- 
ivers the copy of Esquire to the 
raternity or dormitory. A “library 
opy” sticker on the front cover 
hows that the magazine has been 
ade available by the sponsoring 
tore. In addition, each advertise- 
ent depicting merchandise avail- 
ble at the store is marked with 
n appropriate sticker, “You can 
mR Mess 
As a gag, a sticker also is placed 
n the page featuring the Esquire 
irl, reading “Sorry, but you can’t 
& 2 
Collegians, said Mr. Hertz, have 
hown their appreciation of the 
lan by many unsolicited letters 
sponsoring retailers. On one 
ampus, the retailer was invited 
dinner at every fraternity house. 
he stores have reported imme- 
late returns in sales, and other 
tailers have written the publica- 
m regarding available sponsor- 
ups. And the renewal rate among 
ponsoring stores, Esquire says, 
as been exceptionally high. 


owman Gum Offers 
ew Wild West Gum 


PHI.ADELPHIA—Bowman Gum 
i. i: back in the market with a 
‘tny picture-card bubble gum, 
iid West Picture Card Gum.” 
The return to the penny bubble 
mM \"as made after the company 
& (onvinced that the postwar 
tee of nickle bubble gum was 


The product is being offered 
‘ '6 new Wild West colored 
“ur cards for collection-minded 
Ys nd girls. New sets will be 
reas d each month. 
Eac. Wild West picture card 
rit ted in four-color lithography 
ith face, and a brief accom- 
yi g story on the reverse side. 
ird and one piece of flat 
cl gum are wrapped together 
va ed paper. 

one of the longest and 
( \versified experiences in the 
f such novelty gums, Bow- 

basing the success of the 


100 EAST OHIO STREET ~- 


‘Wp oduct on the popular Amer- 


Thre 
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entertainment, 


CHICAGO 11, ILLINOIS 


¢ fascinating quart 
he most colorful, b 


radio. A sparkling 4 


Thirty Minutes, once a week 


favorite With listene 


e's your opportunity to sponsor great name programs featuring 
lesigned to fit any pocketbook. Just look at this list of programs 


“4 ;—THERE’S A SHOW HERE TO FIT YOUR NEEDS! 


ck with one 


i colle 

er hour visits per ; 

stage een an 
loved stars of stage, scf 

c 

dio sales staff. 


i l ra 
ddition to your 


the Hardy 


LEW! 


rs, miss th 


wee ic 
¢ family aud 


MAISIE 


A half hour cach week of hilarious adventure starring 
the one and only ANN SOTHERN in her original 


role. A sure fire winner in any radio schedule, 


nce with this 


Don’t Delay...make your Best Buy today with WGN! 


WGN reaches more homes each week than any other Chicago station. — 1949 Nielsen Annual Report 


Chicago 11 


‘ Illinoi 
A Clear Channel Station... ( ors onl 
Serving the Middle West 720 
OnYour Dial 


MBS 


Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 


West Coast Representatives: Keenan and Eickelberg 


235 Montgomery St., San Francisco 4 «+ 


2978 Wilshire Blvd., Los Angeles 5 


710 Lewis Bldg., 333 SW Oak St., Portland 4 
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New Dentifrices 
Gain in ‘Grit’ 
Consumer Study 


Ammoniated Products Win 
Over 5% of Small Town 
Market, Replies Show 


WILLIAMSPORT, Pa.—Ammonia- 
ted tooth powders have captured 
more than 5% of the nation’s small 
town market, it is indicated in re- 
plies tabulated in Grit’s 14th an- 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Arturett® menace Corporation 
900 Kibby $1. Lime, U.S.A 


“Trotemerss Sop. US Pe OF — 


nual reader survey of brand pref- 
erences. 

The 1949 study is based on com- 
pleted questionnaires mailed to the 
weekly publication by 18,420 fam- 
ilies. Grit had offered its readers 
$300 in cash prizes for best an- 
swers to the statement, “I like 
Grit because...” and questions 
covering the families’ status, brand 
names of products used in the 
homes, planned purchases, etc. 

Although the questionnaires were 
filled out last spring, before much 
of the national advertising in the 
ammoniated dentifrice field got 
under way, Amm-i-dent—one of 
the earliest tooth powder adver- 
tisers—was named by 3.6% of the 
Grit families. Another 1.6% said 
they are using Amurol, also one 
of the early starters in the field. 


es Amm-i-dent and Amurol, how- 
ever, made their gains at the ex- 
pense of the group of miscellaneous 
brands lumped together in the 
previous survey. The “miscellane- 
ous” group dropped from 13.6% 


to 6.7% this year. 

Dr.. Lyons, now in the market 
with its ammoniated brands, still - 
leads the tooth powder pack, 
though it declined slightly from 
33.5% last year to 32.4% in the 
new survey. Colgate remained sec- 
ond in preference among tooth 
powders, with the identical pref- 
rence figure, 30.3%. Pepsodent, 
third, moved up slightly, from 
11.2% to 11.9%. Amm-i-dent and 
Amurol stood fourth and fifth, 
followed by Stanley, 1.5%; Avon, 
Polident and Listerine, 1.3%; Ca- 
lox, 1.1%; Kolynos and Ipana, 
1%, and—all less than 1%— 
Caroid, Pebeco, Dr. West, Vince, 
Pycopay, Phillip’s Milk of Mag- 


“ 5 
, * 


i oe ee 


nesia, Watkins, Rawleigh. Teel 

(liquid) and Squ 

s In the toothpa FIRST CLASS 
still is way out Permit No. 95 

54.6% preference ec. 34.9 P.L.GR.) 
50.3% last year. CHICAGO, ILL. 
slightly, at 15.4' 


third, also down ; 
and Listerine is 


BUSINESS REPLY CARD 


DETROIT WOR 
ARE TOPS IN EA 


DETROIT © $3, 


CLEVELAND « $2,950 


O WONDER it’s easier to SELL in 


Detroit. 


For Detroit’s 467,000 


industrial workers receive higher earn- 


ings on the average than fellow workers 


in any other major American city. 


Maybe this isn’t news, but it is worth 


repeating again and again when con- 


sidering markets in which to move 


merchandise 


The Detroit 


Story, Brooks & Finley, Inc., National Representatives 


readily. 


*Census of Manufacturers’ Report * 
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a In the truck field, 34.1% of the 
families who own trucks said they 
are Chevrolets, with Ford close 
behind, at 33.3%. Of all Grit 
families, 33% said they plan to 
buy new trucks. These prospects 
list Chevrolet first, which has 
moved up from 32.1% last year 
to 39.2% in the latest study; Ford 
remains second, with 36.4%, and 
Dodge stays third, with 7.1%. 

While Gillette still leads the 
pack in the razor blade market, 
with a 31.4% over-all preierence, 
Schick Injector has come up from 
6% last year to 14.3% in the lat- 
est survey. 

Ot all Grit families, 54.3% said 
they buy home permanent wave 
kits, and Toni again has improved 
its dominating position in this mar- 
ket. Compared with 53.7% in ’4/7 
and 86.2% last year, this heavily- 
advertised product now holds an 
88.6% preference. Its nearest com- 
petitor, Richard Hudnut, with only 
3.5% of the market preference, 
was lumped in the “miscellaneous 
group last year, as was Rayve, 
which accounts for 2.7% in the 
latest study. Charm-Kurl has 
plummeted from 18.4% two yeals 
ago to 0.4%. 


CHICAGO >$2,874 


And the Detroit Free Press, the only 


pOnSO) 


bs bey 


morning newspaper in a 3,000,000 
consumer market, is read every day 
in 430,000 good homes... homes 


of workers, of professional men, of 


a Among coffee products, Maxwell 
House, though still first in pret- 
erence, fell from 21.5% last year to 
17.4%; Eight O’Clock moved up 
from 9% to 10.4%, and Folgers 
from 8.7% to 9.3%. Among the 
instant coffees, Nescafe holds © 3“ 
of the market, Borden’s 0.7% 

Among major appliances, | \ec- 
trolux has replaced Hoove: 1! 
vacuum cleaner preference an ong 
Grit families. Electrolux move | UP 
from 12% last year to 19.8%, v hile 
Hoover dropped back from 1.9% 
to 13.8%. 


business men, of all kinds of men 
and women ...a market more than 
big enough to make it easy to do an 
efficient, low cost selling job for your 


goods or services. 


Hicks & Greist Appoints 2 


Peter A. Krug, radio and s )ac 
buyer, has been appointed d ‘e¢ 
tor of radio and television of F: :ck 
& Greist, New York. Estelle ™ 
Sheldon has been named to ak4 
over space buying activities 0 @! 
agency accounts. 


Cowie Joins ‘Living’ 

Paul F. Cowie, formerly «" 
McGraw-Hill Publications, 14 
joined the eastern sales stai ° 
Living for Young Homemake’: 
Street & Smith publication. 


Free Press 


r PU 


! 


nen ee her ON eam ae ; agi : ee ae f Lait 5, a a + te Ste Ace. a es ee ; 38% tas 
ne ee eS a | re ae [' or 
eg a eo aes let a iaie aan ie gh at. "ee geen a" Gee NI < aes ci Ree Ah belt Me Mt a Sl Se nae Se 2 Ao eae Opera aie oer. Soe ‘ee ae Pa ee. eae es ee ee 
eo oti ae ‘4 .. ka ee ‘ oi oe Pare i x Sone as eazy a dt Cae ie eee Tee Po ; Feats he Se sat ‘ eticsit amie, = ay = = ae eer | 7 = be ' pe” a oe ee ia ee ee 7: aa ote ae oe a 
tee ie 
[shi 5 os Ac 
an |_| Advertising Age, October 10, 19-9 
; | | 4 “a vou — 4a i i a - Parsee SONG E 
os apeigi ms ’ . s 2 - e ( 
; je =a * ne > * P “S ” w ——— 2 ‘s Se i 
= : a heel ; ‘ , i F SA ae 
prea t bac > co } é sb : . . a n 
ae | KG ada my ® | 
Se! aan ae ie ; a a7 as FO 
ie P 4 , d . ee *, 
: is eS — wee ad\ 
4 : m a a ‘i omg rf - = _ p1Cé 
 &§ Fee een corse 
ae See ees Oo 8=slCié‘\\'S ®O*UCUYCSUC a4 f /_ oll 
ke a: { > i, ee ; oP es (ee a ee ‘ee fo a ee : PJ of ek ‘ 
a " . i ee = NE Lg ee yg . 
a ae \o : % = ant ee ee 4 ou 
oe i Cee P i . a a aie. age Se pas ao oat . T a . “? T 
Silke de 3 - : "Bas es eee See ie “4 4 
: “ 4 eon on : * ie ic § mo! 
oe \ ~ ia "Rone othe he 
— : >. 3% Beers "| an | a 4 ~ 
‘ i i a eee Hater Bk Sr ic iil % ates 
H Wisc sci, * k, & @ 00 
= 4 ® _ “ : j 4 , 
E ‘ ~~ 4 = i - 
Sag aes oe, * * i ak ef _— rau 
bee: ‘ va Ny _ ia a : : 
ae. : : Ink 
bat lat is = Na 3 ‘sq 
¢ 
— ——>Ey~wywEeEEEEes 00 
nel 
‘ d port 
' ons 
a te in | OOF 
Go cae 
7 T 
: va Bene ey n t 
me ee 
ie eg a) ee 
ee ORS oc le 
oa a tud 
‘ : $$ i 1% 
tai 
- rba 
| ee e 
— qu 
mee 
a 
a Cc 
shi as pre 
ee ithe 
ci a istr' 
—, : 
Zine 
ty 
padi 
&§ iler 
at sO | 
33 ards 
ae mee 4 ion | 
soos Og ‘ : 
ene i 5 1 Peripatncet rnit 
a a a a oS 
ee CS ee Ie CC 
a Be Sea ater 
ne i ey Rr ss li Ay Tae ? 
wget ee : aay ee Sane hows 
‘i a aaa oe oe eer ade 
i ; iene 7 ; eA ra Do aa ei: ae 4 eg sen peg ent | 
= oe ; Seen etree VE nr hla « 
Ris ae on Sees — - ble ¢ 
’ : a oe : j 3 et it 
a ; aes . As ¢ 
. ode s th 
a st ; ee j i € 
Rees . ne ? a aii itil irl, re 
| te : ee - : ge ‘ 
as z a. S " + y ‘ th 
— i zy. re § Coll 
— : - ring 
ay saree : + : an | 
Cone, spc 
wee ae | : impu 
cle as ra dinn 
no per he st 
Zee 
ee ’ ate 
: —_— Hailey 
ee he Pn re 
oe N ee 
a ee 
eh: 
eg ee OW 
one a lew 
P eae i 
ag 
og ee oo: ! nny 
sal ¢ 
&! Mm \"¢ 
. cali ree 9 
<9 ee. Z 
ee sot lhe 
co: Seana : th 
at urs 
7 Ta, 5 
a ie ae 
2 : és Rac 
yy Ce en i A prir e 
es i a th 
: Pe et ee), Se en a | RES ee enn es cal Seer Nee 
a an a 
—— (al 
7 bh 
i : i va ce 
f ; Wit 
Met owe / | $ 
Mg ’ “~CLY 
> a 7 ~ Y f : S . 2 ; : ,) 
ee et + ; : a cf 
a ee a 
rei i iH , 5 ra ere , , aa . ; gece ica 2 Raia ag ie) oa ee 


Advertising Age, October 10, 1949 


9-9 

~ Esquire’ Aims at 

= 500-College Total 

> [in Retailer Tieup 

. ( a1caco—A “college sponsorship 
: yrovram,” effectively tying in the 


dvertiser, local retailer and pub- 
hice ion, may eventually be ex- 
anded by Esquire to cover 500 
ollege centers throughout the 
ountry. 
The plan, in operation slighily 
more than a year, has already won 
he cooperation of college author- 
ities and merchants in more than 
00 communities, according to 
Paul B. Hertz, who directs the 
nique merchandising program. 
squire claims that it considers 
00 the ideal number (more would 
nclude the secondary, less im- 
hortant collegiate markets) and is 
onstantly expanding the list of 
cooperating campuses. 
The Esquire program is built 
n the belief that today’s college 


ican hobby of collecting picture 
cards, sometimes called “Car- 
tophily.” 

Production facilities at the Bow- 
man plant here have been ex- 
panded to meet expected demand. 

Months of planning and prepara- 
tion preceded the announcement 
of the first penny card gum. A 
large research, copy and art staff 
worked on the product for nearly 
a year before the Wild West series 
was accepted. Distributors have 
been provided with promotional 
material. 

Large-scale advertising in the 
trade press, through Buck Adver- 
tising Co., New York, starts this 
month. 


KXLW Promotes Ware 


Leslie P. Ware, in charge of na- 
tional sales of Station KXLW, 
Clayton, Mo., has been promoted 
to station director and vice-presi- 
dent. 


Shirtcratt Promotes 
Buttonless Shirt 


Shirtcraft Co., New York, be- 
gan its first magazine promotion 
with a full page in Life Oct. 3 
for Airman Model Z shirts, which 
substitute a concealed Talon fast- 
ener for buttons. Heretofore con- 
fined to newspapers on a coopera- 
tive setup with dealers, the shirts 
will be promoted in magazines 
(list not set) and on television in 
Detroit. Botsford, Constantine & 
Gardner, New York, is handling 
the account. 


Repro Appoints McGee 


George L. McGee has been ap- 
pointed director of sales and pro- 
motion for Repro Art Co., Long 
Island City typographer. 


Ron Wilson Named V. P. 

Ron Wilson, art director of Shel- 
don, Quick & McElroy, New York 
agency, has been named vice-pres- 
ident. 


Aaron Heating to Wright 
Wright & Associates, Chicago, 
has been named to handle the ad- 
vertising of Aaron Heating Ser- 
vice, Chicago. Aaron has signed to 
sponsor “Wake-up Music,” heard 
daily on WIND, Chicago, 6:40-6:50 


a.m. 
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lowa Newspapermen Elect 

Lewis A. Warren, publisher of 
the Oelwein Daily Register, has 
been elected president of the Iowa 
Daily Press Association. L. O. 
Brewer, publisher of the Newton 
Daily News, has been named vice- 
president. 


#540 N. MICHIGAN AVE. #185 N. WABASH AVE. #410 N. MICHIGAN AVE. #111 E. DELAWARE ST. 


DWowise 


Miteheee STUDIOS inc. 


STANDARD 


market must be cultivated through 
elective key retail outlets. College 
a we ll eee Whether you sell «+e Architects’ Buildings . . . Caloric Dinners Effecting Favorable Gastronomical 
tailers in the community or, in Happiness . . . Intricate Jade Knick-Knacks . . . Lovely Maidens’ Negligees 
rban colleges, stores adjacent to Or Pajamas... . Quality Retail Staples ... Tapestry Upholstery .. . Veneered 
a cme hypaaa cater to thelr Wooden Xylophones .. . Yachts . . . Zippers . . . Better Buy Radio 
—- .. . Better Buy WGN! 
Consequently, Esquire’s field 
presentatives contact the college Ges, from + fo B. WGN can do a selling job for you. And currently WGN has a fabulous 
es, - = pg ged ho array of new shows available that are the most potentially potent, high-rated sales makers WGN 
ine, and prepare a list of frater- has ever offered to sponsors. Here’s your opportunity to sponsor great name programs featuring 
ty houses, dormitories, libraries, star studded casts... at a cost designed to fit any pocketbook. Just look at this list of programs 
ae Smee, Oe. Ne' mae s- and the amazing galaxy of stars -THERE’S A SHOW HERE TO FIT YOUR NEEDS! 
iler’s approval. The magazine 
so sends out gift announcement 
f the Mards explaining that a subscrip- 
they Mion has been arranged for the fra- 
close Hernity house or dormitory through 
Grit fhe courtesy of the sponsoring re- 
an to Mailer. 
spects # The retailer, for his part, de- 
has vers the copy of Esquire to the 
year ffaternity or dormitory. A “library 
Ford Mopy” sticker on the front cover 
, and fhows that the magazine has been 
i ade available by the sponsoring 
; theffore. In addition, each advertise- 
arket, Ment depicting merchandise avail- ° 
rence, ™le at the store is marked with 
from appropriate sticker, “You can 
e lat- Met it at...” 
As a gag, a sticker also is placed 
» saidg™m the page featuring the Esquire 
wavefml, reading “Sorry, but you can’t 
roved Mt this at...” ; , A half hour cach week of hilari : 
; mar- Collegians, said Mr. Hertz, have hour visits per week with one 3 ch week of hilarious adventure starring 
in ‘47@0wn their appreciation of the Three fascinating quarter f stage, sereen and the one and only ANN SOTHERN in her original 
avily-™2n by many unsolicited letters torful, beloved stars OF sulle, A susie Gee einer in oe cnt 
ds anf sponsoring retailers. On one of the most om ion to your radio sales staff. ¢ lire winner in any radio schedule. 
-com-§#™pus, the retailer was invited .. A sparkling additic 
a ; radio. P 
h only @@ dinner at every fraternity house. 
rence,m™e stores have reported imme- 
,eous’ #Rte returns in sales, and other 
Rayvemeailers have written the publica- 
in thef#0 regarding available sponsor- 
1 has™™eps. And the renewal rate among 
years bnsoring stores, Esquire says, 
Bs been exceptionally high. Thirty Minutes, once a week, of 
, 2 Of tense eneeic 
vell entertainment. Screen Academy “mse, terrific 
xvelfowman Gum Offers emy 
prel- 
er tew Wild West Gum 
ea up 
olversqg’! -ADELPHIA—Bowman Gum 
1g thei i: back in the market with a 
s23%—§2y picture-card bubble gum, 
Tp vild West Picture Card Gum.” ae 
- F \ec-fm ‘he return to the penny bubble on 
re, ing \'as made after the company 
an ong ‘onvinced that the postwar . 
.. upgtee of nickle bubble gum was Don’t Delay...make your Best Buy today with WGN! 
ve “ 
. on The product is being offered . Cm . 
36 meer Wits Want enleeed WGN reaches more homes each week than any other Chicago station. — 1949 Nielsen Annual Report 
‘ur cards for collection-minded 
’ nd girls. New sets will be 
~a?S d each month. Pl 
bs eee Wild West picture card Chicago 11 
t ck’ -ed in four-color lithography : Illinois 
4 M th face, and a brief accom- A Clear Channel Station rt 50.000 Watts 
o ak@™f’yi g story on the reverse side. ; . * 
; Oo al a (ard and one piece of flat Serving the Middle West (720 
Xb gum are wrapped together OnYour Dial . 
va ed paper. ita ata ae _ ee 
Wit 4... ow MBS Eastern Sales Office, 220 East 42nd Street, New York 17, N. Y. 
st ¢ ifi P . West Coast Representatives: Keenan and Eickelberg 
y , versified experiences in the 235 Montgomery St., San Francisco 4 + 2978 Wilshire Blvd., Los Angeles 5 
, “4 ¢f such novelty gums, Bow- 710 Lewis Bldg., 333 SW Oak St., Portland 4 
tai fl i basing the success of the 
ke 'p oduct on the popular Amer- 
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Ascap Drops Appeal 
in Suit Asking Fees 
from Movie Houses 


MINNEAPOLIS—The American So- 
ciety of Composers, Authors and 
Publishers has decided to abandon 
its federal court fight against a 
decision holding that motion pic- 
ture exhibitors need not pay “per- 
formance fees” on films containing 
copyrighted music. 

The decision was handed down 
a year ago by Federal Judge Gun- 
nar Nordbye, (AA, Sept. 20, *48), 
when he denied relief to five music 
publishers who had filed suit 
against Minnesota theater com- 
panies. The companies had refused 
to pay the license charges imposed 
by Ascap for many years. 


s An attorney for one of the de- 
fendants in the case, Benjamin 
Berger, has asked the Circuit Court 
of Appeals at St. Louis to dismiss 
the court action. The deadline for 
Ascap attorneys to file briefs, prior 


DESIGNERS & PRODUCERS 
OF PERMANENT DISPLAYS 


aR Fall Company 
11 EAST WALTON PLACE 
CHICAGO 11 


to the start of proceedings in their 
appeal, expired Sept. 10. 

The suit was brought against Mr. 
Berger and Mrs. Jessie Jensen for 
exhibiting films containing copy- 
righted music without obtaining 
licenses from Ascap members. 
Judge Nordbye, in a _ lengthy 
opinion, held the society to be a 
monopoly operating in violation of 
the anti-trust laws, and said it was 
not entitled to the financial relief 
sought. 


Travel Commission Starts 
Educational Campaign 


Scandinavian National Travel 
Commission, New York, is launch- 
ing an out-of-season campaign 
this month to reach tourists in- 
terested in social welfare and edu- 
cational advancement. 

Consumer publications scheduled 
for October and November include: 
Atlantic Monthly, Harper’s, Path- 
finder, Saturday Review of Litera- 
ture, Time and United Nations 
World. L. Hartman Co., New York, 
handles the account. 


Holland Appoints Davis 


Martin Davis has been named 
account executive of Holland 
Advertising Agency, Cincinnati, 
where he will supervise industrial 
accounts. Mr. Davis was formerly 
with Blaker Advertising Agency, 
New York; Fuller, Smith & Ross, 
Cleveland, and the Cincinnati of- 
fice of Roy S. Durstine. 


Gimbel Starts New 
Sampling Service 
for N. Y. Brides 


New YorK—A new sampling 
service for brides, operated by 
Bridal-ette Bride Basket Co., is 
slated to start this fall under Gim- 
bel Brothers’ sponsorship. 

Recent brides in the area will be 
eligible for a bride basket contain- 
ing an assortment of food and 
household products, drug items, 
free introductory offers to laundry 
and cleaning establishments, and 
other gifts. 

The company has already lined 
up several manufacturers to par- 
ticipate in the plan, and others are 
expected to come in shortly. 
George Little, formerly with Samp- 
lizing Plan, is sales manager of the 
organization. 

Following the start of the samp- 
ling operation in New York, the 
promotion will be expanded to 
other markets. 


Becker Appoints Ludgin 


A. G. Becker & Co., Chicago in- 
vestment house, has appointed 
Earle Ludgin & Co. to handle its 
account. The company started a 
local newspaper campaign last 
week and, if results warrant, will 
expand advertising to other major 
cities throughout the country. 


ies. 


To test it, and to sell it, in Flor- 
ida — and at lowest cost — use 
Florida’s three big morning dail- 


papers give you coverage in the 
resort areas where most of Flor- 


centrated. 
dollars, 
reader, 


Florida 


LORNA 


this winter ! 


THIS WINTER MORE THAN 
2,000,000 VISITORS FROM 


JACKSONVILLE 


a ALL OF THE OTHER FORTY- 


SEVEN STATES 


ae 


These three leading news- 


da’s winter visitors will be con- 


For more readers per 
and more dollars per 
use the pages of the 


Times-Union, Miami 


Herald and Tampa Tribune. 


FLORIDA 


Jacksonville - 


MIAMI 


National Representatives Story, Brooks & Finley, inc., A. S. Grant, Atlanta 


WILL 


SPEND FROM SEVERAL 
“Bop WEEKS TO SEVERAL 

MONTHS IN FLORIDA 
r THEY WILL REPRESENT 
{MIDDLE INCOME TO HIGH 
INCOME FAMILIES... 
AWILL BE IN A RECEPTIVE 
MOOD- AND WILL HAVE THE 
MONEY TO BUY. 
IS A CONCENTRATED, 
QReADY MADE, CROSS- 
SECTION OF THE 
UNITED STATES WHERE 

4 you CAN TEST YOUR 

%, MERCHANDISE 


THEY 


HERE 


AT LOWEST 


poy 


TIMES - UNION 


National Representatives Reynolds-Fitzgerald, Inc. 


National Representatives - Sawyer-Ferguson-Walker Co. 


HERALD 


§ ae a a ee 
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Looks like a new trend is 


like soup, instant coffee and 


As far as both these ads are 


Can advertising results 


Foe veans, atvertions hove bese For om edvertiney with an appropriate 
erhecting end eppmmting agemews of ree quarters of 6 mullen dullers of 
nthe comatdere tite ermenm! oof ims more such eamarance cae be pris cdied on 
aed and © great deal of part of the agency's regular service. F 
chart en advertee: sth 0 badger of hell 
mullor dollars bene 6 monies: 
Fer the eave change of oo egy ely culty caaiced—en the diversion of 
daw chwamng—4 dom on miner portion af the appropriation (or 
snany way, cement. Ver henld Forfa 
new agency fois perform as expected. 
tomes only am axemumi whoo 4 ded wae Whatever the . 
howe prevvomsly amymay The advertise malty arrived at the feet remains 
een Mele bones eimabie (ome and ade thet an edvertines todas con 


WALTER WEIR, INC. 
250 WEST STTm STREET 
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ing. Nobody could afford to 


of advertising—a fascinating 


The Creative Mans Corner 


intangibles. We have had now, for a number of years, the 
Double-Your-Money-Back guarantee on tangible products 


cently, within the space of a few weeks, first an agency uses 
the word “guarantee” in speaking of its service, and then a 
publication comes up with the same thing. 


may say it’s about time. But the calloused, wizened old cynic 
who conducts this column wonders. He wonders if the guar- 


be Guaranteed? GUARANTEES 


antee offered by both the agency and the magazine might not 
frighten away the very business it’s supposed to attract. 

For few advertisers go to an agency wanting such a search- 
ing analysis made of their business as this guarantee ob- 
viously includes—with all the upsetting of the comfortable 
status quo that might result. 
tiser would want results from the use of magazine space 
guaranteed? It would take all the romance out of advertis- 


foregone conclusions so many advertisers have about the 
media they want their advertising to appear in would have 
to be foregone in quite another way. 

Heaven save us from the guaranteed result! It would make 


Durante has said, everybody wants to get in the act—entirely 
too sensible a profession. Let’s have no more of this. A 
plague on both these houses. Some people are always want- 
ing to take all the fun out of life. 


starting in the advertising of 


God knows what all. But re- 


concerned, you, Gentle Reader, 


(Coronet 


' 
' 
' 
\ 
\ 
\ 
\ 
\ 
\ 
\ 
\ 
\ 
\ 
\ 
\ 
\ 
\ 
\ 
\ 
\ 
\ 
\ 
\ 
| 
\ 
' 
} 
\ 
| 
\ 
\ 
\ 
\ 
' 

ADVERTISING | 
\ 

\ 

RESULTS! | 
\ 

is \ 

B73 \ 

. \ 

\ 

\ 

\ 

\ 

\ 

\ 

\ 

\ 

\ 

j 

\ 

\ 

\ 

\ 

\ 

\ 

\ 

\ 

\ 

\ 

\ 

\ 

\ 

\ 

\ 

\ 

\ 

\ 

\ 

\ 

\ 


And, similarly, what adver- 


be an expert any longer. The 


pastime in which, as Jimmy 


Appoints Ad Director 
for $500,000 Campaign 


Jacoby-Bender, New York, man- 
ufacturer of J-B watch bands, has 
appointed William Scheibel, form- 
erly advertising manager of Bul- 
ova Watch Co., as advertising di- 
rector. 

A fall campaign with a budget 
of $500,000 will be launched with 
large color insertions in The Am- 
erican Weekly, Life, The Saturday 
Evening Post and This Week Mag- 
azine. Forty-one broadcasts and 19 
separate telecasts will be scheduled 
each week over 872 radio and tele- 
vision stations. 


Munsingwear Changes Agency 

Campbell-Mithun, Minneapolis, 
has been appointed to handle the 
advertising of Munsingwear Inc., 
Minneapolis, effective Jan. 1. The 
account has been directed by Ken- 
yon & Eckhardt, New York. 


Seiberling Revamps Ad, 
Merchandising Department 


J. A. Fouche has been appointe 
manager of the newly combine 
advertising and merchandising de 
partments of Seiberling Rubbe 
Co., Akron. He was formerly as 
sistant to G. F. Weisenbach, direc 
tor of advertising and merchandis 
ing, who resigned to become gen 
eral sales manager, Deepfreeze di 
vision, Motor Products Corp 
North Chicago, Ill. 

John H. Fogarty, formerly a 
vertising manager of Seiberlin: 
has been named assistant manage 
of the advertising-merchandisin 
department. 


Jo-Ann Vineyards to Weiner 
J. J. Weiner Advertising Co., Sa 


Francisco, has been named to hat 
dle the advertising of Jo-Anijeago 
Vineyards, Fresno, a subsidiary @' 


CVA Corp., owner of Roma wine 
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‘ceman Schedules 
3i gest Ad Drive 
on Its Air-Wick 


N-w YorK—Seeman Bros. Inc., 
anufacturer of Air-Wick, house- 
ic deodorant, has scheduled its 
rg-st advertising campaign on 
e -trength of the sixth consecu- 
ve year of increased sales. Wil- 
am H. Weintraub & Co. handles 
ye account. 
Theme for the campaign, to be- 
n with the Oct. 17 issue of Life, 
ill be geared to consideration for 
ighbors, with headlines warning 
Vatch out, if Mrs. Nextdoor sniffs 
wice. 
As an introductory offer, See- 
an will make available to con- 
mers a wall holder and Air- 
lick filler for a combination price 
$1.19. Air-Wick regularly retails 
x 69¢ a bottle, standard size, and 
or $1.49 in the new economy size. 


Air-Wick will be screened over 
levision for the first time on 
orothy Doan’s “Vanity Fair” pro- 
am on CBS-Television, begin- 
ng Oct. 10. Radio sponsorship 
mtinues with Don Gardiner’s 
londay Morning Headlines” on 
BC, Sundays at 6:15 p.m., and 
llan Jackson and the News” on 
BS, Saturdays, 11 a. m. 
The national magazine list in- 
udes Better Homes & Gardens, 
smopolitan, Good Housekeeping, 
idies’ Home Journal, Parents’ 
agazine, The Saturday Evening 
st and Woman’s Home Com- 
hnion, 


achman Joins ‘Look’ 
Stan Bachman, formerly with 
dies’ Home Journal, has joined 


HE ACTS OF MARCH 3, 


ATEMENT OF THE OWNERSHIP, 
NAGEMENT, AND CIRCULATION 
QUIRED BY THE ACT OF CONGRESS 
P AUGUST 24, 1912, AS AMENDED BY 
1933, AND 
1946 (Title 39, United States 
Code, Section 233) 
Advertising Age, published weekly at 
icago, DL, for October 1, 1949. 
The names and addresses of the pub- 

editor, managing editor, and busi- 


LY 2, 


5 managers are: 


‘ublisher, G. D. Crain, Jr., Evanston, 


litor, S. R. Bernstein, Chicago, Il. 
fanaging Editor, Robert Murray, Park 
rest, Il. 

isiness Manager, C. B. Groomes, Chi- 


Ill. 
The owner is: 
ation, 


(If owned by a cor- 
its name and address must be 
ted and also immediately thereunder the 
es and addresses of stockholders own- 
or holding 1 percent or more of total 
bunt of stock. If not owned by a cor- 
ition, the names and addresses of the 
idual owners must be given. If owned 
i partnership or other unincorporated 
its name and address, as well as that 
rach individual member, must be given.) 
lvertising Publications, Inc., 100 East 
Street, Chicago, Illinois. 
» D. Crain, Jr., 704 Michigan Avenue, 
nm, Illinois; G. R. Crain, 704 Michi- 
Avenue, Evanston, Illinois; S. R. 
istein and A. B. Bernstein, 1417 Hyde 
k Bivd., Chicago, Illinois; O. L. Bruns 
M. S. Bruns, 5826 N. Whipple St., 
ago, Illinois; Kenneth C. Crain, 11 
‘ith St., New York City; C. B. Groomes, 
‘ N. Claremont Avenue, Chicago, IIli- 
J. B. Miller & M. A. Miller, 409 S. 
1 Ave., Maywood, Illinois; B. G. 
mand H. M. Rehm, 4870 California 
» Chicago, Illinois; G. L. Hamlin and 


amlin, Route 1, Vandalia, Michi- 
ry C. Sanders, 611 Barton Place, 
», Il; M. E. Crain, 909 Foster 
mue, Chicago, Ill.; Jessie W. Crain, 


tral Delivery, Carmel, California ; 
vie, 549 Addison Street, Chicago, III. 
known bondholders, mortgagees, 
security holders owning or hold- 
‘cent or more of total amount of 
ortgages, or other securities are: 
are none, so state.) None. 

graphs 2 and 3 include, in cases 
e stockholder or security holder 
ipon the books of the company 
> or in any other fiduciary rela- 
name of the person or corporation 
» 1 such trustee is acting; also the 
Pmer s in the two paragraphs show the 
Ss full knowledge and belief as to 
~ iumstances and conditions under 
ockholders and security holders 
ot appear upon the books of the 
“n) as trustees, hold stock and securi- 
capacity other than that of a 


Jane 


owner. 
average number of copies of each 
his publication sold or distributed, 
the mails or otherwise, to paid 
s during the 12 months preced- 
ate shown above was: 21.297. 

G. D. CRAIN, JR. 

Publisher 


to and subscribed before me this 
of September, 1949. 
EDITH M. STEGER 
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‘Newsweek’ Scraps Covers 
to Tell Atomic Story 

Newsweek, New York, scrapped 
20,000 front covers when news of 
Russia’s atomic explosion broke to 
substitute a four-color picture of 
Joseph Stalin with the caption, 
“Stalin: The Man with the Bomb.” 

The issue leads off with an 8- 
page special section on “The 
Atom.” Spokesmen for Newsweek 
were not willing to discuss news- 
paper promotion for the issue, 
which they claimed was limited in 
scope. 


Appoints Morrow Agency 


Tim Morrow Advertising, Chi- 
cago, has been named to handle the 
advertising and promotion of Sten- 
ographic Machines Inc., Chicago, 
manufacturer of shorthand ma- 
chines. Newspapers, magazines, di- 
rect mail and car cards will be 
used. Thomas Destelle, formerly 
copywriter with W. W. Garrison 
& Co., has been appointed copy 


Sales Hold Key to 
Country's Success, 
Purolator Head Says 


Kansas City, Mo.—Salesman- 
ship, not government controls, is 
the key to future economic sta- 
bility in the U. S., according to 
Carlos D. Kelly, vice-president of 
Purolator Products, Newark. 

Speaking before the Southwest- 
ern Automotive Wholesalers’ Asso- 
ciation, Mr. Kelly stressed that 
current economic conditions are 
“highly favorable.” He declared 
that the future of business is the 
responsibility of salesmen, “just as 
long as we have freedom of choice 
in this country. Because if people 
are free to choose what they’ll do 
with their money, then you have 
to sell to move goods, regardless of 
what the government does about 


chief of the agency. 


the money supply...” 


He concluded that if we “go out 
and do the kind of selling job that 
has made Americans famous all 
over the world as salesmen, we'll 
lick the next depression, whenever 
it arrives, by a knockout in the 
first round.” 


Emerson Appoints Two 

Emerson Radio & Phonograph 
Corp., New York, has named Ed- 
ward Kantrowitz, formerly with 
Foote, Cone & Belding, as pro- 
duction manager. Frank Schroeder, 
formerly a free-lance sales pro- 
motion consultant, has been ap- 
pointed art director. 


lll 


Carson to Willys-Overland 


Howard E. Carson, formerly 
manager of market research and 
sales analysis of Kaiser-Frazer 
Corp., has been named manager 
of the market research and sales 
analysis department of Willys- 
Overland Motors, Toledo 


Keeley Appoints Huber 


Frank Huber, formerly secre- 
tary and general manager of Miller 
Brewing Co., Milwaukee, has been 
named vice-president and genera! 
manager of Keeley Brewing Co., 
Chicago, producer of Keeley Half 
and Half. 


“FOR FREEMAN’S MONEY PANELLIT’S 
VICE-PRES. FREEMAN SHOE CORP. 


SIGN IS THE BEST.” SAYS M. L. CARROLL 


PORTABLE | 


Through the pages of The Salt Lake Tribune-Telegram you also 
reach nearly 7 out of 10 families in the Salt Lake Retail Trading 


Zone, and nearly 1 out of 2 families in the entire 4-state “Million 


Market.” This dominant family coverage of the Salt Lake market 


is the result of service to readers, results for advertisers. 


Che Salt Lake 
Criluue - Celegram ff 


Nationally Represented by O’Mara & Ormsbee, Inc., 
and Metropolitan Sunday Newspapers, Inc. 


basis. 
above is 7-day 


* Yes, The Salt Lake Tribune-Telegram Is Read by More Than 
9 Out of 10 Families wndpiicoes) in the Salt Lake City ABC City Zone 
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Form Radio Package Concern 
Don Searle and Jim Parks have 
formed a program packaging com- 
pany, Searle & Parks, at 6331 
Hollywood Blvd., Hollywood. Mr. 
Searle was vice-president in charge 
of the western division of ABC 
when he resigned early this year. 
Mr. Parks dissolved Broadcasters 
Guild Inc. to join the partnership. 


Oxford Leaves KFI-TV 


Ronald C. Oxford, head of pro- 
gramming for KFI-TV, Los An- 
geles, has resigned, effective Nov. 
"1, to devote his time to the de- 
velopment of programs for net- 
work and kinescope release. He 
will be succeeded by Kenneth Hig- 
gins, executive producer for the 
station. 


_.. 


KLX Covers 


OAKLAND, CALIFORNIA 


AT LOWEST COST PER 1,000 


Represented nationally: 
by Burn-Smith Co., Inc 


Ralph Smith came face to face 
with the perplexities of advertis- 
ing copy relatively late in life, as 
a copy cub at 31, but he came 
well prepared and grounded in 
selling funda- 
mentals. 

He evidently 
made previous 
experience work 
to his advantage, 
for ten years la- 
ter he had risen 
via the copy 
route to the po- 
sition he holds 
today of execu- 
tive vice-presi- 
dent and general 
manager of Duane Jones Co. 

When Mr. Smith joined the copy 
fraternity he was already schooled 
in principles of selling and moti- 
vating prospective consumers. Ear- 
ly experience in selling gave him 


Ralph Smith 


definite ideas on what he believes 


You Ought foRKnow . . .  Raiph Smith 


is the core of ad copy—the selling 
proposition of every promotion. 

That selling proposition, he 
claims, is the offer or deal bring- 
ing customers to retailers with a 
positive desire to try a product on 
the strength of what it will do 
for him. A selling proposition has 
been a basic ingredient of all 
copy written or supervised by Mr. 
Smith. 


a A native of Niagara Falls, Du- 
ane Jones’ general manager first 
earned a living by teaching Eng- 
lish in Rochester high schools, 
following his graduation from Al- 
fred University in 1924. He con- 
siders his formal training in Eng- 
lish (a major in college) secondary 
to four years as a teacher, which 
offered basic training in the right 
and wrong methods of putting over 
ideas. 

Armed with a smile and a “be- 
at-ease” attitude toward his copy 


staff, Mr. Smith found that he 
was once again partly a teacher 
when called upon to help Duane 
Jones organize and train a copy 
department during the early days 
of the agency. The Jones organi- 
zation was formed in 1942 with 
World War II well under way— 
and with good copywriters scarce. 
Ralph Smith brought together rela- 
tive beginners who had had ex- 
perience in jobs where copy was 
being tested in the crucible of im- 
mediate sales. He obtained copy- 
writers from small-town publica- 
tions, direct mail operations and 
local independent radio stations, 
and began a long, painstaking ed- 
ucational program. He stressed the 
company’s objective and philoso- 
phy in building clients’ trade vol- 
ume. These fundamentals gave 
copy cubs and the semi-experi- 
enced a chance to learn. 


es As a teacher, Smith classifies 
copy chiefs in one of two -cate- 
gories. The first fires the writer 
on sight when ads fail to ring cash 
registers. The second (and Mr. 


Your message is read when it appears in Foreign 
Service because this lively magazine keeps reader- 
veterans informed on affairs close to their hearts. 
Foreign Service is the only magazine that regularly 
features action stories reminiscent of their own ex- 


periences in the Armed Forces overseas. That’s why 
your advertising message, like every editorial feature, 
gets plus attention from the veteran and his family. 


You get mass circulation, too, with Foreign Service. 
All home-delivered, it has A.B.C. guaranteed circu- 
lation of 1,000,000. Surveys prove readership is well 


over 3,000,000 per issue. 


This readership is not limited to men only. Foreign 
Service is enjoyed by wives and parents of subscribers 


pad 


REPRESENTATIVES: 


Dan B. Jesse, Jr., and Associates, 10 East 43rd St., New York 17, N. Y. 
William M. Price, 617 Montgomery St., San Francisco, Calif. 


1,000,000 


Readers 


as well. Products of exclusive feminine interest show 
good returns in actual sales. Progressive young families 
who read Foreign Service are in the market for con- 
sumer products of every description. They comprise a 


multi-billion dollar market! 


Many wise advertisers long ago discovered the power 
of Foreign Service. The list includes all types of 
consumer advertisers, schools, specialty advertisers and 
numerous mail order companies. For specific informa- 
tion on the V.F.W. market, please write or phone. 


Foreign Service, the V.F.W. magazine, gives its readers 
editorial features and information they can’t find else- 
where. That’s why Foreign Service hits home! 


Founded in 1913 


. 2 
THE V.F.W. MAGAZINE 


MEMBER AUDIT BUREAU OF CIRCULATIONS 


Broadway at 34th, Kansas City 2, Missouri 


Foreign Service 


(THE V. F. W. MAGAZINE) 


Hits Home to 


@ Renick Averill, 427 West Fifth St., Los Angeles, Calif. 
e@ Raymond J. Ryan, 35 East Wacker Drive, Chicago 1, Ill. 
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Smith belongs here on his record 


the copy won’t sell and suggestg 
ways to make the appeal compels 
ling. He believes the constructive 
copy chief can create good copys 
writers by teaching them his owg 
methods, and by keeping them 
working to satisfy the needs 
prospective buyers. 


Rochester, Mr. Smith came to Wal} 
Street. Four weeks after his ar. 
rival came the crash. But as 4 
securities salesman for the Na. 
tional City Co., investment sub- 
sidiary of National City Bank, he 
survived—in spite of terrific sales 
resistance. 

During the bleak days follow- 
ing the crash there were no cus- 
tomers’ men sitting back in plush 
swivel chairs waiting for orders, 
but there were hordes of salesmen, 
like our Mr. Smith, who searched 
far and wide among business men 


another, last chance. He learne 
how to peddle securities we} 
left this business in 1932 to hbe- 
come office manager of Spear &% 
Co., furniture retailer. 


ws There he saw salesmen at work 
on a commission basis, and soon 
realized how dependent the good 
salesmen were upon building their 
sales approach to prospects on con- 
sumer self-interest. He still credits 
furniture salesmen with the 
smoothest sales tactics he’s seen 
in directing customers toward 
items with large markups and 
profitable commission ranges. 

At Spear & Co. he first saw ad- 
vertising as a chance to combine 
his selling experience and back- 
ground as an English teacher. He 
wondered why copywriters dealt 
in generalities, and knew that 
salesmen with whom he had con- 
tact would starve had they been 
compelled to tell their story as 
weakly as much of the copy did. 
When he had decided to head for 
copy, and began looking for a job, 
he was willing*to start as office 
boy, gratis if necessary. 


= In 1935 Smith broke into agen- 
cy business as a copy cub with H. 
M. Kiesewetter—now Kiesewetter, 
Wetterau & Baker. His first as- 
signment was writing radio com- 
mercials for Batha-Sweet, and ex- 
plaining Mennen’s Brushless shave 
cream (new at that time) to shav- 
ers long accustomed to creams. 

He went to Blackett-Sample- 
Hummert, now Dancer-Fitzgerald- 
Sample, to write Bab-O copy un- 
der Frank Hummert in 1937. At 
B-S-H he worked closely with its 
executive vice-president, Duane 
Jones, and went with Jones to 
Maxon Ince. in 1940, as the result 
of an account switch. But he was 
definitely on the road now, for at 


chief. 

When Jones formed his agency 
in 1942 with three accounts and a 
staff of 18, Ralph was invited to 
become copy chief. The shop would 
be dedicated to package goods ad- 
vertising and the producing of 
immediate sales for clients. Today 
the agency has 25 accounts, total 
billings of $15,000,000, and a close- 
knit staff of 160, 

In 1944 he was unanimously 
elected general manager by the 
agency’s staff. When the company 
changed from a proprietorship in 
1945 to a corporation, he became 
executive vice-president. 


a Smith is general manager, but 
not business manager of the agen- 
cy. He concentrates on turning out 
advertising for clients, and leaves 
details of the agency business to 
the agency business manager. In 
producing advertising, he solves 
campaign problems by selecting 
people who know the client’s ad- 
vertising problem, directing indi- 


vidual thinking and efforts, and 


with Jones) points out reasons why J 


of 
Following his teaching work in 


to find executives willing to hale 


enough to make a living, but he | 


Maxon he was soon named copy - 
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NOW IT’S GUM—Amm-o-Gum, manufac- 

red by Amm-o-Gum Inc., Cleveland, and 

sow on sale throu§hout the Midwest, will 
soon be distributed nationally. 


coordinating all departments to 
achieve the desired goal. 

Mr. Smith believes that good 
campaigns seldom result from the 
“flash” inspiration of one single 
creative man, but come as the 
result of group effort in which ex- 
perience and creative ideas are 
pooled. In introducing a new prod- 
uct, he firmly holds to the theory 
of “propositioning” consumers with 
an attractive deal that obviously 
gives consumer benefits. Jones’ 
general manager thinks that sell- 
ing copy should be aimed at im- 
mediate buying action. A good test 
of copy with a sales punch, he be- 
lieves, is the question, will it sell 
the product today? 


s There are five essentials in ev- 
ery campaign, and Smith weighs 
each equally in judging the out- 
come as to sales results. Those 
five essentials are: The product, 
including its quality, pricing and 
distribution; good copy, as an en- 
tity, with layout a means of ex- 
pression for copy headlines and 
blocks; low-cost circulation to a 
responsive audience; concentration 
and repetition; and forcing methods 
used to compel immediate sales, 


such as combination offers and) 


premiums. “ 

Apart from his role as general 
manager and agency v.p., Mr. 
Smith might be any citizen de- 
voted to a wife and 14-year-old 
son. He lives at Westhampton 
Beach, L. I., some 90 miles from 
Manhattan, where the swimming 
is good in summer, and where a 
man can let the cares of the ad- 
vertising world slide by. 


‘Fortune’ Describes 
Printing Industry‘s 
New Developments 


New YorK—Technological inno- 
vations in the printing industry, 
now estimated as a $3 billion in- 
dustry, are reviewed in the cur- 
rent issue of Fortune, which de- 
clares that the total number of 
printing establishments in the 
United States may “run as high as 
37,000.” 

Roughly, the magazine reports, 
“about 70% of the total business 
goes to letterpress; 20% to offset 
lithography, and 10% to gravure.” 

“Each process has special virtues 
and drawbacks,” it is said. “For- 
tune has been printed in all three 
from the start, to take advantage 
of each one’s special excellence. 

“Compared with other indus- 
tries, the printing industry proper 
is still putting only a minuscule 
amount into research,” the article 
says, but it describes and discusses 
in considerable detail various as- 
pects of “the present ferment of 
new technical developments.” 


® Among these are photo-type- 
setting machines which cast type 
by substituting a camera unit for 
the metal-pot-and-casting assem- 
bly. These machines, it is pointed 
out, fit more readily into gravure 
and offset printing, which are es- 


“However,” the article adds, “a 
number of research projects are 
afoot to adapt it [photo-typeset- 
ting] to letterpress through the 
expediency of cutting letterpress 
characters directly into printing 
plates, without typesetting. In off- 
set and gravure, [these machines] 
are destined to do away with furn- 
ing, molten type metal within the 
next decade.” 

Electronic color scanners which 
automatically produce color-sep- 
aration negatives with a high de- 
gree of accuracy from original or 
enlarged photographic transparen- 
cies are described. Increasing num- 
bers of these machines, Fortune 
says, are now being licensed to 
newspaper printers, chiefly in 
small and medium-size towns. 


= As to the future of printing, the 
magazine says: 
“The postwar ferment of re- 


been conducted not only in presses, 
but in new inks, papers, plates, 
and other equipment. And in 
presses the ferment has been not 
only in offset, but in all three 
printing processes and in com- 
binations of the three, and in rad- 
ically new techniques. 

“Out of this will come the light- 
er, faster, more automatic presses 
of the future. With lighter, more 
economic printing units, the print- 
ing industry faces another great 
era of expansion in which four- 
color newspapers and other fore- 
seeable wonders are only a mat- 
ter of time.” 


Gets Sewing Machine Account 

Walsh Advertising Co., Mont- 
real, has been named to direct the 
initial advertising for Necchi Sew- 
ing Machinés (Canada) Ltd., 
Montreal, a new organization 
headed by Benjamin Krisiloff. The 


and now claims the first advance 
in sewing machine design since 
the turn of the century. The new 
sewing machine is said to sew on 
buttons in a matter of seconds, 
darn socks and sew backwards, 
and can be used for intricate em- 
broidery—all without special at- 
tachments. 


NBC Ups TV Network Rates 


National Broadcasting Co., New 
York, will increase its television 
network rates 35% effective Nov. 
1. Despite this sizable jump, NBC- 
TV says the cost per thousand 
homes will be down 26% from a 
year ago. Representative of the re- 
vised schedule is the basic hour 
television rate for WNBP, New 
York, which goes up from $1,500 
to $2,000. 


Rubberset Names Foster 


Rubberset Co., Gravenhurst, 
Ont., has appointed the Toronto 
office of Harry E. Foster Adver- 


parent company in Italy has been 


search and experimentation has 


making church bells since 1542, 


tising to direct its advertising. 


HOW TO MAKE 
A BILLION DOLLARS 
LISTEN TO YOU 


Advertise in CANDY 
INDUSTRY. Read and 
pane by more of the 
eaders in the billion-dollar 
candy industry. 
First in the Field 
Biggest audited circulation® 
.. « Greater reader preference 
.. + More advertising 


(Send for impartial 
surveys with proof) 


Get new market data study today. 
cot oer aan, peed mee 


Canby [INDUSTRY 


Gussow Noe feck 18, Na 
107 W. 43 St., New York N.Y. 


*Reg. Trademark of Minnesota 
Mining & Mfg. Co., St. Paul, Minn. 


sentially photographic processes. 


Smart advertisers know they simply cannot afford to over- 
look a national medium which will deliver 1,000 prosper- 
ous readers for only 15c! That's why the best names in 
America—and the best products—are sold on National 
Advertising Company Highway Displays. This unbeatable 
advertising buy has proved that the best time to talk to 
a prospect is on his way to market--90,000 National High- 
way Displays are doing this job all over America and 
doing it day and night, thanks to the impact of Scotchlite 
Reflective Sheeting. Whether you need national, regional 
or local coverage—your best bet is a program of National 
Highway Displays—planned, erected and serviced by 
National Advertising Company, far the biggest and finest 
organization of its kind in the country. 


NATIONAL ADVERTISING COMPANY — WAUKESHA, WISC. 


and §cotchlite 


REFLECTIVE SHEETING 


ADVERTISING COMPANY 


| 
ce) Natale ta 


ee. ae aati oe a os — inl 
~~, ze — 5S ay eit. ha Pee ta aAS, Me Nin dice Foy ‘* Ch ee foe ts a y) See i ae abe: _ vs 
Fe, oe ine a eg ee re a ee Be ee, 0 gt ee gs ee Cm ee , Pa 4 
i SP re iy sta ieee in See IO oe a TY ae ae aS ae eats Fei Set ok vce Mite a eka SP ea ee ie OB DEAN pe EO Taehie 8 ZEN . ‘ ae eG i j Pt oa a 
RMT re et i es as os ae 1 re dhe: ies? Sem ee > oe eee aera oe eb ee cts eae he et Se a OO eee ee ne eh ek ee ee Foe IES 
a eS a ae ae Se aa, a eee oe es ee ce ae pe eal eee SF hy tne ee tr eee a Bry: Se ee See were 
a era ie ot yh J ge! a ee ae ee Sitar eat, “gees Sele ees ee gee Seles ee oe ee Ae Ere ee ey ee bins are 
: ee . e a ae WAR iu) bs sie aa a ee: cet rN ao ae ’ 4 a ur ae aie = MN Hoe, (Sy ‘ ia a et.” beta 6 iy ite 6 an ae ee ae 3 sO eer eae s Bis oe a es = a ia r oe 7 Pigs 4 é we Abe 
eee ae ae en a a ~~ -_. —eeee ere ce, ee ae ee 
| ae ee a a ee ee ee. ee ae i ee 
’ 10. 1 4 oe 9 Wea. 
» 1949 Age, October a it 
Advertising Age, 10, 1949 , Soe 
- od cele tee re 
Ten ne ha Bates 
/ - a fae eee 
sons why ‘ } . Ss 
oe pre, soma ac(el =: - Ae te 
Sugge: esi oF ae me a 
; * AN 
struct Re Ae > ; 
ivé a3 Pa — Soe igs Seeks 
od copys % ~~ Sis ; ae os 
: = % Bs: po ea, oe a 
his 0 ~ ay : 4 Be te aig ee 
Wa ee ‘oe : A oe > es e 
ig themy iri Lr sk ita Se gees ee we Z 
in ERD ‘ P es sada — 
needs of “ oy ~ ines t \ it ss Es Oa 
; a 7. . SS pg be RS 
, * a iS ro 3 Specie ee 
vor ig eee / es / i 
>t fan Se Mile nae OI fo 
fo Wall Be fe / | 
nie “Yel eal: ae, ae = 
his arg ) a Se Jee 
ut as a Ricoh  * Go ‘ ie a | 
_. >. SS ii. 
the Na. ee Ilhan es 
mt sub. a OTe £ din aioe ka 
5 ihe en ae 
| = aan 
en et 
a —_— | | oo 
———————— kn ms ieee” z 
a 
ee eee ee | ND EE Sorc er etd 
| 
= 7 be 
eee re, Bi 
et ms Rie 
y » 
le 
A 2 
> ae RY , 
. . 7 
Ch ie | 
"EAE S 
, ee MS Fe 
‘op ee. 
f & Me pe ee 
« eae : eae S 
, 7 © eam gis 
ae Pe te 
i , fie ¥. ee. Liga 
err 5 if oes 4 
‘ o .,  - > ae eee: * ne * ie a a oe 
es ; oe 7 Lae ee ily oi oe 3 v, i ae 
, a Z . ? As a ¥ sl as eo 
a a ae i- — u hus ieee ; 
UNE Ph? 2 dee eee 
a ce ail a Ve eee ix ae ‘ we Pe ; Ss 
wees RS em ee eg ae ‘s Bee ec ai a. a . 
4 : ee Ree a eg . é Een : eg RE 5 a aa: Pear. ye 
: a ce $ -: ae Oe wae ede ya _ : : 
2 sas a ey Ie : ‘ :: iis ce erase } Es ‘eo 
“a : : me eee ee ae ra fe f : P ¥ ae Prine 4 fie 
«, tae. eS ape fa ae fe) & ; se 6 ee E 
ce Jas. eae - - , st , i: a ee ieee SKN ge pie 4 SB 
gett a an Pain Nem . S| ff ‘Gon ale, oe “ieee, se ae , 
= OD Pe ees F ae. . at 4 sf r a * : 
ee e fs 2 Pe - 2 tee a es * 
oe Pc o oe Oe 4 ee, : i 
ba ‘ ASS ne - aa. sea > we Tees oT ees, 
i .—-~« FF ae. ae 
- BR see : ct 5 ee a + > 
ih ? Ye giee O°" Saas ? ai 
ie ge, Se cee Ae pete 
os © ee bi or dca here - fk 
Sk ees 
Bet ieee osen  bal fh ae 
sncy p > wa 3h Se ia 
id a 7 ok oan * 
d to : Been 
SS eee Se 
ould an ae re Cn ee 
| _eemen, ie 4h 
ad- f oa \ Te ee 
| # : a See | 
day ei , 5 | ites re sure See 
otal ; & ice 
} a“ ee 
24 . “fi ‘ T1OonG | 
Ff i acl 
isly af ] 
the < % 
Boog 1 AY DISI LA : 
i ie : ae ee ne oe 2 ee ae : 
eee ne ST. Te Re ete 
but : 
en- 
out 
ves : es 
to = : 
ves Po ee | 
ad- See ae ioe mae sis 
di- 
od eae. 
ees 
ORT IN red eer Ne ESRROE EN eRe ee AEE ES 2: NO ie fab ies epee ee oho Sign bee Ad, «Se - me ie ahe vigieees bead ret see iy vad \ i a : 
ORE ee eS eR em ELS EES OS ak Ne Be eR I 8 Bae RN Lid HE Se a eo Maas eee a ea eae ae ~ i Ea ae 
<2 zw sh : PTT EE RNS Se nade ITER Pe ee POS ee rae Uae ee SEs ee ape ee A PEON Se ei 
te aye “het SS te ies 2 eC ae iy SE ET eee oe 


$5 Million Requirement 
Called ‘Rare Nonsense’ 

To the Editor: Under the cap- 
tion of “Tea Bureau Tells How It 
Picked Agency” (AA, Sept. 19), 
I discover some rare nonsense. 

The story says that the Tea Bu- 
reau pontifically “set up three gen- 
eral or negative criteria” in selec- 
ting its agency. The agency could 
not have another tea account or a 
competing beverage (coffee) ac- 
count. These “negative criteria” 
are so obvious that they need no 
comment. 

But the screwy idea is criterion 
No. 3: The agency to be eligible 
for the account “had to have a 
minimum of $5 million gross bil- 
lings.” 

If this is sound judgment then 
some highly successful advertis- 
ers shouldn’t be successful. Such 
advertisers as General Foods, Bor- 
den, Fels-Naptha Soap, Interna- 
tional Silver, General Electric, Sun 
Oil, H. J. Heinz Co., and most of 
the early accounts of Young & 
Rubicam, Ruthrauff & Ryan, Ken- 
yon & Eckhardt, Newell-Emmett 
and perhaps a dozen other top 
bracket agencies whose excellent 
work on accounts previous to their 
reaching $5 million of billings won 
them the very reputation which 
helped them top the $5 million fig- 
ure. 

What chance has free enterprise 


This department is a reader’s forum. Letters are welcome. 


if a live-wire agency with less than 
$5 million business is ruled out 
and condemned as incapable of 
competing with the good giant 
agencies who became giants be- 
cause they were good small agen- 
cies? 

The Tea Bureau selected an ex- 
cellent agency in Leo Burnett. My 
guess is that the Burnett agency 
could have made good on the Tea 
account before the former had its 
first $5 million in annual billings, 
just as it made good on as im- 
portant accounts as the Tea Bu- 
reau before the agency hit five 
million. 

JOHN ORR YOUNG, 

John Orr Young & Associates, 

New York. 

Editor’s note: The last para- 
graph of the story lists the 17 agen- 
cies which made presentations to 
the Tea Bureau. At least four are 
below $5,000,000 in annual billing, 
indicating the requirement was 
waived. 


Finds 15% Has a Strong Pull 


To the Editor: Recent discussion 
of selection of an agency in your 
pages prompts me to relate my ex- 
perience. 
Having become advertising and 
sales promotion manager of a toy 
manufacturer which had never ad- 
vertised, I was bombarded with so- 


licitations by small and evidently 


e publish two good newspapers | 
.. they are read by virtually every 


family in and around Louisville. 


e sell advertising space at 
reasonable rates. 


It produces sales. 


Advertising Age, October 10, 1949 @ dverti 


a ener ayer cat weg ord Everybody's Doing It 
e article referr , inelud-| To ¢ ey { 
ing some of the “sales puffery,” is | ative a porte. a — i 
inaccurate _in these two state- advertising (AA, Sept. 19) may ] 
ments particularly: 5 submit the enclosed haymaker 
ar ty Pay. ne Sint tance hurled at farm marketers recently 
not very competent agencies. task, ‘ethan, at-and 066 ante weden A our revered colleague, Wil] 
To one and all I told the same| yay will be as follows: The na- arvey. =. G. fume 
story. We had no intention of ap-|tional prizes will total $45,798.50 ” patent 
pointing an agency until we}];, * henda ae turit Gray & Rogers, Philadelphia. 
reached a point where such ser- | eovorment Bones tT | Mr. Thomas’ example is an ad 
; value, and in merchandise. Local 
vices were needed. Then we would|__. , ; -.| for WBZ, Boston, with the head- 
prizes will be $150 in merchandise | jjne- “Heard Most Where H 
try to find the right agency, and, |, each theater participating. Te e Herds 
if the amount we wanted to spend| ‘The article, as it appeared in Ap- Count. 
didn’t attract the top-flight agency | yerrismng AGE, states that the pri- 
of our selection, we would settle|>.. are to total $94,000, and that 
for the next best available. the merchandise prizes to be 
One solicitor wanted to know! warded will be furnished by the 
how we would place trade and/ anufacturers. The present ar- 
other ads in the meantime. When rangement is to purchase this mer- 
told bi would place them direct, | .,andise. 
his reply was, “You'mean you’re ; 
going to let that 15% go to waste?” Bl gg Ce bac ‘ol —— 
Probably this small agency isn’t | }usiness men is solely for the pur- 
typical, but it would seem that the pose of guaranteeing the payment 
advertiser with a small budget not| o¢ the national awards. : 
interesting toa good-sized agency Melamed-Hobbs Inc. is the ad- 
is apt to get more commission col-| vertising agency for Project Pro- 
lecting than service. motions, sponsor of the “Jingle | 
Rosert G. PoLk, Jamboree” contest plan. Nest 
Manager, Advertising & Sales Louis MELAMED, 
nea “0g Renwal Mfg. Co., President, Melamed-Hobbs Prod 
Cw SOFK. Inc., Minneapolis. 
e e¢e as a Bigg 
Housewife Airs Opinions . | Shims Take to Air New 
on Door-to-Door Methods for Community Relations will ge 
To the Editor: As representative Siiees in wha 
of a consumer unit of seven, I oes ng i, sy — ina ne ee pape ne : om Chocol 
wish to direct a few chosen re-| shim manufacturer going on the : gest ad 
marks to those responsible for| air with a radio program—small Gou are looking produc 
door-to-door salesmen. As it is|though it might be. motion 
i a these people are} The company is the Laminated AT YOUR > P 
simply set at large to prey upon ; c : as es 
an unsuspecting public, someone nel ~ I z.! ae Phar 9. TEST MANAGER'S” ASSISTANT dy bar 
must be responsible—although I/ An-cor-lox lock nut. The pro- war ¢ 
wouldn’t blame them for not own-| gram went on the air Wednesday @ When you decide to run a newspé 
ing up to it. test campaign in Salisbury, quarte 
Today at noon while I was pre-| What on EARTH Md., or a regular schedule, you books. 
paring lunch for the 3 oldest, a! jg gq LAMINATED SHIM? have at your command Eddie advert 
nap for the 2-year-old and a bath siadiiiainecemteemeis . Hearne, Local and National Ad- in the 
for the baby, a bright youth with Sarg at ee vertising Manager of the Salis- cago % 
a cheery smile materialized in the 2 tin in eR bury Times. Who is Eddie? He vision 
doorway and informed me, with a Nyro cory 4 is the man who, at 37, knows radio ¢ 
touch of modesty, that he was con- Sar rd tn by name over 5000 men and adelph 
ducting a “survey.” His feelings A ee ee women and every retail, whole- The 
were obviously hurt when, instead eft Sliee goa sale and manufacturing outlet subsid 
of dumping the kids down the Sees settee on the Eastern Shore. He has Co., W 
laundry chute and rushing all agog ' written thousands of ads him- Ready 
to unload my opinions on him, I et epepeemmeens self. House 
asked him whom he represented. &~. Bees When your salesman starts day (¢ 
He acted as righteously coy as a 16] Laminated Shim Company, Inc. working, Eddie becomes his as- Puck- 
year old girl whose chastity is in on ee ee perragarhey! FREE. pres! you depen 
question, though he felt no such] night , rus ines or 100, ines, 
delicacy about .barging into my WoTe, “7s. ss Pusiwed yo eapypicnt Eddie can help you really get a The 
home at lunch time. He was cut|pany’s exhibit at the Stamford your money's worth. as we 
to the quick and thoroughly routed | Exposition of Progress... Ameri 
=e I suggested he come back} Obviously it isn’t hoped to sell ‘$50,000,000 is just rey 
er. any shims to the public at large, =3 
This procedure is by no means Donnan the public doesn’t bay chicken feed to us!” =e 
unusual and the “survey” itself is} shims, doesn’t even know what Yes Sir—that’s just about als 
a’mighty tired gimmick. Perhaps} they are. But it is significant that how much we spend down here ing © 
I live on the wrong street in the/this local business, employing 84 on The Del-Mar-Va Peninsula durin, 
wrong town and that is why I| people, is interested enough in its for CHICKEN FEED in one OSs 
draw these incredibly unsympa-| community relations to air a little year. But we think it’s worth copy 
thetic people at noon. They seem| bit about its policies and employes it because in return we'll get Bette: 
never aware that my time is|—to try to identify itself among more than $50,000,000 that we monn 
highly valuable—to me—and that| all the industries in the immediate can spend for new cafs, for Week 
it’s quite often impossible as well as| area. This program is part of a food, for housing, for whatever N = 
undesirable to discontinue work at| modest but continuing effort along YOU have to sell us. will | 
their heedless beck. that line. Tell us what you want to sell New 
Since I have no thought of mov-| Not a staggering bit of informa- us, through the ONE daily ga, 
ing, a word to you who send the/|tion but perhaps it’s a sign of the newspaper the Del-Mar-Va Marje 
doorbell pushers—don’t. I won’t| times. Chicken Growers read. Cec 
buy whatever you’re selling, if CHANNING BARLOW, Cc 
you try to sell it to me at lunch} Wilson, Haight & Welch, New asc 
time or with a “survey.” If your| York. ; OUR 7 PAPERS Cas 
product is so crummy it won’t eee port, 
stand an old fashioned selling talk, © ‘Cheon (ome) GaPenITeRY news 
i seuuidn’s waed-thieeteen, s Buchanan Has Tide Water © STEUBENVILLE (OHIO) HERALD-STAR co st 
Mrs. D. H. TOMLINSON, aati Editor: oe gov bo Co., © SALISBURY (MD.) TIMES one 
. n Francisco, is the advertising Th sc 
Villa Park, Ill. agency for Tide Water Associated Story, Sroste A Vader, Inc. pase 
>... > Oil Co.; Western Division (see lieats 
Straightens Out Angles story Page 66, Sept. 19 issue).| mm ° MARION (omo) star tising 
in ‘Jamboree’ Story Thought you peste know. " EAST LIVERPOOL (OHIO) REVIEW journ 
To the Editor: I respectfully call _ B. Buam, iT D. W 
your attention to the article, “Cre- Vice-President, Buchanan —& an oe ae hand 
ator of ‘Bank Night’ Offers New| ©» San Francisco. wate S eens ey 
: : , : John W., Cullen Com Wi 
Gimmick for Movies,” which ap- Bs. See cess = 
peared in the Sept. 12 issue of Ap- | Dixiecrats, Maybe Th 
VERTISING AGE. To the Editor: AA, Sept. 12, eae 
Being a very devout reader of| headline: 18 Years on Air Without 4 MOOKE, pete 
ro publication, and having been|a Break for Northerners. 4,4 TAY daily 
so for quite a number of years,| Is this another one of those ev 
instances (rare as they are) of in- | Southern filibusters? N é W. SPAPE, RS publ 
accurate reporting are more dis- Harry S. JOSEPH, as fices 
turbing to me than they are in| Harry S. Joseph Advertising the 
publications on which I do not| Agency, Indianapolis, Ind. chan 


ay + ae ik " m Giia Papen et a! ae? ae at a rm ¥ ay 33 a } ferry ™ rae he” bas diet 2 aoe a sony es i S aii: oa i Reh gar, gu) ° iy pe ng 4 i ~ my aa “é a 5 i : ee Siig ee a ie ie, “eed Paty KP oy ca ee i : é sie se ‘ 
es pe ” bn SD By ee eet ee aS hee eat Oe eoehtie te Se fences rs ert ee iy i i ES os Opa ite et ? peat : ee i Sie sie Sa he a tga tae mee oe ey te 
Teens eee Nils apres “= aE aig Be eo gees Saee Pa egg > eee Sy "pia ah ae i ale ae FF ae eee items. oe ae < ces at eee nt 
Le cass el aE ae fo SR apes sae Mee. joer ora yea ait: pe. my pe er oe Poe: te sige Sr ie eed Rey Pi rt oe a. eee hen: 2 Ps ee Sa 
ewe - ra Pe < Seay . ae Po ai ie gtd ace ae ats i = 8 ae a alae oe ae ae iz ee eee iro 2 cle se ie ‘$8 t a: Stason a ae ic , pat ERS ae — oe ‘i ane ee any ant Ne a ae 
i in eee i, 2 ae ee : pe Se as ee FO Se OR OR eee ee Ree eT ae eee ee ee oy on Pe mE ee Ok ae paiiee are OT =e ee 
ba ae op Et ae et Paes nc. a: ae races c 4 NORTE) 3 Ree eR is OR ae ae es aaa nie Li <7 oR a AaB a on Sci da ie aa ee. a Se Ute | ag aie sae Oly aL, Dae, ae eee iene is eb 
ae a ee ae ea Me Ee cg a ee See ee ee 
A? ner 0 | -.,. ce ar og et SS ee: SPOS ee eee en a i a a se a cnr ae eee eae, mee yt AE ete 2 Tey eee oe, Te a ee a ee eee 
Ng sui yee 3 ae ae ee Ne eee, “1 ae i = Pe tk ieee an ps Hes lg lala Me Beet sal a oe eee ee ae : : = a i ee ; rs Bea 4 eo ole ee i ee 
"ea ia, © eo 
ee ees 
ee : 114 
eee ee oe ; « 2g ee oe ee Peay 1S f SP ege ate as eae cus - 
a oe se Sag® ithe: ad hag ae eee y) ay seg oe / . Sil 
ins & 24 3 om v aed Py 7 , * 
q “ oF 6 4 y Garg g a CG, 7 / Y Z oy Gee 7 ne Ei 
: 4 Ce Me tn nt ti ee Pe f M3 * : e 
pe > ae ee an am Ee Reet | 
gis rons , wait SS 
: vi, me « 
i be 
2 eee 
ae wea 
is Bs da 
cen & 
Sp cae ae 
ey eee 
i pt 3a 
ser 
Pe, RR 
oS See 
ery ar r 
es ea 
le 
| * * * 
DN ee 
ie 
"4 
Bee 
ie ca: 
ty) sais 
‘ 
ee 
ean ' 
piesa: 
fee Oe ieee 
(0) oe ee 
be ale aarti: 
Sal og aoe ane 
aa ee Pi 
ee tae mee. 
vent eae 
Te oe Ber 
Ae Se cee 
| oe ee Po 
(ia Nes 
ss 
_ 
t>... 
<* 
ga Be: 
a Che 
" =: 
Baw a om ny yo SL OUriey 5 
Cun » win v ee Ur, 
cm, “UCR “un, =. tal. 
; frag”, “ee, W, de “I 
ne 206 oN, —=> 
. <3 
18 «he " s az 
Ses bo 
—== [83339 — 2 lousy, 
SS 5 SUSU Times Sy 
SSS Set UR ees aig 
ees : rstitre 5, thd hag 
ay oo ) Seely 
SSR Bees = ee StS Sty 
: Sy: fi. eS B 
f * 77] 
ce ae 
¢ Courier-Journal — 
’ : N 
7 2 * : 
oe eae ; I I Y ] s) 
we is sss iad E OUISVI E IMES eet 
re 335,585 DAILY © 268,044 SUNDAY © REPRESENTED NATIONALLY BY THE BRANHAM CO. 
er eal ; 
en eon — 
* poping GA jabs . e ' 
Y shamans ean ee es “ies Coe eee eke. ae ‘ on Soe RA green Bade on NE Pa oom | Fh Tae Lasts CARY see ee eis ee BERT get pepe et pe eg a mk ti ay Ne? Na Py ett 8 ers 9 ee ea eee Se ae eS ee eee 
eyes 2 eRe oh Sater iat in gh dae dea ear hS Se te a ee ses ae RNa eg er ral ete, iii ce Ce ar eae 4 eh Eres ie Age Pap Di pees Te b. Pe eee ene: ; ae ae TRG neo ares Lae eye aay coe S59 ee eat a wa Eo aie AR tae Aa 
tre nn, TREO Se er) lie Stent Oa) gine dec ni orien Aes a aI ree aK IR eta co ape hae ce ae opty PM DAD eed Gare era gtk pe Meare Be Meee mew ee Se Pa eh Os Png, ttc AY PRN ee OEY, Digna TMP On mE Pinion emer ee ke. é : : . 
Met We ear Po ag eS . ; See z . - 


10, 1949 - 


Advertising Age, October 10, 1949 


REALISTIC—This is one of the displays 

being used in an extensive campaign 

for all chocolate products of Peter Cailler 

Kohler Swiss Chocolate Co., manufac- 

turing subsidiary of Lamont, Corliss & 

Co. Cecil & Presbrey, New York, is the 
agency. 


Nestle’s Chocolate © 
Products Slated for _ 
Biggest Ad Campaign 


New Yorxk—The youth market 
will get major emphasis this fall 
in what Peter Cailler Kohler Swiss 
Chocolate Co. believes is the big- 
gest ad campaign yet for chocolate 
procucts. Two-thirds of the pro- 
motion will be aimed at the young 
folks. 


Nestle’s Crunch, chocolate can- 


dy bar, will be promoted with reg- 
war color insertions in Sunday 
newspaper comic sections and color 
quarter-pages in 31 kid comic 
books. In addition, the national 
advertising will be supplemented 
in the New York, Boston and Chi- 
cago areas with radio and tele- 
vision spots and car cards. Spot 
radio also will be used in the Phil- 
adelphia market. 

The company, manufacturing 
subsidiary of Lamont, Corliss & 
Co., will advertise Nestle’s Ever- 
Ready cocoa with copy in Good 
Housekeeping, Metropolitan Sun- 
day Comics, Parents’ Magazine, 
Puck—the Comic Weekly and in- 


dependent Sunday comic sections. } 


s The same Sunday comics group, 
as well as color half-pages in The 
American Weekly and Ladies’ 
Home Journal, will promote Nes- 
tle’s Semi-Sweet chocolate and its 
use in Toll House cookies. A spe- 
cial Toll House cookie drive is be- 
ing conducted this month, while 
during November a new Brownie 
recipe will be featured in color 
copy in The American Weekly, 
Better Homes & Gardens, Ladies’ 
Home Journal, Parade and This 
Week Magazine. 

Nestle’s Semi-Sweet chocolate 
will be given a spetial boost in 
New England through the wo- 
men’s radio program conducted by 
Marjorie Mills. 

Cecil & Presbrey is the agency. 


Casco Launches Drive 


Casco Products Corp., Bridge- 
port, Conn., is using full-page 
newspaper advertisements for Cas- 
co steam & dry irons in a new 
consumer promotion campaign. 
Casco also is using full and half 
pages in natiofial magazines, in 
weeklies and w6men’s service pub- 
lications this month. Trade adver- 
tising in hardware and appliance 
journals will be continued. Norman 
D. Waters & Associates, New York, 
handles the account. 


Wisconsin Papers Merge 


The News-Times, Neenah, Wis., 
and the Menasha Record, both 
owned by Neenah-Menasha News- 
papers Inc., have merged. The new 
daily, Twin City News-Record, 
evenings except Sunday, will be 
published in Neenah, although of- 
fices, personnel and ownership of 
the publications remain un- 


Signs Durable Auto Painting 


Durable Auto Painting Co., Los 
Angeles, has signed to sponsor 
“Who's Who in Sports,” a quarter- 
hour program preceding telecasts 
of the University of Southern Cal- 
ifornia and the University of Cal- 
ifornia at Los Angeles home foot- 
ball games on KECA-TV. Tele- 
casts, on film, feature football pre- 
dictions and interviews with sports 
celebrities. Dean Simmons, Los 
Angeles, is the agency. 


Names Guenther Law Agency 


Norwegian America Line Agen- 
cy, New York, has reappointed Al- 
bert Frank-Guenther Law, New 
York, to handle advertising in 
newspapers, national magazines, 
and business papers. The agency 
had the account before the war. 


Chester Cleveland Resigns 


Chester W. Cleveland has re- 
signed as editor and business man- 
ager of the Magazine of Sigma Chi, 
Chicago, a position he has held for 
almost 28 years. He will form his 
own public relations company in 
Chicago about Jan. 1. 
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When you test in the South Bend market, you get product 
information right from the horse’s mouth. Test results here 
are used with confidence elsewhere — because this market 
is typical. So typical, in fact, that the U. S. Government 
chooses “Test Town, U.S. A.” for important tests and studies. 
Saturation coverage of this great test market is yours with 
one newspaper — and only one. Write for free market data 
book entitled “Test Town, U.S. A.” 


The 


Soulh @end 
— Cribune | 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


4, 


changed. 


national newspaper advertisers have used 


4,000,000 
Reilly Plastictypes 
G, the original plastic plates 


Tear sheets tell the truth! 


Reilly plastictypes are superior in every 
respect to the finest newspaper electrotype 


REILLY ELECTROTYPE COMPANY 


305 EAST 45th STREET, NEW YORK 17, N. Y. 


CHICAGO «+ DETROIT + INDIANAPOLIS + SAN FRANCISCO + LOS ANGELES 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK . 


nt television! 


One out of every 


two Television ART PARTY—At Redbook’s exhibition of magazine art and production at Kling 
Combinations sold Studios, Chicago, the cameraman caught ad executives and their wives discussing 
BS finer points of the exhibit. From left are: ‘Red’ Washburn, Redbook’s western ad- 


vertising manager; Mrs. Vernon Beatty; Vernon Beatty, advertising manager of 
Swift & Co.; and Mrs. Washburn. 


ACs 2 foes Mise Addeenem! sear vite ¢oeetens 
tore hawe been sokd ie 196) thew a ctter 
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MERCHANDISER—This life-size display for 
Old Sunny Brook whisky (National Dis- 
tillers Products Corp.) is part of a cam- 
paign launched Oct. 10, including color 
pages in the Oct. 17 issue of Life, Novem- 
ber issue of Ebony and color ads in a 
total of 475 newspapers. The drive's slo- 
F gan, “Sets the pace for pleasure,” is 
AT THE TOP—That’s the ales sory Admiral Corp. hes started telling in on expended built around a harness racing theme. ‘INTEGRATION’ STUDY—Members of the Art Directors Club of Chicago have a 
fall ad campaign for its video, radio and combination phonograph sets (AA, Oct. 3). iceiaeis 7 & Co., New York, is the - f hibit Will Burtin, desi lant led “Int ti the 

. Full-color will be used in zines, through Cruttenden & Eger, Chicago. nce Fertig ee eee eee Pee Sa by — a. Sor oe tage 
— — agency. new discipline in design,” at the library of J. M. Bundscho Inc., typographer. Left to 
right are Mr. Burtin; Egbert Jacobson, director of design, Container Corp.; Doug 
Smith, The Buchen Co., club president; Walter Paepcke, chairman of the Con- 
‘i vs tainer Corp.; and Serge Chermayeff, director of the Institute of Design, Chicago. 


All you want in a twaster...and 


AAatemaste 


Recogbost . 
mahogany ar tinwd cabrees la wel 
only $908.08 (Ped ten #7 75) wat, only 990,00 (Fed. Taw $200). 


OM TELEVIMOM “STOP THE MUSIC” BY ADMIBAL, ASC METWORK, THURSDAYS, © Pm, SST. - 


re ae ‘ eae * 


ANY SPACE TODAY?—Ken Van Tassel, Argosy space salesman, really eats up space GOES NATIONAL—General Mills is using 
in this monoplane he uses to reach advertisers around the country. Argosy reports 600-line copy in major markets for its 
excellent results from the coverage he’s able to make. much-delayed Betty Crocker automatic , ; 
cin toaster, following test campaigns in the : 
East and Midwest. Ads include a silver- BIG DAY—Mortimer W. Loewi (left), director of DuMont Television Network, 
= ware coupon offer with all GM home ap- gratulates Dr. Allen B. DuMont, president and founder of Allen B. DuMont Labora- 
pliances. Batten, Barton, Durstine & Os- tories, on the opening of the company’s new TV set plant, one of the largest in 
born, Minneapolis, is the agency. the industry, at East Paterson, N. J. 


8OOST FOR ELSIE—Monte Sohn, general manager of Elsie Enterprises division of 

Borden Co., and Richard Dovis, president of D-S Publishing Co., have a look 

at the first copy of “Elsie the Cow Comics.” D-S is licensed to produce the book, NOVEMBER POSTING—Sun-Maid Raisin Growers of California drive, using 1,500 24-sheets in approximately 500 markets, 
which is a bi-monthly. is timing an outdoor poster campaign with its early winter supplemented by 2,300 3-sheet posters in 100 cities. 
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Video Color Not Far Off; 
CBS Demonstrations a Hit 

WasHINGTON—A quick poll of 
prominent Washingtonians leaving 
CBS color television demonstra- 
tions here last week yielded a 
nearly universal reaction: “I never 
imagined it was that good.” 

To this correspondent, CBS color 
was sharper than most Technicolor 
and easier on the eyes than black 
and white. Color makes television 


By STANLEY E. COHEN, Washington Editor 


an incomparable sales medium. 

Another impression: Color sets 
sell themselves. Where TV bar- 
gains available at any radio shop 
in town have left this correspond- 
ent unmoved, the color demon- 
stration left his sales resistance 
completely shattered. 

From the FCC hearings, it ap- 
pears that color—one system or 
another—is not far off. In fact, 
CBS says it is ready now. RCA, 
a bit more conservative, asks six 


months more of field tests, another 
eight months to begin commercial 
production. r 
It is coming, but on the other 
hand, FCC staff members are the 
first to recognize it is not here. 
In fact, a top commission staff 
member has just spent some of his 
own money for black and white 
television for his mother. 


Senate Majority Leader Scott 
Lucas (D., Ill.) hopes to let the 
$100,000,000 postage rate increase 
bill rest until next year. Lucas says 
there are so many “inequities” that 
the rate bill will require a lot of 
discussion, ~ 

Louisiana’s junior senator, Rus- 
sell Long, says many of the peo- 
ple who would be hurt by the 


postage bill ought to be out of 
business anyway. “If a man’s busi- 
ness is of the nature that it cost the 
government $5 for him to make $1, 
it might be just as well to let that 
person go out of business, even if 
the government had to hire him.” 

Sen. Paul H. Douglas (D., Iil.), 
hardworking newcomer, threw up 
his hands in disgust when the Sen- 
ate rushed through a $63,000,000 
postal pay bill, and steered clear 
of rate discussions. “It is a bit 
annoying that every time I get up 
and try to cut down this deficit, 
some senator says these savings 
should not be effected now but at 
some other time and place,” Sen. 
Douglas said. 

“The time is now and the place 
is here. I hope the postal rate prob- 
lem will be brought up in the 


Advertising Age, October 10, 194g 
present session.” 


Treasury’s alcohol tax unit 
heard Schenley Distillers Inc. de. 
nounce proposed regulations which 
permit marketing of liquors aged 
partially in re-used cooperage. 
Schenley said re-used barrels are 
good only for vinegar, chemicals 
or swill for hogs. Deputy Com. 
missioner Carroll Mealey said the 
proposed regulations afford more 
protection to the public. He said 
corn whisky aged one day in new 
barrels can pass as bourbon under 
present regulations. 


A&P’s attack on the Justice De- 
partment anti-trust.division echoed 
on the House floor Monday as Rep. 
Wright Patman (D., Tex.) read 
into the record the 300-page anti- 
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He Picked Up a Check for $405 Million 


THE average metropolitan Washington house- 

hold spent $1,070! in food stores in 1948— 
37.8% more than the national average. That 
adds up to $405 million—or mighty good eat- 
ing—for the area.” Made possible by a phe- 
nomenal effective buying income of $6,141 per 
family * (the nation’s highest), it is one more 
proof that Washington, D.C. is a quality market. 


For the first eight months of 1949 The Star 
carried 11.6% more local—and 70.6% more 
national—grocery advertising * than the second 
Washington paper. Advertisers who capitalize 


on a good Washington habit find that the way 
to sell groceries is through the pages of The 


Star. 


1Printers’ Ink Sales Planning Guide, May 27, 1949 
2 As defined by the Bureau of the Census 
%Sales Management Survey of Buying Power, May 10, 1949 


4From Media Records data 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by Dan A. Carroll, 110 E. 42nd St., 
NYC 17; The John E. Lutz Co., Tribune Tower, Chicago 11. 
Member: Bureau of Advertising ANPA, Metropolitan Group, 
American Newspaper Advertising Network, Inc. 


THE EVENING STAR AND BROADCASTING COMPANY OWNS AND OPERATES STATIONS WMAL, WMAL-FM, AND WMAL-TV 


trust decision handed down in 
federal court last January item- 
izing A&P violations of anti-trust 


noted here that judges who played 
important roles in the A&P case 
are being promoted; Judge Walter 
C. Lindley, who wrote the 300- 
page decision, has been moved up 
to the court of appeals, and Judge 
Sherman Minton, who sustained 
the conviction, has been promoted 
to the Supreme Court. 


Last minute congressional effort 
to get liberalized social security 
onto the books this session would 
never have happened—were it not 
for the current strike wave for 
employer-paid retirement plans. 
Members suddenly recognized that 
CIO success in obtaining em- 
ployer-financed plans would give 
the most highly organized labor 
groups an additional advantage 
over smaller unions and unorgan- 
ized workers. Once employers 
agree to employer-financed plans, 


the social security program, and 
sit back and let employers foot the 
bill. 


There’s plenty of misgiving 
within the Federal Trade Com- 
mission over the plan to fix a 
maximum discount quantity for 
automobile tires. The carload limit 
on discount quantities is supposed 
to prevent the “big two” distribu- 
tors from obtaining tires at a price 
more then 30% below that avail- 
able to small dealers. However, 
some observers believe the “big 
two” would refuse to pay a higher 
price, and would merely go into 
the tire business themselves. 


Now that FTC has a new com- 
missioner, watch for another ef- 
fort to shake loose a trade prac- 
tice code to regulate the use of 
demonstrators in the drug and 
cosmetic industry. The proposed 
code, authorizing the industry to 
offer “substitute benefits”—such 
as advertising allowances and pro- 
motion materials—to small deal- 
ers, has been jammed up for more 
than a year in a divided commis- 
sion. 


Canada Dry Elects Three 


Canada Dry Ginger Ale recently 
elected three vice-presidents to the 
board of directors. The three offi- 
cers, all of whom have been with 
the company for 14 years, are: 
Wilbur M. Collins, vice-president 
in charge of carbonated beverage 
sales; William J. Williams, general 
counsel and vice-president; and 
Kingman Moore, vice-president in 
—- of wine and spirits depart- 
ment. 


Agency Moves Headquarters 


Harry Berle, president of Camp- 
bell-Sanford Advertising Co., has 
transferred his headquarters to the 
Chicago office “because of the in- 
creasing number of western and 
midwestern accounts.” The Cleve- 
land office, headquarters of the 
agency for the past 15 years, will 
under 


Theobald, vice-president. 


statutes. Incidentally, it is widely 


big unions would lose interest in_‘ 


the direction of Dale ~ 
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PARDON US, 
NOAH / 


Last work many of our wwe 
wrong We had said in an ad that Dame! was the dictionary Webster, 
(Ou: atvervemg man ummedutely commited Hart-Kari leeving 

chs note: “I shawl have Nosed beter. But se matter whe wrote 
ire x nomary, Dan or Noah, I bet he would have said more Gattenng 
gongs sdour the word ‘snrvice,” if he could have tied it a Sumrey 
Monee” Northern Boulevard at Sth Street, 


oOPS!—Surrey Motors ran this ad in the 

long Island Star-Journal to correct its 

eror in a previous ad. Both ads drew 

lots of attention to the Lincoln-Mercury 
dealer’s service. 


Robinson Murray 
ells Views After 
2 Months Overseas 


New YorK—Robinson Murray, 
vice-president of Irwin Vladimir 
& Co., export advertising agency, 
recentiy returned from a _ two 
months’ tour of Europe and the 
Middic East to report American 
produ: 's everywhere in evidence. 

Con. nenting on conditions in the 
yarious countries he visited, in- 
eludin’ France, Italy, Israel, Egypt, 
Iraq, india, Spain and Portugal, 
Mr. Murray said he found industry 
meeting many obstacles in the de- 
velopment of a national economy 
in Israel. In France, Mr. Murray 
noted a general improvement in 
economic conditions. The Commu- 
nist party is definitely losing 
ground’ and demonstrations are 
having little or no effect. 

But Portugal has had set-backs 
with poor crops and a lower level 
of production. Despite a_ strict 
oreign trade control system with 
the object of restricting imports, 
particularly from the dollar area, 
Portugal’s adverse trade balance 
has not improved. - 


a Mr. Murray saw definite im- 
provement in Italy’s economic 
progress’ under the stimulus of a 
year and a half of stability and 
relative tranquility. He said that 
the Marshall Plan aid has not yet 
succeeded in increasing the pro- 
ductive capacity of Italian indus- 
tries to any great extent, although 
total Italian production for the 
year is running well ahead of last 
year. 

In India he found a country still 
in the pangs of readjustment to 
local rule. The withdrawal of the 
British was so sudden, he said, that 
there was no opportunity for bus- 
iness concerns to train junior exec- 
utives capable of succeeding to 
senior posts. A letdown in the qual- 
ity of administration, both in bus- 
iness and government circles, has 
resulted. He emphasized that a 
tendency by government to in- 
crease bureaucratic operation and 
exert greater control over indus- 
try has made the lot of the bus- 
iness man difficult during the year. 


Industrial Editors Elect 


Allex Stolley, director of em- 
ploye activities and employe pub- 
lication editor of the Cincinnati 
Milling Machine Co., has been 
elected president of the Cincinnati 
Association of Industrial Editors. 
Stewart Jones, Champion Paper 
Co., has been named vice-president 
and Lida Kehr, Gruen Watch Co., 
treasurer. Jane Durell, Community 
Chest, has been reelected setre- 
ary. 


Barber to Poster Products 


H. D. Barber, formerly with the 
™erchandising laboratories of 
Goodyear Tire & Rubber Co., Ak- 
ton, has joined Poster Products 
'ne., Chicago. He will act as a spe- 
cial service representative for 
Poster Products and for its wholly 
owned subsidiary, Universal 


Sponsors Sign Design Contest 

National Electric Sign Associa- 
tion, Chicago, has announced its 
fourth annual electric sign de- 
sign competition, with ten cash 
prizes totaling $1,000 to be 
awarded for the best electric sign 
designs submitted as a solution to 
a specific problem, which is a pho- 
tograph of an actual restaurant. 
The contest closes Dec. 31 and the 
winners will be announced Feb. 
6, 1950, at the annual convention 
of the association. 
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y 1B, ‘" 0 Selling THROUGH 


SRA ML spEciALTY SALESMAN MAGAZES: 


SALES FALLING OFF? 


RMA Names Selvage & Lee 


Selvage & Lee, New York, public 
relations concern, has been named 
by the Radio Manufacturers As- 
sociation, Washington, to acquaint 
the public with the facts on the oF 
television issues before the Fed- 
eral Communications Commission. 


Appoints Michel-Cather 


Michel-Cather Inc., New York, 
has been named to direct the ad- 
vertising of Spence Engineering 
Co., Walden, N. Y., manufacturer 
es aa and temperature regu- 
ators. 
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TWO barrels 
are better than 


ONE 


A miss is worse than a mile when you fail to 


connect with important industrial targets. 


Selling one level of industrial plant manage- 
ment is one-barrel shooting—it isn’t enough. 
You need to sell the management men in the 
operating departments and also top manage- 
ment executives, for their job is to o.k. the rec- 


ommendation for every important purchase. 


When you advertise your product in Modern 
Industry, you reach 55,000 industrial execu- 
tives in both of those brackets with a message 
both can understand. Modern Industry’s cir- 
culation is almost equally split between top 


administrative officers and management men 


Total distribution over ' 
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PUBLISHED BY MAGAZINES OF INDUSTRY INC. 


in the engineering, production and purchasing 
departments. Naturally, a practical paper de- 
signed for Top Industrial Executives will also 


appeal to men on their way up. 


Put the twin barrels of Modern Industry on 
your target. Profit by Modern Industry’s in- 
tense industrial reader-interest and response 
to find new markets, pave the way for your 
salesmen, increase competitive recognition 
and prestige. Its large page size and high- 
visibility format give you an exceptional op- 
portunity to educate and condition prospects. 
It is the tailor-made foundation paper for 


your industrial advertising. 


55,000 copies per month, 


347 MADISON AVENUE, NEW YORK 17, N, Y. 


tn the Direct Sellin 
= Vesponsive sales 
audience. 


307 N. Michigan Ave., Chicago 1 
420 Lexington Ave., New Yor 
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St. Louis BBB 
Attacks Claims 
of Underselling 


Sr. Lovuis—Declaring that all 
claims of general underselling in 
present-day advertising are more 
likely to be false than true, the 
Better Business Bureau of St. 
Louis in a special bulletin presents 
the details and conclusions of an 
extensive price survey it made in 
the retail grocery field on 21 ad- 
vertised and 54 non-advertised 


America's first engraver 


Revere 


712 FEDERAL STREET ® CHICAGO 5S 
Phone WAbosh 2-861% 


items in 25 competing stores. 

“This survey proves,” the bul- 
letin says, “that no advertiser can 
determine in advance the prices 
at which he must mark his goods 
to enable him consistently to un- 
dersell all or even a part of his 
compétitors on all items. That he 
does undersell competitors now 
and then on a few items is a mat- 
ter of pure chance—it usually hap- 
pens only when competitors’ minds 
turn to other items for their price 
leaders, at the particular time.” 

A comprehensive chart is pre- 
sented in the bulletin showing 
comparative prices on identical 
items in all 25 stores. It also shows, 
according to the bureau, that a 
company that owns more than one 
store does not always control all 
of its prices in its own stores. 


= “Often on the same day, in the 
same medium,” the bureau says, 
“the advertised prices themselves 
would disprove any one advertis- 
er’s implication that his prices 
are always lower. . 


that advertisers who claim, “We 
will not knowingly be under- 
sold,” often fail to re-mark their 
prices to meet, to say nothing of 
underselling, those lower adver- 
vertised prices of competitors 
which should be as visible to them 
as to consumer readers. Too often 
they make good the claim only for 
the customer who “puts up a 
squawk” and who is given the 
benefit of the lower price pre- 
vailing elsewhere, “because he or 
she has directed attention to it.” 

Schenkerg’s Super Markets was 
chosen by the bureau for pur- 
poses of comparison in this survey 
“not because this particular ad- 
vertiser was the only one in his 
field that ever used an _ under- 
selling claim, but because he ap- 
parently was the most difficult to 
persuade to desist whole-heartedly 
and permanently from such use.” 
Extracts from Schenberg’s ads 
that made underselling claims are 
quoted. 


= “It was obvious,” the bureau 


“Our experience has proved 


of an invitation to readers to bring 
competitors’ competing advertise- 
ments to Schenberg’s and there- 
by secure the other advertisers’ 
prices was unfair to competing 
advertisers. It had the effect of 
giving Schenberg’s a free ride 
on every other advertiser’s copy.” 

In the example selected, the bur- 
eau adds, “the named advertiser 
was undersold on 14 out of 21 ad- 
vertised and 35 out of 54 non-ad- 
vertised items—undersold on a 
total of 49 out of 75 items. Where 
neither the advertiser nor any 
competitor was able to undersell, 
the advertiser’s lowest price was 
equaled on four advertised and on 
15 non-advertised items—équaled 
on a total of 19 items. Undersold 
or equaled on 68 out of 75 items, 
the advertiser actually undersold 
competitors on only seven out of 
75 items. 


a “We are convinced,” the bureau 
concludes, “and we believe this 
bulletin will convince you, that 
general underselling is impossible. 


points out, “that the publication 


Because so many media also are 


It’s a long time between shaving cream sales in the land of the Two-Days’ 
Growth. In one such group of states annual shaving cream expenditure 
per thousand families totals only $165—against $325 per thousand families, 


or just about double, in another group of states where social and 


occupational pressures make shaving a daily affair. 


And there are variations within variations, too, in the popularity of 


pre-shave preparations—in one region, brushless shave cream leads lather 
by $179 to $46 in annual consumption per M fam., while in another, it’s 


lather over brushless by $120 to $59. 


It’s not enough to pick markets on the basis of income or population alone 
these days—no matter what you make or sell. People just don’t behave 


like statistics—even the weather influences their tastes and habits. 


And knowing the reasons for variations in market potential can be an 


indispensable asset as competition increases and-sales grow tougher. 


When it comes to advertising, there’s one medium, the daily newspaper, which 


varies with the variations—fits each market as if it were built for it 
(which in fact, it is). It works on the principle that 
all advertising—like 


im 8 of A 2 * American Newspaper Publishers Association, is in business to help you 


make your advertising more productive. Call or write us at 370 Lexington Ave., New York 17; 360 North Michigan Ave., Chicago 1, 
or 240 Montgomery St., San Francisco 4. Or ask for your copy of the newly revised booklet, “Services Available to Advertisers.” 


Sponsored by The Memphis Commercial Appeal and Memphis Press-Scimitar in the interest of more effective advertising. 


All Business—Is Local 


os — 


HOLDING THE SWAG—Announcing its 
forthcoming giveaway contest, Crosley 
Division of Avco Mfg. Corp., Cincinnati, 
displayed $2,000,000 in cold cash, 
amount of the giveaway. The bills took 
up most of the space in this giant Shelvo- 
dor, but there was still room for some 
cheesecake. 


convinced of this impossibility 
they have adopted censorship rules 
prohibiting underselling claims in 
any form. 

“We appeal to advertisers to 
eliminate voluntarily such claims 
and to abandon all attempts to 
circumvent the rules by clever 
manipulation of copy, thus making 
it unnecessary for the Better Busi- 
ness Bureau or media to argue a 
position that advertisers them- 
selves know is the only position 
fair to consumers and competitors 
alike.” 


URGES ADMEN CURB 
PRICE COMPARISONS 


New YorkK—Efforts are being 
made by the Better Business Bur- 
eau of New York City to obtain 
voluntary agreement in curbing 
extreme price comparisons in re- 
tail advertising. 

These comparisons, according to 
Hugh R. Jackson, BBB president, 
are statements in ads in which a 
retailer declares that an article 
has a value of 20% or more than 
the price quoted. 

In a recent bulletin to members, 
the bureau declared that the in- 
crease in competitive price claims 
“is a cause for concern to the bur- 
eau and to the entire business 
community.” Excessive claims of 
this character, the. bureau be- 
lieves, “tax the credulity of poten- 
tial customers, and undermine the 
confidence of the public in all ad- 
vertising.” 

Officials of the bureai say they 
have no desire to curb legitimate 
price comparisons, but suggest that 
if reasons for lower prices were 
explained in advertising it would 
tend to increase public belief more 
than the mere claim of a savings 
or of high value. 

In some cases, it was pointed out, 
savings and value claims have 
been based on comparisons with 
high prices prevailing as far back 
as 1946. 

Because of the diversity of re- 
tail trade, bureau officials be- 
lieve that the task of reaching a 
voluntary agreement will require 
the reconciling of many views. 


H. R. Huntting Co. Sold 
to New York Syndicate 


H. R. Huntting Co., Springfield, 
Mass., bookbinder, has been sold to 
a New York syndicate headed by 
Anthony E. Brendel, vice-presi- 
dent of A. J. Armstrong Inc., New 
York, and a director of the Stuy- 
vesant Insurance Co., and Harold 
Lee Stephens, former president of 
the National Printing Co., Thomp- 
sonville, Conn. All capital stock 
in the company was involved in 
the transaction. 

Mr. Brendel becomes president 
and treasurer of the bindery; Mr. 
Stephens, vice-president and gen- 
eral manager, and Arthur T. Mes- 
son, clerk and assistant treasurer. 


GOA Promotes Henke 

Carl Henke has been promoted 
from director of branch sales to 
general sales manager of Genera! 


Outdoor Advertising Co., Chicago. 
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WOR-TV Starts 
Tomorrow with 
Many Sponsors © 


New YorK—WOR-TV becomes 
a regular competitor for the New 
York viewers’ attention as of to- 
morrow (Oct. 11). 

Starting with an initial five-day, 
94-hour week, Gotham’s sixth vi- 
deo station has lined up an impres- 
sive array of sponsors. These ad- 
yertisers will be charged basic 
time rates of $1,200 per hour, $720 
per half-hour and $480 for quar- 
ter-hours. Announcements cost 
$250 for one minute and $200 for 
20 seconds. Live rehearsal charges 
are $200 per hour. 

Among WOR-TV’s initial clients 
ae Piel Bros. (William Esty Co.) 
pid M. Lewis Cigar Mfg. Co. 
(Lewis Advertising Agency), 
which have contracted to carry 
boxing bouts. 

F \agstaff Foods (Weiss & Geller) 
will back the tireless John Reed 
King in another one of his aud- 
ience participation sessions. La- 
Pri). adora Cigar Corp. (Pedlar & 
Ry:) will sponsor Stan Lomax 
in |) minutes of sports commen- 
tary on Saturday nights. In addi- 
tion to the boxing bouts, Seiden- 
berg cigars will back the television 
version of Bill Slater’s chit chat 
program with celebrities, “Lunch- 
eon xt Sardi’s,” as it is staged for 
WOR. On WOR-TV it becomes 
“Supper at Sardi’s.” 


a Another radio program which 
will be featured on video is 
“Twenty Questions,” sponsored by 
Ronson Art Metal Works (Grey 
Advertising Agency). This is the 
only WOR show selected so far 
for simulcasting. 

Among the participating spon- 
sors scheduled are: D’Arrigo 
Bros. Co. (James Thomas Chirurg 
Co.); Pequot Mills (Jackson & 
Co.); Schick Inc. (Batten, Bar- 
ton, Durstine & Osborn); Pepsi- 
Cola Co. (Biow Co.); Petri Wine 
Co. (Young & Rubicam). Longines- 
Wittnauer Watch Co. and Breyer 
Ice Cream Co. may air time signals 
and weather reports, respectively. 
This list is expected to be greatly 
increased by the time this story 
gets into print. 

Mindiul of the deficits incurred 
by most telecasters today, WOR- 
TV is doing everything possible 
to make video self-supporting. 
This, of course, is one of the pur- 
poses of the five-day week. 

At press time, R. C. Maddux, 
vice-president in charge of sales 
for WOR—AM and TV—said the 
station expects to begin commer- 
cial operations with all time pe- 
riods (7 to 11 p.m., EST) backed 
by regular or participating spon- 
sors. 


a “If we are successful in this, 
we will start extending our time 
backwards,” Mr. Maddux told AA. 
“This will mean first a show from 
6:30 to 7 p.m. and then one from 
6 to 6:30. We are already planning 
kid programs for those periods. 
Children’s fare seems to go well 
with the public and advertisers.” 
WOR-TV also is looking for a 
Sunday afternoon sports schedule. 
High school footbail games are 
under consideration. This lineup 
will be added only if a sponsor is 
interested. . 
The new station’s programming 
system, which it calls a “partner- 
Sip basis,” also will result in cut- 
‘8 down the overhead. Except 
oc the programs which have full- 
“ume sponsors and WOR-owned 
packages, the shows will be pro- 
vide’ by independent producers 
Oo. a share-the-participating-com- 
mercials basis. The producers are 
ot paid a set fee, but get a per- 
centage of the announcements sold 


around the show. Mr. Maddux de- 
clined to reveal what this per- 
centage is, but informed sources 
indicate it will vary from pro- 


‘gram to program. 


WOR-TV, which carried a few 
of the regular season Dodger base- 
ball games, televised the World 
Series last week, but, like other 
video stations, got no payment 
from Gillette for the time. The 
station plans to introduce its reg- 
ular entertainment lineup without 
advertising fanfare of any sort. 


Committee Okays Sleasts 


The Senate interstate commerce 
committee unanimously approved 
Lowell Mason for a second term 
on the Federal Trade Commission 
following a routine hearing Wed- 
nesday. . 


Iroquois Names Alber 


Herbert L. Alber, formerly gen- 
eral manager of Green-Winkler 
Co., Seattle, has been named sales 
representative of the Iroquois 
China Co. and Crane China Corp., 
making his headquarters in Los 
Angeles. He will be in charge of 
sales of Iroquois china produced by 
the Crane China Corp., Vega Baja, 
Puerto Rico, and by Iroquois 
China Co., Syracuse. Mr. Alber 
also will have charge of sales of 
Russel Wright casual china, pro- 
duced by Iroquois. 


Gets Shoe Account 


Brauer Brothers Shoe Co., St. 
Louis, manufacturer of Paradise 
shoes and Paradise casuals, has 
named Marjorie Wilten Advertis- 
ing, St. Louis, to handle its ad- 
vertising. 


PRINTED labels . . . precision-produced 
on new presses, new finishing equipment ... with every step 
closely supervised by old hands at meeting the most 
exacting demands of scores of label buyers. These are chief 
among the many reasons why we belong high on your 
list of dependable label sources. Why not know all the reasons? 
Reach now for your telephone, or dictate a short note to us. 


~_ Malrer, Printing Company 


Label Division 


CHICAGO 16 « 


2001 CALUMET AVENUE 
Victory 2-0300 


In San Francisco’s “BEST CIRCLES”... 


Back 4 Field Offices With One Campaign 


EP ele at 


a) 
i. ae ia 
“Richmond | 


is outside “‘The City” 


Sales Management's 1949 copyrighted survey 
shows the 8-County trading zone part of San 
Francisco’s 9-County Bay Area market with: 


68.9% of food sales 


60.6% of drug sales 
59.6% of retail sales 
52.8% of house furnishings, 
furniture and radio sales 


Consider what this survey reveals about popula- 
tion (69.3% trading zone)...about motor vehicle 
registrations (73.2% trading zone) ...and buy- 
ing power (59% trading zone). Then you'll see 
our market MORE like Pittsburgh, LESS like 
Chicago—and schedule The Chronicle first! 


Capitalize The Chronicle's trading zone 
strength (as top San Francisco retailers do) for 
dealer and customer contacts that count most 


Ss‘ you're selling in Northern California —with distribution in 
San Francisco and around our Bay Area. Say you want to sup- 
port salesmen working this market from San Francisco, Oakland, 
San Jose, Santa Rosa. Your ad budget’s limited... you want top- 
drawer coverage with a relatively small list...so you start with 
The Chronicle. It’s that Chronicle trading zone coverage that makes 
you so right. Selling the best families in suburbs and city... the 
best dealers, too ... with one market-wide campaign! 
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; * Names Casler, Hempstead September Business Paper Advertising Volume 1949 
ale Wiard Plow Co., Batavia, N. Y., Phombing & Heating Whole- 
has placed its advertising with the} These figures are an exclusive compilation by Industrial Marketing and must not be quoted or repro-| p.Sitry Supply Dealer... a 
Rochester, N. Y., office of Casler,| duced without written permission. Unless otherwise noted, all publications are monthlies and have stand- | Propressive Grocer (4% x 
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INDUSTRIAL GROUP 1948 1949 1948 1949 1948 | Soorting Goods Dealer... 197 
Aero Digest ........ feinloe 76 90 | Constructor ............. 53 53 | Ice Cream Review ........ 89 89 | Sports "Age . 32 
Wahl Joins Gray & Rogers American Builder ........ 134 152 | Contractors & Engineers Industrial & Engineering atl BR ‘iarebandisine a 
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4 P wae TRADE GROUP uring agents to process manufac- 
in big St. Louis Air Conditioning & Refrigera- — — — to —" 
— tion News (w.) (11/2 x ustry. e new subsidiary wi 
(America's 8th largest market) Pe eeaterteeerseeeee ‘1 #73] distribute the products previously 
American Druggist ........ 138 173 | sold by the special markets-indus- 
Yes, and you can give Anpuliding Products. Mer- ey tke ventlin daa at Aa 
aa Ga)... #175  §#200| 22 e vanillin division of Gen 
excess costs Boot & Shoe Recorder eral Drug Co., both units of Ster- 
(semi-mo.) ...... Re *181 *199| ling Drug. 
the BRUSH OFF peggy May Pl News <<... 130 151 P. Val Kolb has been elected 
' } : Administration Edition president of Sterwin Chemicals. He 
with substantial schedules Combinations ......... #32 31] has been associated with the Ster- 
P ; : Pa se om . 115 128/ling organization since 1940, spe- 
F in The St. Louis Star-Times Variety Store Editions .. 137 143 cializing in sales to the process in- 
p Grocery Eston, -. ng 197 dustries. In 1946 he was elected a 
. epartment Store Econom vice-president of Winthrop- 
182,755 responsive | Electr! Des s.°--:. 45 © @1| Stearns, and formerly was presi- 
Star-Times reader families Eheetrien! pene poe mes = a me are Chemical 
. th tial | | ny A ~ G a — ke : 
arm uipme e 
give you the essential, low cost coe fume News Als Who Aneetate Cotetin 
PULLING POWER! (BiW.) a cvcoce session 1#151 *182 
$ Hwang & oil Heat ......- i 1 Jack Crosson, formerly with the 
Hardware Ae (bis). eeaes 1345 429 | Kelvinator Corp., has been ap- 
in big S t Louis Hatchery ry & Fee vce “ 38 33 —, beeen manager of Air 
fe Al osiery & Ae Ae ev 140 | King ucts Co., Brooklyn, radio 
s @ Do you have an institutional H Industry Weekl 54 79 tot : . 
story to tell St. Lovisans? Re- Hosiery Merchandising Sais 49 and television manufacturer. He 
serve space now in the ovt- Implement & Tractor (bi-w.) | *165 178; Was at one time manager of the 
standing “Forward In '50" saptonsat Resere -.- ees as = refrigeration division of the Cros- 
at means sdlontTheSterTine com |e Dav: iey” Comp, and. vice-president 
ing December 30, 1949. Jewelers’ Circular-Keystone . 216 305|Charge of sales of Olympic Radio 
; Leather & Shoes (w.) .... *80 ©. §#129 | & Television Co. 
oe eave 4 
- iquor Store & Dispenser .. 
THE ST LOUIS STAR TIMES UT csscpdechsetaverde 192 190 | Purchases Letter Service 
7 CY OO ows nbeesiee be 123 137 
. e , Motor al (44 x 64) 143 162} Taylor & Co., Portland, Ore., 
Represented Nationally by The George A. McDevitt Co, NJ = Jeweler) (SVe x _ oni =—_ mad sdvertionng concern, 
National Bottiers’ Gazette | 76 105 | has purchased Personalized Letter 
National Pardieve Review - 84 106|Service from Mrs. Edith M. 
Office Appliances ....... i 197 230; Thompson. The automatic type- 
Photographic Trade News .. 68 65 writ alized 1 
IN 1948 THE STAR-TIMES CARRIED 34.7% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. LOUIS. | Plumbing & Heating Business 92 90 er person etter service 
Plumbing & Heating Journal 69 6g! has been moved to Taylor & Co. 
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Business Paper Ad 
Volume Down 8.6% 
During September 


Cuicaco—Although business pa- 
reduced their rate decline, 
compared with the previous month, 
advertising volume in September 
jssues was off 8.6%, compared 
with a year ago, according to the 
monthly tabulation of linage fig- 
ures by Industrial Marketing. Aug- 
yst volume was off 9.9%. 

The 240 publications reporting 
carried a total of 26,570 pages of 
advertising last month, compared 
with 29,078 pages in September, 
1948, issues. 

Greatest loss was recorded by 
the 53 trade publications, with 
5,887 pages this year, down 13.7% 
from the September, ’48, total of 
6,822 pages. The 141 industrial 
pubi:cations carried 16,937 pages, 


¢ 
we 
~ Wegetable Sprayer Che rll Mame 


& Diskwasher 


Adrian, Mich., for its new Dishmaster mixing faucet. 


compared with 18,396 pages, a 
decline of 7.9%. Class publications, 
including 27, showed the smallest 
decline, 2.2%; they carried a total 
ot 2.425 pages, compared with 2,- 
479 »ages a year ago. The 19 ex- 
port publications were down 4.3%, 
carrying 1,321 pages last month, 
compared with 1,381 pages a year 
ago. 


a For the first nine months of 
1949. the 240 publications are off 
68% in ad volume, with export 
papers showing the largest decline 
percentagewise. The export group 
ran 10,626 pages during the nine- 
mon'h period, compared with 12,- 
146 iast year, a 12.5% loss. 

The industrial group, with 148,- 
978 pages compared with 158,- 
076 pages for the first nine months 
last year, was down 5.8%. Trade 
publications carried 52,929 pages, 
compared with 58,110 pages, an 
8.9% loss, and class papers were 
off 6%, with a total ad volume 
of 19,737 pages, compared with 
20,997 pages in ’48. 


Admen Mihill, Rollins 
. az . ‘“ 
Win ‘Cosmo’ Prizes 
New YorK—F. M. Mihill, copy- 
writer with Cabell Eanes Agency 
in Richmond, took first prize, a 
$150 Hamilton watch, among the 
second monthly award winners in 
Cosmopolitan’s $6,500 quiz contest 
for advertising men and women. 
The second prize, a $90 pen and 
pencil set, went to Edward Rol- 
lins, assistant to the public re- 
lations director, R. J. Reynolds 
Tobacco Co., Winston-Salem, N. C. 
Mr. Rollins was first prize winner 
in July. 
Sam B. Newman, art director of 
Charles S. Kane Agency, Knox- 
ville, Tenn., received an Admiral 
three-way portable radio set for 
third prize.. 
Grand prizes in the four-month 
contest, which is open to employes 
of an advertiser or an accredited 
advertising agency and their fam- 
ilies, include a 1949 Chevrolet, and 
two gift certificates, one worth 
$750 at Lord & Taylor, New York, 
and the other worth $250 at Saks 
Fifth Avenue, New York. 
Entry blanks are contained in 
ads (through Donahue & Coe) be- 
ing run in business papers. 


Hubbell Appoints Richardson 


_Bob Richardson has been named 
vice-president in charge of Euro- 
pean operations of Hubbell Tele- 
vision Ine., New York. He also is 
managing director of Richardson- 
Hubbell Television Networks Ltd., 
Uondon. Mr. Richardson makes his 
eadquarters in the company’s 
Wondon office. 


W°V] Appoints Batchelder 


Harold W. Batchelder has been 
appointed sales manager of Sta- 
‘on WTVJ, Miami, Fla., succeed- 
ing M. J. Weisfeldt, who has joined 
Charles Anthony Gross Advertis- 
ing Agency, Miami, as vice-presi- 
dent and account executive. 


Agency, Toronto, is using small- 


Promotes Dr. Morse’s Pills 
space ads in 32 newspapers ‘for 


W. H. Comstock Co., Brockville, 
Ont., through Tandy Advertising 


being supplemented in some mar- 
kets with radio spot announce- 
ments. Trade publications and di- 
rect mail also is being used. “Your 
Family’s Health and Beauty,” a 
booklet which contains among oth- 
er things details of a $500 prize 
contest, is being distributed door- 
to-door in some areas. 


a Two Name Coggins Agency 

. Norbert F. Coggins & Associates, 
Providence, R. 1. has been ap- 
pointed to handle the advertising 
of Hi-Hat Food Products Co., 
Providence, producer of food 
cialties, and Mule Battery 
Providence. B 
newspapers. 


Joins Gordon & Rudwick 


Wilma Freeman, formerly pro- 

; motion manager of Warner Bros. 

has joined Gordon & 

HOLDS UNIT—This three-dimensional, full-color display, which provides a place for | Rudwick, New York, as director 

the actual product, was created by River Raisin Paper Co. for Gerity-Michigan Corp., | Of a newly established public re- 
lations department. 


Launches Hosiery Drive 
Canadian Silk Products Ltd., 


Co., oth will use 


Pictures, 


123 


Agency, Montreal, is using daily 
newspapers across the Dominion 
promoting the new fall shades of 
Orient hosiery. 


Make your sales manuals and 
presentations more effective! 
CLAREPORT* 


PRESENTATION 
COVERS 


Full size clear 
acetate cover for 
smart visibility. 
Back cover stock 


liant in 8 colors. 
Sheets are held 
with simple, in- 


*11, (Other sizes to order). Only 18¢ 
each (for 1,000) 25¢ each (for 100). 
We can also imprint your name at 
small additional cost. 

Write for free sample Dept. A-4 
Exclusive with 


THE BELFORD CO., 68 Greene St., N.Y. 12 


We also specialize in all types of custom-made 
binders, portfolios and presentation covers. Tell us 
your problem — we'll help you solve it quickly and 

‘Trademark Pat. Pending 


Dr. Morse’s pills. This campaign is| through Ronalds Advertising 


inexpensively. ° 


MORE avvertisers 


MORE avvertisinc 


MORE news 


Ontario's rich sales market. 


TH 


, 
A\ 


Yes...there’s more for you in 


ELEGRAM 


Bay and Melinda Streets—Toronto 1, Canada 


MONTREAL: E. R. CHOWN, DOMINION SQUARE BUILDING 
NEW YORK: Dan A. Carroll Associates, 110 E. 42nd Street .;. CHICAGO: John E. Lutz Company, 435 North Michigan Ave. 


‘CANADA’S FASTEST GROWING NEWSPAPER 


NEW ... GREATER ... BETTER THAN EVER 


THE? TELEGRAM 


CANADA’S FASTEST GROWING NEWSPAPER - 


THESE INCREASES FOR THE FIRST EIGHT 
MONTHS OF 1949 TELL THE STORY! 


2122 new National Advertisers 
142 new Local Advertisers 


1,355,438 more lines of 


total display advertising than for 
the same period last year. 


Nearly 1 Million more lines of news 
than Toronto’s 2nd evening paper 


RESULTS are the true measure of advertising value. National, Local 
and Classified advertisers get More Results . . . Better Results . . . 
Faster Results in The NEW Telegram. . 


Make The NEW Telegram your first choice for all advertising in 


TC-9-15 


Bite arc? d oe a Jah sama es The ie gee 2 Pas yer wees ater. ae te. o ee ee eee | sii tee Oe ie; “it ate ena atom een Dae Fo ; Pipes RY paeane cs ieee a aie Aue ube oT ee j 

r ae 5 TR I oe, ie, eae ” a ee eS Me en he ie le ae Sn cae Poa Ser ae ee ‘ aa : Poe uli. : oe ceo ae el Dee Bee yee ie aig J 

SU ee IS Sc MM i i RR Cas ei eee St Se ee ee ee ek etic es Poe sy eee So ee eee ee ee A Ee eee ee ee ee ee eee, eer SA ee ee eee 

ee ee ee ee ee ee ee ae 

a, doe a ae he RS MO ogee. 1 Nere Le ecg ae We ay Lael a nace a i ae mea MR ne ali) ahs eae ee tire ae he. it ee. ie ees Meta Me Bh 8 SN act! 

: og xh a us ae = 

0,149) : 7 = it aes: 

Pages he gi OS ETS rE ea =, ee | shi ali ela Ens 

2 iapSviv ee. cose i tee | ; : “a i ei 

* ~~, ey ee . r ee: % "3 

y * a 4 ) Bee f KH Fi! : 

t agen % : fs RS is oy a ee Las —— “sd oes ci) Baek 
; ue q ERT ie ROS. a 4 nm LEE ae... ..2.__—EENE" zh 

. ae thy ud =f PAM Land a | NMR ae 

Pa s ieee Tin Bs 5.) Ope Te 

89 he Fe 4. bE ia 4 adil a 

a Naa ys we fe 2 ~ ge teed 4 ; wee" 

194 ; & with — se so. ‘e. 

; 66 bs f " “ ¢ : — S00 ,_ 8 Mare as » | : 

Bel af F* ne? ™ oe | ; 

3 : ; 
] 109 .- = = * 
cs) geet hye . ‘ee ae, 5 eee | = 
a . ipeonee®’ oa a Chet ke — J e c& ; : signed sie |e 7 
Ha —— pai ~ fea + ee =. | eee 

188 ie === Som z a Ss - ay ‘ * 5 ihe 

: sa ‘« i ; af 7 Fi : a s , oy nae: eee 

| 95 ie : —- P : T. Le gaia ya “ sturdy, attrac- perro 

cc — ‘i ie 5 —_ | Sones neo 
a} al | . Pa a | 
ft be 
32 a ; a eners. Stock size Saks Aeote atiana 
40 ; . holds up to 100 ne singe a 
119 2 sheets, size 814 fi ‘is re 
47 
is re . 
$119 
42 ‘ 
39 ET TT 
107 ee 
784 -_ 
| peek 
112 et SF SE FP RRS WET ae 
89 fi , ee 
ES ME ee 
78 Ny 
’ ' 
49 
84 
29 : 

122 

ee 

2,479 

76 

272 

197 
90 

§71 ;: 

50 

| : 

] ee ee fa fas 
ee — asi om 
| IS LT TTS RRR RRR ERR Swine ae ih A NO a ia 

fase 7 

; been . 

Ster- an 

) sup- 

rates, a 

1 ma- a 

ufac- A eR RR A kN NR ES A EN ARC NR mz 

to in- 2 

7 et 

iously Mole ie 

one a 

earns, ae 

Gen- SE) se eo 

Ster- a Sie 

ected —— 

ec eee 

Ster- te a 

a Pe 

- pater 

rop- or aa 

resi- pee 

mical © 

h the 

ap- 

f Air 

radio 

. He 

f the : 

>ros- 

it in 

ot ee 

SF 
PO 

Ore ee “rerrere 

cern, es ae 

etter ; 

M. ieee gee 

4 es Ree 

7 ee er en : een a eee 

4 ; aie pose Boe 

Scene ae 

O. a ere 

LS FEE Op Ee LIE Fe eee SOE EMRE Oh OC in rh A ie ok es hy ade av ba Nitin eso Tyla goa al ne Paar NC MY ear oak ed ne Ra ae er 

UPR Se fy Te ai ae COMER cob Seal pee We NO ean are eA eee Ve cae rains Axi TR LMR ee) ea Oe Rese WOE a hea eae nadie Se te RO OR ea OF ac ee UME aR ws ON Pace ORR Nee ae yO Sse ch eorig hie an nae Meh adc en a at Me ke 2) BN Saapal ey eae Pes oc ge 


: THIS GIANT — 


$ SIX BILLION 


_ FRESH FRUIT AND | 
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ara? PACKING HOUSE SUPPLIES 
HARVESTING MACHINERY 


S poy 4 Lot OF 
(ES | your PRODUCT 


Sell it with THE PACKER, weekly newspaper of the 
industry since 1893. Produce—one of the few remaining Big 
Businesses where the owner does the actual buying. And the owners 
—shippers, brokers, or receivers—read Tue Packer. The average 
subscriber has read it 16 years! THe Packer has a 57 man staff in 47 
produce centers to provide its readers with all the up-to-the-minute 
fresh fruit and vegetable news. They depend on it for vital trade 
information, Years of “Produce Offerings” advertising by the trade 
have made it a buying guide. Packer advertising reaches the buyers, 

, the 16,000 men who handle 85% to 90% of the fruit and 
vegetable volume. 


The full story of this fascinating, fast moving business is in your 
PACKER media file. Send for it. 


THE PACKER 


SECOND AND DELAWARE STREETS * KANSAS CITY 6, MISSOURI 


ANA Sets Up Clinic 


on Business Films 


New YorK—The films com- 
mittee of the Association of Na- 
tional Advertisers will set up a 
film clinic to examine and crit- 
icize business sponsored films sub- 
mitted during the ANA meeting 
this week. 

Merle Johnson, chairman of the 
ANA films committee, reports this 
is the second time the review idea 
has been tried. Last spring more 
than 30 business-sponsored films 
were examined at the meeting and, 
in most cases, the film sponsor got 
new ideas for improvement on his 
next effort. 

Board of review members are: 
D. H. Hobbs, Aluminum Co. of 


America; John Ford, General Mo- 
tors; Kenneth Edwards, Eastman 
Kodak Co.; Gordon Biggar, Shell 
Oil Co., and Merle Johnson, Gen- 
eral Motors. 


Issues Merchandising Booklet 


The National Food Brokers As- 
sociation, Washington, has pre- 
pared a booklet entitled “Merchan- 
dising Service and the Food 
Broker.” The booklet tells how to 
set up a merchandising depart- 
ment and other merchandising in- 
formation. 


Ellington Joins Jam Handy 

Townley A. Ellington, formerly 
in the general advertising depart- 
ment of the Detroit News, has 
joined the sales contact depart- 
ment of Jam Handy Organization, 
Detroit. 


Advertising Age, October 10, 1949” 


Louisiana Starts Campaign 


The state of Louisiana hay 
launched its 1949-50 campaign ig 


magazines and newspapers di. | 


rected to the tourist business and 
placing emphasis on the rapid in. 
dustrial growth of the state. The 
drive will be carried in Holiday 
Nation’s Business, Newsweek, The 
Saturday Evening Post and South 
and Central American issues of 
Reader’s Digest, plus some 20 met- 
ropolitan newspapers. Bauerlein 
Advertising, New Orleans, is the 
agency. 


Gross Names Weisteldt 


M. J. Weisfeldt, formerly sales 
manager of Station WTVJ, Miami. 
Fla., has been named vice-pres- 
ident and account executive of 
Charles Anthony Gross Advertis- 
ing Agency, Miami. 


Some cee a 


st YOUR Size - + 


You Dont Have to Swing a Flock of Bats 
+0 Hita HOME RUN... 


Drawn by John Buckley, whose illustrations appear weekly in Pictorial Review 


OPPORTUNITY FOR ADVERTISING EXECUTIVES: Why 
spread your advertising all over the lot to reach the 
markets where your distribution is best? Why not con- 
centrate where your sales‘come easiest ? Why not use the 
flexibility of PICTORIAL REVIEW ? 


Only in PICTORIAL REVIEW can you buy individually, 
without penalty ... even for color . . . your selection of 
from one to ten of the country’s most sales-productive 


Sunday Magazine Markets. 


A °“s c yA 


Distributed with 
The Sunday Issues of 


BALTIMORE AMERICAN 
DETROIT TIMES 
CHICAGO HERALD-AMERICAN . 
MILWAUKEE SENTINEL 
PITTSBURGH SUN-TELEGRAPH 
BOSTON ADVERTISER 
LOS ANGELES EXAMINER 
SAN FRANCISCO EXAMINER 
SEATTLE POST-INTELLIGENCER 
NEW YORK JOURNAL-AMERICAN 


In addition, you get these other unique values: “Beacon- 
light” visibility for each advertisement; uninterrupted 
attention for your sales appeal because of no com- 


petitive product pages. 


You get, too, the unequalled 


street-by-street, market-by- 
market guidance of the famous 
Hearst Operating Sales Controls. 


eee if you need a couple of hundred covers, we are definitely interested, © 


and we'll see to it that you get the proper stock, metals and decoration 


without paying through the nose. 


eee if you need a couple of hundred thousand, we can handle that, too— 


in decent delivery time, and at a price that will make you very happy. 


eee either way, we're just your size! 


We can offer you binders in a wide variety of cover materials and colors, with 
Practically any type of metal, and the finest stamping or process embossing you 
will find anywhere. We also manufacture acetate tabbed dividers to give you a 
complete package. Tell us your requirements and don't be afraid to ask for samples. 


re 


ag" aphids 


_ BEAVERITE PRODUCTS, INC. 


With this in mind, ask 
how better you can get 


Copyright 1949 by Hearst Consolidated 
Publications, Inc., Hearst Advertising 
Service Division. All rights reserved. 


ourself 
1 return 
from your advertising dollars. 
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Along the Media Path 


e “The Dummy That Made Sense” 
js the title Seventeen gave to a 
special fifth birthday portfolio 
mailed recently to 6,500 adver- 
tising agencies, department stores 
and manufacturers. 

The mailing, created by Estelle 
Ellis, promotion director, includes 
a 44-page dummy of the first is- 
sue of September, 1944, and the 
actual 244-page fifth birthday is- 
sue of the magazine. The dummy, 
done completely in the handwrit- 
ing of Editor Helen Valentine, re- 
yeals the ideas she had in plan- 
ning departments for the original 
iss. ec and her beliefs (now sub- 
santiated) about the teen-age 
mar ket. 


Anyone in the neighborhood can 
ardiy miss this 24-sheet poster 
desig: announcing the new region- 
al daily, Bristol Virginia-Tennes- 
sean, which begins publication Oct. 
16. The letters in the word “Soon” 
are 3’ high and treated with day- 
light-!!uorescent process ink so 
they're visible half a mile away. 

The outdoor ad campaign was 


vice, Bristol, Tenn., and the new 


afternoon daily, which plans to 
cover northeastern Tennessee and 
southwestern Virginia, also is us- 
ing radio spots on eight stations. 

Watching Jack MHuntoon, ad 
manager (extreme right) wield 
the brush on the poster are, left 
to right, T. Eugene Worrell, pub- 
lisher; James Beatty, circulation 
manager, and his assistant Dwight 
Jacobs, and Herman Giles, execu- 
tive editor. 


e Outdoor advertising, too, figures 
in the campaign to promote the 
new Sunday Sun, Lowell, Mass., 
as well as a newspaper drive to- 
taling approximately 250,000 lines. 
The campaign, placed through 
Daniel F. Sullivan Co., Boston, fea- 
tures a $20,000 contest. 


e Fortune has lined up more than 
40 department and specialty stores 
to take part in its new Christmas 
multiple gift merchandising pro- 
gram. The promotion is based on a 
special. corporate gift section, in 
Fortune’s October, November and 
December issues, which is designed 
to aid business executives in se- 
lecting gifts for employes and cus- 
tomers. The stores include J. L. 
Hudson Co., Detroit; Neiman-Mar- 
cus, Dallas; H. & S. Pogue Co., Cin- 
cinnati; D. H. Holmes Co., New 
Orleans; J. W. Robinson Co., Los 
Angeles, and Julius Garfinkel & 
Co., Washington. 


® To relate what happens to an 
ad after it appears in the magazine 
(for the special benefit of adver- 
tisers and agencies), The Saturday 
Evening Post has started an eight- 
page external house organ, “Post 
Resu is.” The Post’s promotion de- 
partment, in a box at the top of 
Page 1, very un-modestly tells 
why .t launched the venture: “We 
candicly admit that you will find 
nO stories about advertisements 
that did not get newsworthy re- 
sults. But, just as candidly, we 
admit that the Post is a phenom- 
enal medium. Because of this fact, 
'cople place more advertising in 
the Post than any other magazine. 
And more times than not, adver- 


handicd by State Line Poster Ser- 


“sements in the Post outpull iden- 


tical ads placed in other publica- 
tions.” ‘ 


e The Boston Herald’s first color 
roto magazine section, published 
Sept. 25, appeared with a special 
64-page issue devoted to “John 
Hancock Week,” celebrating open- 
ing of the new John Hancock Mu- 
tual Life Insurance Co. skyscraper. 
Twelve color reproductions were 
used, including a center spread 
showing Hancock’s board of direc- 
tors, and advertising saluted the 
company’s achievements. 


@ WFMY-TV’s debut in. Greens- 
boro, N. C., Sept. 22 was a gala 
affair. Here’s why: 

Video set dealers held open 
house, with some stores drawing 
as many as 300 guests. Approxi- 


mately 2,000 set owners in the} first major consumer brand study 


area staged parties for their 
friends. The station owners, 
Greensboro Daily News and Rec- 
ord, ran special video sections. 
School children—20,000 of them— 
were given cardboard eyeglasses 
carrying the station’s call letters. 
Twenty thousand cards, with a 
penny glued to each one to em- 
phasize that “television costs less 
than 1¢ per hour to operate in 
your home,” were distributed. And 
pamphlets featuring four network 
programs to be offered were given 
to 25,000 families. 


e Patterson Publishing Co., Chi- 
cago, which has just published the 
first issue of American Motel Mag- 
azine, believes it has established 
a record in booking 3,400 paid 
subscribers in advance of publica- 
tion. The initial issue carried no 
advertising. 


e Reader’s Digest has released re- 
sults of what it believes is the 


of a representative cross-section of 
the Latin American market. The 
study of preferred brands, under- 
taken for the publication’s inter- 
national editions, shows the own- 
ership or regular purchase of 40 
types of products. In all, 260 
brands are named, many of them 
of U. S. manufacture. 


Taishoff's Son Killed 

Funeral services were held Sept. 
22 in Washington for Robert 
Charles Taishoff, 8, who was killed 
in a bicycle-automobile accident. 
He was the son of Sol Taishoff, 
editor and publisher of Broadcast- 
ing. 


Ronson Names Lane A. M. 

Howard Lane, a member of the 
company’s advertising staff since 
1947, has been promoted to ad- 
vertising manager of Ronson Art 
Metal Works, Newark. 


Davis Appoints Spicer 
Arthur J. Spicer, advertising 


promotion manager, has been ap- 
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pointed sales manager of P. H. 
Davis Tailoring Co., Cincinnati. 
He succeeds Frank J. Heller. 


ONE MINUTE | 
T. V. FILM 


PRICE INCLUDES 
Artful Production= 
Animated tricky 
titles— 

Effective 
Ilustrations— 
With Off-screen 
voice and music. 


1339 South Wabash Ave., CHICAGO 
hae HArrison 7-3395 
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“RESPONS 


your best buy! 


Positively THE BEST 


This publisher wanted a rep, so he ran classified 
ads in various publications. In commenting on 
the results, he said, “The response from 
ADVERTISING AGE was positively the best.” 
That’s all. And it’s natural: 

With the fastest printing schedule in the field, 
ADVERTISING AGE’s news content commands 
immediate, intensive readership. . . . ADVER- 
TISING AGE’s classified columns — “The Ad- 
vertising Market Place” — are read first. Result 
— your ad gets results! Try it and see, whether 
you want a job, want a man, or want to sell 
either equipment or services. The low rate for 
the big circulation where it counts, 


E WAS 


makes it 


HELP WANTED 


POSITIONS WANTED > 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive-Creative-Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR-2-0115 Chicago 


Wanted: Director of Fund Raising for Na- 
tional health and welfare organization. 
Educational background and experience in 
business administration, community or- 
ganization and public relations desired. 
Experience in development of promo- 
tional ma and in use of fund rais- 
ing media necessary. Must be accomplished 
public speaker. Outstanding leadership 
ability essential. 

Box 2693, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


WANTED PRODUCTION MAN 
Must have experience in layout and copy, 
no printing but strong on detail. Good 
opportunity for right man. Position open 
in the South by leading paper publishing 
house. Write or wire: 

Box 2679, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Are you good in design, lettering, crisp 
layouts? Would you like to live in Flor- 
ida? Permanent position under 


working conditions. Give personal history, 
experience and expected in first 
letter. All replies confidential. P. O. Box 


Information for Advertisers 


No. 3403. Readership Study No. 
5—1949, Hometown Daily 
Newspapers. 
This study was conducted by 

Chilton R. Bush, director, Insti- 

tute for Journalistic Studies, Stan- 

ford University, and published by 

Hometown Daily Newspapers. It 

includes the Democrat-Herald, Al- 

bany, Ore.; Star-Journal and 

Chieftan, Pueblo, Colo.; Evening 

Outlook, Santa Monica, Cal.; 

Times-News, Twin Falls, Ida.; and 

Herald and Republic, Yakima, 

Wash. 


No. 3404. How to Use the 1949 
Hometown Readership Study. 


This 44-page brochure, pub- 
lished by Hometown Daily News- 
papers, contains examples of re- 
tail newspaper ads of many types, 
with notes, comments and sug- 
gestions for study of the five typ- 
ical hometown newspapers in the 
organization’s 1949 survey. 


No. 3405. Five-Year Summary of 
Hometown Daily Newspaper 
Readership Studies. 


. Twenty-five typical western 
hometown daily newspapers, cov- 
ered in readership studies 1945- 
1949, are summarized in this bro- 
chure published by Hometown 
Daily Newspapers. During these 
five years, the newspapers studied 
varied in size from 3,421 to 38,- 
572 circulation, and over 2,000 
separate display ads have been 
measured, of which 364 were na- 
tional and 1,638 were local. 


No. 3406. 
Sales. 
The Twin City Food Brokers 

Association has published this 


Upper Midwest Food 


made covers “spot” wholesaling 
and its importance in the market; 
retail food store sales; food pur- 
chases by urban and rural fami- 
lies; distribution of population; 
and market potential data by 
counties for Minnesota, North 
Dakota and South Dakota. 


No. 3407. Hints for the Loose-Leaf 
Planner. 


Ten suggestions to help in se- 
lecting loose-leaf binders are made 
in this 32-page loose-leaf, leather- 
ette-bound folder issued by The 
Hein Co. Illustrations show fea- 
tures of many types of binders 
and easels. 


No. 3408. When Is the Best Time 
to Sell to Tourist Courts? 


Tourist Court Journal has is- 
sued this study of tourist court 
operations. Graphs and tables 
show month-by-month inquiries 
received by the publication; aver- 
age earnings and the profit picture 
of tourist courts; a detailed break- 
down of operations, 1946-1948, by 
geographical areas; and an evalu- 
ation of 1948 profit for tourist 
court operations. 


No. 3409. A Study of Birmingham 
Grocery Products Distribution. 


The Post, Birmingham, Ala., has 
published this report on a survey 
of grocery store distribution cov- 
ering 64 product classifications. 
The study was conducted over a 
cross section of the chain and in- 
dependent retail grocery trade in 
the Birmingham metropolitan area. 


No. 3402. 1948 Distilled Spirits 
Consumption. 


Available to members of the 


study, prepared by Roland S. Vaile, 
professor, and Edwin H. Lewis, 
associate professor of economics 
and marketing, University of Min- 
nesota. The analysis of where and 
how Upper Midwest food sales are 


Note: Inquiries for items listed above will not be serviced beyond Nov. 21. 


100 E. Ohio St., Chicago 11, Ill. 


liquor industry and their advertis- 
ing agencies is a tabulation of con- 
sumption figures by geographical 
areas, states and types of distilled 
spirits for the year 1948. Pub- 
lished by Liquor Store & Dispenser. 


USE COUPON TO OBTAIN INFORMATION 


1 Readers Service Dept., ADVERTISING AGE 


I Please send me the following (insert number of each item wanted) 


2303, Jacksonville, Florida. 


Wanted: Director of Information for Na- 
tional health and welfare organization. To 
provide leadership and supervision to pro- 
gram of public relations and informa- 
tion. Should have knowledge of all me- 
dia for public contact including news- 
papers, magazines, radio, and motion pic- 
tures. Established reputation and extensive 
experience in public relations required. 
Box 2692, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Copywriters Top Salaries 
External House Organ Editor Open 
Layout Artists-Production . $4200 
«+ $5400 

SHAY AGENCIES 


Sales Prom-Food or Drug ............ 
30 W. Washington Chicago 2, Ill. 


WANTED: Experienced premium salesman 
to cover Eastern territory out of New 
York, traveling perhaps 90% of time. 
Prominent glass company desires better 
than average candidate for better than av- 
erage position in the premium sales field. 
Box 2713, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PRINTING SALESMAN WANTED 
Medium size long established plant spec- 
ializing in fine half-tone and color work 
at moderate prices, offers splendid propo- 
sition and full cooperation to salesman. 
Telephone Bryant 9-2863 before 11:30 a. m. 
for interview. (New York City) 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
GEORGE WILLIAMS CO—Personnel 
209 8S. State St. HA-7-2063 Chicago 


Wanted: 30 year-old merchandising man 
who since completing college (preferably 
major in some phase of marketing) has 
had 4 years of experience within, or in 
contact with, retail food or drug chan- 
nels. Our company is a “blue chip” na- 
tional organization with our merchan- 
dising centers in New York City, the 
Mid-West, South and Pacific Coast. Per- 
sonnel aim is stability and development, 
rather than any casual acquisitions and 
terminations of “talent as needed.” 

Box 2712, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Copywriter ge eee 4 


Agey 


Acct.Exec. Ind.exp.fluent wri 6000 
Production Woman Agcy exp. ... —— 
ound pen 


Ace Display Designer Litho exp. 
AVENUE 
55 E. Washington AN-3-1490 Chicago 


ideal | tie 


ATTENTION: LARGE AGENCIES 
I have top contacts in textile and avia- 
tion industries. 15 years experience Sales 
promotion and Creative Exploitation. Also, 
exp. on direct mail and brochure lay- 
out. Would like to join large agency 
as idea man, contact or new business 
man. Age 37, happily married, four 
daughters. Location immaterial. Willing 
to start $22,000 in NYC or $20,000 any 
other city. Complete details upon request. 

Box 2705, ADVERTISING AGE . 
100 E. Ohio St., Chicago 11, Il. 


RELEASE YOUR ACCOUNT EXECUTIVE 
FOR ACTIVE DUTY 

Asst. Account Executive immediately av- 
ailable to relieve your account executive 
of time-consuming detail work. Foods and 
hards goods experience. Has complete 
knowledge of agency procedure, art and 
mechanical production problems, media, 
merchandising. Write. 

Box 2706, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Ass’t Adv. Megr-“Right-Hand-Man-Vari- 
ety” with exp. in all types of adv. and 
sales prom. campaigns. Knows merchan- 
dising, has well rounded agency bkgrnd 
plus exp. in highly competitive appliance 


Id. Age 29, Chicago only. 
2708, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


FOR SALE 


Publication for sale: Business paper in 
fourth year-lucrative industry. Gross 
$35,092.10 1948, eight months in 1949 
$23,542.10. Selling due to other interests. 
Write or wire: 

Box 2710, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


BUSINESS OPPORTUNITIES 


CANADIAN MAGAZINE 
Exclusive field, with established nation- 
al circulation requires capital (active or 


silent participation) for n into 
U. S. A. Box 36, Station K, Toronto, Can- 
ada. 

MISCELLANEOUS 


“GOLD” NUGGETS FOR SALE 
Unique simulated “gold” nuggets; sur- 
prisingly real looking. Ideal for promo- 
tions, sales letters, give-aways. Cost is low; 
in sealed cellophane envelopes ready for 
affixing to mailing pieces, letters, etc. 
Also available in bulk. Send 10 cents 
for sample and prices. Pacton Enterprises, 
3323 Lindell Blvd. St. Louis 3, Mo. 


FINE AGRICULTURAL ART 


John Andrews 1504 Dodge Omaha, Nebr. 
HERE’S A PACKAGE DEAL FOR........ 


A good manufacturer of advertising spec- 
ialties .... or .... a good printing firm seek- 
ing a profitable allied line. 


HERE’S THE PACKAGE........ 


Qualified Production Manager fully ex- 
perienced in manufacturing plastic adver- 
tising specialties (celluloid calendar cards, 
rulers, calculators, etc.) 


Producing Salesmanager with wide knowl- 
edge of trade, personal and mail sales, 
training and handling of men. 


Small but efficient Salesforce of produc- 
ing men....all quality and sales minded. 


We have the knowhow in production and 
in sales. You have the yen. : 


For a confidential discussion write 
Box 2707, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


POSITIONS WANTED 


EDITORIAL CORRESPONDENT 

in Chicago for trade or industrial paper 
published elsewhere. Available on full or 
part-time basis by former staff editor- 
writer of four leading national trade 
magazines. 

Box 2709, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ACCOUNT EXECUTIVE 

30 year old assistant account executive 
with three years large agency exper- 
ience on top rank food accounts, wants 
position in New York area with more re- 
sponsibility and chance for advancement. 
Newspaper and public relations back- 
ground, college graduate, married. 

Box 2711, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


DEVALUATION means more overseas ad- 
vertisers in USA, easier American invest- 
ment abroad. Young Executive offers 12 
years overseas Advertising-Marketing ex- 
perience and connections to Agency or 
Manufacturer. Now Copy-Chief Chicago 
Agency. Salary $10,000 or offer. 
Box 2715, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
AVAILABLE NOW FOR 
U. S.—FOREIGN OPPORTUNITY 
Northwestern, adv. grad, 28, engr. bkgd. Fl- 
uent French, some German and Spanish. 
Exp. news writing and production, photo- 
engraving, litho art, photography. Want 
Adv., PR, sales. Future most important. 
Write: Tetrault, 526 Roscoe, Chicago 13 


ARE YOU IMPORTANT? 

If so, please take notice! Ass’t-Ad. Mgr. 
of one of largest N’tl.mfgrs.in drug and 
ethical fields is seeking greater oppor- 
tunity. Tops in advertising know-how & 
eminently qualified in merchandising & 
sales promotion. Strong on ideas, campai- 
gns, copy & themes, point of sale displays, 
dealer & salesmen’s aids and promotional 
material. Well-versed in distributor, syn- 
dicate and independent sales operations. 
Young, excellent experience to draw up- 
on, this adman is good administrator, com- 
pelling writer, capable orator, deft or- 
ganizer. Have had actual sales experience, 
am no dreamer. All replies answered and 
kept confidential Salary under five figures. 
TISING AGE 


NAME TITLE 
RE ira al cinisnientinpaien applied iprni\ cnactaaeataciinin etbils Mekaetidoaes | 
BERS Ir ee ee | 
CITY & ZONE STATE 


MAGAZINE SACRIFICE 


Slick — Million Cire. Potential 


AD MAN’S BIG CHANCE to get control- 
ling interest (up to 90%) in profitable 
rapidly-growing magazine. Rotary-press 
mass production. Outside Chicago-New 
York areas. Should be million do'!ar 
property in few years. Ill health 
my retirement. Current operation re- 
quires $15,000 working capital. Inquiries 
must show ogpertenee and financial 
responsibility. x 7473. 


ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ml. 


INVESTMENT 


Have capital idea for a keen merchandis- 
ing publication that once launched will 
create by its very purpose ample advertis- 
ing revenue to justify itself. Inquiries for 
full particulars invited. 

Box 7476, ADVERTISING AGE 


NAED Issues TV Manual 


The National Association 4 
Electrical Distributors has pu} 
lished a 16-page television “Man. 
ual of Experience” for dealers. The 
manual covers the television deals 
er’s problem of installation ang 
service. Copies are available at 2% 
each from the association at 509 
Fifth Ave., New. York 18. 


Pikala Opens Own Ad Concern 


John Pikala, formerly radio di. 
rector of Fadell Co., Minneapolis 
has opened his own advertising 
consultant concern in the Times 
Annex Bldg., Minneapolis. 


AGENCY MAN X 


asked “what assurances could you give 
that the rec dati make 
would produce positive results?” 

The only answer is sound creative re. 
search, and you must have it right in 
your own agency. This top Research Di- 
rector can double in brass as space or 
time buyer, account man, etc., and put 
your agency on an equitable service foo 
ing with the largest. 

Presently with ad agency as Research & 
Media Director. 12 years background in 
4-A agencies, government, mail order, 
heavy industry, dealing with food, drug, 
consumer soft and durable goods, in- 
dustrials, movie, beer, liquor. 

Intensive experience in market research, 
sales and distribution analysis, potentials, 
correlations, forecasting, broad economic 
planning at management level. Also ac- 
count work, media buying, marketing 
and merchandising plans, presentations. 
Proven promotional and sales flair. Able 
analyst, confident and aggressive. Can 
talk, write, and sell to top management. 
Age 34, married, B.S. and 2 years gradu- 
ate work Univ. of Chicago. 

Available as Research & Media Director, 
ad or sales manager, or assistant. Invite 
agency, client, or media inquiries. Can 
show unusual samples of sound, eco- 
nomic, creative research which sells pros- 
pects and keeps them sold. Excellent 
references. Now in Chicago, can relocate. 


Box 7475, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


TOP AGENCY EXECUTIVE 
LOOKING FOR BIGGER CHALLENGE 


With good agency now, likely for life, but 
looking for wider scope. 


experience, y h—fi 
AGENCY EXPERIENCE 
Research director . . copy chief media 
research . . media buying. . oa 
sales promotion . . plans board new business 


account executive 2 $2,000,000 accounts. 
If you have top agency, can provide real chal- 
lenge and real reward. If you need ideas and 
skill . . Let’s talk it over. $20.000. 

Box 7477, Advertising Age 
100 E. Ohio Street, Chicago Ml. 


PUBLIC RELATIONS AND JUNIOR 
PERSONNEL DIRECTOR 


Unusual opportunity for man 28 to 35 with 
large Mid-West food manufacturer in 
industrial and consumer fields. Pleasant 
living conditions in medium-sized Mid- 
West city. $5,500 to $6,000 salary. 


Work will be to assist and back stop 
present personnel director, including labor 
negotiations, and to take over much of 
public relations work previously done by 
public relations counsel. Require stable 
man willing to make career with growing 
company with great possibilities. Write 
Box 7474, ADVERTISING AGE, 100 E. Ohio 
St., Chicago II, Ill. 


ADVERTISING LAYOUT-PRODUCTION MAN 


Indiana appliance, radio mfr., located 
in small community, wants yo but 
reasonably experienced adve | 
layout-production man to design 
types advertising and promotional ma- 
terials. Ability to do finished art, hand 
lettering, also desirable. Knowledge all 
—_— arts processes important. Write 
lly, describing training, experience, 


salary desired. Box 7471, Advertising 
Age, 100 E. Ohio St., Chicago 11, Il. 


100 E. Ohio St., Chicago 11, Ill. 


Box 7466, ADVERTISING AGE, 11 


WANTED 
PROMOTIONAL DIRECTOR 
Must have advertising sponsor contacts. 


E. 47th St., New York 17, N.Y. 


FOR SALE 
ADVERTISING 
EXPERIENCE 


11, Tl. 


Over 15 years broad experience with 
appliance manufa 
adv. agen 


copy, 

cae For resume write: Box 17472, AD- 
VERTISING AGE, 100 E. Ohio St., Chi- 
cago 11, Ill. 


cturer, service and top 
Handled sales promotion, 
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Trade Papers 
Case Involves 


Ad Copyrights 


Cuicaco—A copyright infringe- 
ment suit of National Provisioner 
against Meat, in which the former 
charged Meat with engaging in 
ynfair competition, was heard in 
the U. S. district court here Wed- 
nesday. 

Decision in the case, originally 
filed early this year, may settle 
the questions of whether classified 
advertisements can be copyrighted; 
whether a publication loses its 
conyright when it fails to include 
the copyright notice on reprints of 
ecitorial material; and whether it 
is permissible for a publication to 
rewrite news storiés which have 
orev ously appeared in a competi- 
tive publication in the same field. 


s Ali‘hough the briefs, supple- 
ments, affidavits and statements 
submitted by both parties mention 
dozens of cases in which precedents 
have been established, very few 
of these deal with business papers 
and ‘rade publications. The out- 
come, therefore, may be significant 
both to trade publication publish- 
ers and their advertisers. 

Briefly, National Provisioner 
charees that Meat infringed the 
former’s copyright when it pub- 
lishei classified ads previously 
run .n National Provisioner, using 
box numbers rather than the ad- 
vertisers’ names and addresses. 

By this method, Provisioner 
charges, Meat was able to estab- 
lish a classified advertising depart- 
ment without doing time-consum- 
ing spadework and preliminary so- 
licitation needed to get “accept- 
ance” for a new classified depart- 
ment. 


s Meat does not deny using Na- 
tional Provisioner ads, but says 
that advertisements carrying no 
pictorial material are simple state- 
ments of fact and under the copy- 
right act, statements of fact (like 
news) may not be copyrighted. 
Provisioner denies the contention. 

Meat also asserts that advertis- 
ers have bought and paid for their 
advertisements and that, therefore, 
they are their property. Unless 
they object to the reprinting of ad- 
vertisements, in this view, if a 
classified ad copyright does exist, 
it would not apply. 

The plaintiff also alleges that 
Meat “lifted bodily upwards of 
one-half page of the language from 
an editorial” in the Oct. 4, 1947, 
National Provisioner without cred- 
it, reference to the source, or quo- 
tation marks. 

Meat freely admits using the 
‘material, but insists that it came 
from a story prepared by a pub- 
licity man hired by a Milwaukee 
packer to write up the company’s 
operations. The publicity man, the 
defense contends, used a reprint 
of an NP editorial as source ma- 
terial—a reprint which did not 
bear the copyright notice—and that 
Meat ran the story almost as the 
publicity man wrote it, without 
knowledge that it previously had 
appeared in NP. — 


= Thus, says Meat, NP lost its 
cop; right when it failed to include 
the notice of copyright:on the re- 
Print, and Meat was innocent of 
infringement because it did not 
know the story previously had 
beer run in NP, 

When the case came to trial last 
Wednesday, counsel for National 
Provisioner indicated that this 
charge would not be pressed, but 
Meat representatives said that the 
chaige was filed with the know- 
ledge that it could not be pressed 
and suggested that Meat might 
seek some redress for its trouble 


in preparing a defense on that 
point. Discussion was not con- 
elusive, however. 

Third major issue in the case 
is whether or not custom, pro- 
priety and law sanction use of a 
competitive trade publication as 
source material for news stories 
or items in another publication, if 
such material is rewritten. 

National Provisioner charged that 
Meat appropriated, without credit 
and without checking, items which 
appeared in NP’s column, “Up and 
Down the Meat Trail.” These items, 
it charges, were rewritten and pub- 
lished in Meat’s column, “The 
Traveling Reporter.” 


a NP says it ran three news items 
in its May 15 and May 22 issues 
with deliberate mistakes and mis- 
statements of fact, and that Meat 
printed the items with the same 
mistakes in its June, 1948, issue. 
Again, Meat does not deny us- 
ing NP material. The publication 
contends, however, that it is served 
by the same type of clipping ser- 


spondents who contribute informa- 
tion to NP. 

Further, Meat contends that it 
is customary for trade publica- 
tions to rewrite news which pre- 
viously ran in other periodicals, 
that news is public, not private 
property. The defendant asserts 
that, while one of its employes 
was on the NP staff, NP clipped 
stories from a number of news- 
papers and publications, includ- 
ing ADVERTISING AGE, rewrote them 
and published them, 

But National Provisioner, deny- 
ing that it used material in this 
manner, is convinced that rewrit- 
ing material appearing in non- 
competitive media differs from 
use of stories in competitive media 
—that the latter constitutes un- 
fair competition. 


= In a supplementary statement, 
National Provisioner declared that 
E. B. Nattemer, publisher of Meat, 
at the very least is guilty of un- 
fair competitive practices, that he 
has appropriated NP material con- 


be some sort of redress for such 
practices. Injunctions, damages, all 
profits derived from infringement, 
costs and attorneys’ fees have been 
asked. 


Appoint Ad Fried Agency 


Oakland Engineering Co., Oak- 
land, Cal., manufacturer of Billy 
Boy pedal cars and Billy Boy 
Strollwalkers, has named Ad Fried 
Advertising Agency, Oakland, to 
handle its advertising. Children’s 
and toy publications, plus radio, 
will be used. The agency also has 
been named to direct the adver- 
tising of Merritt Sales Co., Berk- 
eley, Cal. A mail order campaign 
will be launched for its candid 
cameras. 


Pinnacle Doubles Ad Budget 


Pinnacle Orchards, Medford, 
Ore., has doubled last year’s ad- 
vertising appropriation for its fruit 
gift packages this fall. Advertising, 
through Carvel Nelson & Powell 
Advertising Agency, Portland, 
Ore., will appear in American 
Home, Better Homes & Gardens, 


keeping, Gourmet, Holiday, House 
Beautiful, House & Garden, New 
York Times Magazine, The New 
Yorker, Successful Farming, Sun- 
set and Today’s Woman. 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH ~ SALES! 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 


have to sell. The best way is through 
Race publications, the Negroes’ own 
Newspapers and magazines. 


loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 
ket. For full details write Interstate 
United Newspapers, iInc., 545 Fifth 
Ave., N. Y., serving America's leading 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 
® Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
free laformetion. 
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ANNOUNCING LITHOFECT® 


... one of the finest coated papers ever made for offset printing 


Silken, mirror-smoothness...brightness that snaps, sings, 


sparkles! It would be 


hard to find another offset paper to 


equal the magnificent beauty and superb quality of this 
newest Levelcoat* paper. In Lithofect, you’ve found a 
paper fashioned with infinite precision to give offset print- 
ing an exciting new sharpness. With exceptional pick re- 
sistance and fast setting time, this new Lithofect also sets 
the standard for offset printability. Rich, solid blacks in 


yes 
THAT teyercod’ ~ 


fi ith ofect 


monotone, and smooth glossy color prints are rendered 
without loss in density. The Lithofect base sheet, made 
with new LongLac fibers, is so strong that base sheet fail- 
ure is unknown. Indeed, performance on the press reaches 
a new high in dependability with this great new paper. 
Now... look first at Levelcoat—the completely balanced 
line of distinguished printing papers. Ask your Levelcoat 


paper distributor for samples. 


LEvELCoAT® printing papers are made 
in the following grades: Hirect*, 
Trurect*, Lirsorect*, Muttirect* 
and Rotorect*. 


MPRPORATION « NEENAH, WISCONSIN 


peas! 
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Forms Research Company 


Hallack McCord has established 
the McCord Research Bureau to 
conduct sampling research in the 
fields of marketing, advertising, 
journalism, radio and public 
opinion. Temporary offices are at 
1049 Pearl St., Denver. 


Thatcher Promotes Turner 

Thatcher Furnace Co., Garwood, 
N. J., has promoted Douglas J. 
Turner, formerly advertising man- 
ager, to advertising and sales pro- 
motion manager. 


Loftus Appointed A. M. 

Edmund M. Loftus, manager of 
general advertising, has been ap- 
pointed advertising manager of 
the Honolulu Star-Bulletin. 


(Simpson-REILLY, LTD.) 
Publishers Representatives 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO RUSS BUILDING 
\ SEATTLE NEW WORLD LIFE BLDG. 


Standees in Grand 
Central Station — 
Hear Commercials 


New York—Advertisers, in New 
York, at least, now have another 
means of attracting the attention 
of the buying public. Passengers 
caught between trains at Grand 
Central Station will be exposed to 
approximately seven minutes of 
commercials every hour. 

This form of advertising, said to 
be the first such, was developed 
by Terminal Broadcasting, which 
last week started broadcasting 
news, music (by Musak), weather 
reports—and commercials—five 
days weekly in the station. The 
schedule starts at 7 a.m., EST, 
and continues through midnight. 

F. LeMoyne Page, president of 
Terminal, based his rates on the 


, 


TReRevlitwas FF 


(1832-1883)... FDOUARD 
MANET 


expe 


Manet studied at the Collegé Rollin where 
his passion for drawing led him to neglect all 
other lessons. His inherent restlessness led 
him to Rio de Janeiro in 1848 and he later 
visited most of the capitals of Europe. His stormy 
life, in conflict with contemporary artists and 
critics, was devoted to an experimenting for 
ever new forms of expression, and his work is 
important for its pictorial content, its power 
and frankness. His passion for experimentation, 
however, makes his work the source from 
which has sprung much of the theory of today’s 
art. The illustration is from the etching ‘‘Cats’’ 
owned by the Art Institute of Chicago. 


The management of Jahn and Ollier firmly 
believes that the spirit of experimentation is 
important to the maintenance of a high stand- 
ard of plate making today. To seek always for 
more perfect results is the highest form of 
craftsmanship. Each job that enters our shop 
is a challenge to us to produce plates which 
will reproduce that job more perfectly. Sound 
craftsmanship combined with a fresh and open 
minded approach is behind Jahn & Ollier’s rep- é 
utation for the finest quality photoengravings. 


JAHN & OLLIER (JsO 


ENGRAVING COMPANY 
817 West Washington Blvd. 


Chicago 7, Illinois 
. 


‘mentation~ 


Makers of fine photoengravings for letterpress printing 


ENGRAVING 9 


ett 


CHICAGG 


current count of passengers who 
buy more than $1,000,000 worth 
of tickets weekly and an estimated 
additional man-traffic from sub- 
ways, offices, hotels, etc., of 3,- 
000,000 a week. 


ws Twelve companies, the maxi- 
mum accepted under the present 
schedule, have bought time from 
Terminal. Contracts are for 100 
announcements weekly, to be 
scheduled 20 a day. Price is $500 
weekly with a 30% discount for 
initial buyers of 13-week series. 

Among the sponsors are: Stude- 
baker Corp., Old Gold (Lennen & 
Mitchell); American Express Co.; 
F. & M. Schaefer Brewing Co. 
(Batten, Barton, Durstine & Os- 
born); National Carbon Co. for 
Eveready batteries and Prestone 
anti-freeze; Beech-Nut chewing 
gum; New York Daily Mirror and 
American News Co. 

Mr. Page’s New York operation 
is a test to be decided largely by 
passenger reaction. If people re- 
act favorably here he may branch 
out into other cities—provided he 
zan find other stations which lend 
themselves acoustically and archi- 
tecturally to terminal broadcast- 
ing. 


= Advertisers are asked to keep 
their copy “conservative and dig- 
nified.” Most sales messages are 
live. None is longer than 20 sec- 
onds. (The average person doesn’t 
stay in a station very long, Mr. 
Page points out.) None are to be 
spotted together. 

The musical program is broken 
by time signals and ten-second 
news bulletins on the quarter- 
hour. Weather reports are pre- 
sented less frequently. 

Grand Central’s audio system, 
and Terminal’s programs, reach 
upper and lower levels of the sta- 
tion. 

Mr. Page is also president of 
Transportation Displays, which 
handles car card and station poster 
advertising for the New York 
Central and New York, New Haven 
& Hartford railroads. 


Joins Oneida Newspaper 

John T. Tuttle, formerly on the 
advertising staff of American 
Home, has joined: the Oneida 
Daily Dispatch and Oneida Dis- 
patch Corp., Oneida, N. Y., of 
which his father, Winthrop S. Tut- 
tle, is editor and publisher. 


Changes to Speed Queen Corp. 

Barlow & Seelig Mfg. Co., Ripon, 
Wis., manufacturer of Speed Queen 
washers and ironers, and Simplex 
ironers and institutional laundry 
equipment, has changed its name 
to Speed Queen Corp. 
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‘The Eye and Ear Dept. 


vision.” 


people. 


overnight. 


actionary, supposition. But 


‘become “experts,” too. 


Of course, the editor of this Department, in saying this, as- 
sumes that advertisers spend what they do on television for 
the purpose of selling merchandise. Horrible thought. 

He also has the temerity to suppose that if the average tele- 
vision director said to himself, “Now how can I sell this prod- 
uct?” instead of “How can I properly use television?” a con- 
siderable number of television commercials would improve 


Of course, this may be a very revolutionary, not to say re- 
if ever person-to-person selling 
were made possible through a mechanical medium, it has been 
made possible through television. Yet major emphasis still 
seems to be placed on the mechanics of the whole operation. 
Maybe it would help if a few dealers were called in to help 
write the commercials. Or, maybe if they were, they would 


Ye editor of this Department hears from time to time the | 
criticism that what is obviously wrong with so many television 
commercials is that “we haven’t yet learned how to use tele- 


If he may throw that criticism right back in the teeth of the | 
criticizers, maybe that’s what’s really wrong—we’re now trying 
to learn how to use television instead of determining how to sell 


Changed Industrial 
Packaging Predicted 


NEw YorK—Predicting that stif- 
fer competition in a buyer’s mar- 
ket will stimulate top industrial 
management to reassess packag- 
ing programs in the light of strides 
made in consumer fields, Egmont 
Arens, industrial designer, +3ld the 
Society of Industrial Packaging 
and Materials Handling Engineers 
here last week that “large-scale 
industrial packaging will undergo 
significant changes within the next 
two years. 

“The fact that industrial pack- 
ages are seldom seen by the gen- 
eral public,” Mr. Arens said, “has 
led industrial suppliers to take for 
granted an asset which could net 
millions of dollars annually. Pack- 
aging executives should hold 
themselves ‘responsible for cor- 
recting this condition by reporting 
to management the potential value 
of industrial packages as a power- 
ful advertising medium. 

“It is not consistent,’”’ Mr. Arens 
pointed out, “for a company to 
spend thousands each year in 
trade, technical and institutional 
advertising to create brand and 
product acceptance and then abdi- 
cate its gains through continued 
use of drab, colorless and uninvit- 
ing packaging. 


ws “Advertising and packaging are 
not separate and distinct fields,” 


he declared. “Both play on the 
same team. The larger a com- 
pany’s advertising investment, the 
greater burden packaging carries 
as the logical end-representative 
of expectations the advertising has 
built. Bold, striking use of color 
and high-impact trademarks of 
great simplicity are hallmarks of 
successful industrial packaging 
which establishes company identity 
and wins users in transit and on 
the job. 

“Whatever you can do to make 
your company’s products easier 
for buyers to handle and use is a 
tangible sales asset,’ Mr. Arens 
said. “A small change, from your 
point of view, may mean a vastly 
improved product in use. The 
growth of two-portion containers 
and of prepackaging in the food 
industry should serve us as an in- 
dication that packaging which 
more fully meets users’ needs can 
be the determining factor on the 
sales charts.” 

The role of packaging in cutting 
materials handling costs and in 
speeding operations was also 
stressed by the speaker, who cited 
instances where man-hours spent 
in filling orders and stock taking 
were drastically cut when products 
were repackaged for fast identifi- 
cation of individual units and con- 
tent. 

At a business meeting preceding 
the talk, W. Gordon Bennett, Ana- 
conda Copper Mining Co., was re- 
elected president. 
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GIVEAWAY—Irving Woolson, an engineer 

ot Chrysler-DeSoto, gets a winning ticket 

for a Deepfreeze unit from Singer Peggy 

lee at a banquet following Motor Prod- 

ycts Corp.'s open house at its main 
plant in Detroit. 


Britain Sets Up 
Ten-Man Agency 
Advisory Group 


Lonpon—A ten-man advisory 
counc!!, composed of agency execu- 
tives, has been set up to aid mem- 
bers of the Dollar Export Board 
and British industrialists who want 
to market their goods in the United 
States and Canada. ; 

Formation of the advisory group 
was suggested by the Dollar Ex- 
port Board, whose chairman is Sir 
Graham Cunningham, chairman of 
Triplex Safety Glass, to members 
of the British Advertising Associa- 
tion. The board insisted that mem- 
bership in the voluntary group in- 
clude only executives of British 
agencies which have established 
branches in the United States, and 


A Technique for 
Producing Ideas 


James Webb Young 


Where do the moneymaking ideas 
come from—those ideas that make suc- 
cessful novels, radio programs, moving 
pictures, sales campaigns and business / 
James Webb Young, one of the highest 
paid idea men in the advertising busi- 
ness, set out to answer this question 
for his students at, the University of 
Chicago. The result is a little book 
that you can read in an hour but will 
remember the rest of your life. In the 
simplest and clearest of language Mr. 
Young has succeeded in describing the 
way the mind works in all creative 
people. He gives you the formula 
which they consciously or unconsci- 
ously follow in producing ideas. He 
shows you how to train your mind so 
that idea production is, as he says, “as 
definite as the process by which motor 
cars are produced.” Enthusiastically 
endorsed by sales managers, editors, 
college professors, poets, advertising 
men, salesmen and business executives 
who have read it. 


Send for your copy of A TECH- 
NIQUE FOR PRODUCING IDEAS 
now. Only $1 postpaid. 

Advertising Publications, Inc. 
106 E. Ohio Street, Chicago 11, Il. 


FILL IN AND MAIL THIS 
COUPON TODAY 


Advertising Publications, Inc. 
Div. 915 
100 E. Ohio St., Chicago 11, Ill. 
Gentlemen: 


Please send me...... copies of “A 
Technique for Producing Ideas.” 
Enclosed is $ 
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U. S. agencies which have recog- 
nized branches in this country. 


a Members of the new council in- 
clude: G. R. Mountfort, Hewitt, 
Ogilvy, Benson & Mather; Hugo 
C. R. Vogel, Grant Advertising; R. 
B. Browne, T. B. Browne Ltd.; J. 
W. Hobson, Colman, Prentis & Var- 
ley; A. D. McLean, Dorland Inc.; 
D. M. Saunders, J. Walter Thomp- 
son Co.; H. J. White, Erwin, Wasey 
& Co.; G. Bryson, Young & Rubi- 
cam; Bryan McCabe, Foote, Cone 
& Belding, and Ben Williamson, 
McCann-Erickson. 

The council agreed not oaly to 
advise the Dollar Export Board 
and manufacturers who plan to in- 
vade U. S. and Canadian markets 
for the first time, but also indus- 
trialists who intend to enter fresh 
territories in those countries. 

In a talk before the Advertising 
Association Sept. 29, the day after 
the council held its first meeting 
with Sir Graham, the board chair- 
man warned that trade is not a 
one-way traffic. Britain, he said, 
seeks trade with the North Am- 


erican countries, not merely a 
boost in its own exports. 


= Advertising is as essential as 
production, he continued, and it is 
useless to manufacture goods un- 
less the manufacturer learns where 
and how to sell them. 

Britain’s problems are “im- 
mense,” he said, and he doesn’t 
know how they can be solved— 
or even if they can be solved. But, 
he added, industrialists must “have 
a bash” at these problems in at- 
tempting to improve Britain’s eco- 
nomic position in relation to the 
U. S. and Canada. 


Turk Transterred to Chicago 

Jerry Turk, on the Cleveland 
staff of Beaumont & Hohman, has 
been transferred to the agency’s 
Chicago office as assistant to T. 
Pe McCabe, executive vice-pres- 
ident. 


Katz Joins WKRC-TV 

Louis Katz, formerly with Wolf 
Publishing Co., Cincinnati, has 
joined the sales staff of WKRC- 
TV, Cincinnati. 


‘Nation’ Files 3 Petitions 
Against Ban on NY Libraries 


The Nation, banned by educa- 
tional authorities from New York 
public school libraries, has filed 
three petitions in an effort to up- 
set the ruling. The original ban, 
imposed on June 24, 1948, was 
cited by the magazine’s attorneys 
as being for a series of alleged 
“anti-Catholic” articles by Paul 
Blanshard. No reasons for the sec- 
ond, on June 23, 1949, had been 
given, according to the petitions. 

The petitions denied that Blan- 
shard’s articles constituted a criti- 
cism of the Roman Catholic 
Church. 


DeJur-Amsco Names Matises 


U. Arthur Matises, formerly 
with Charis Corp., has been named 
advertising manager of DeJur- 
Amsco Corp., New York, manu- 
facturer of cameras and camera 
accessories. 


Basford Names Brunell 


Richard H. Brunell, formerly in 
charge of the advertising art de- 
partment of the Rhode Island 
School of Design, has been named 
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an art director of G. M. Basford 
Co., New York. Mr. Brunell was 
with the Basford agency before the 
war. 


by OSBORNE 


_ “The House of Coinage”’ 


The world’s largest 
and oldest exclusive 


Coin Manufacturers 
Est. 1835 


Coins, Medals and To- 
kens of every conceiv- 
able kind . . . for Ad- 
vertising, Commemora- 
tive, Souvenirs and pre- 
mium use. 


The Howse of Coinage 


The OSBORNE COINAGE CO. 


930 York St., Cincinnati 14. Ohio 


Substantial Economies in Money, Time and 
Labor Effected by This Basic New Process 


The Kenman Engraving Process is a new and basic process 
which cuts the cost of square halftones and color plates to 
a fraction of current scale prices. It also effects great savings 
in time, and it permits the use of much finer line screen 
halftones—up to 133 screen on newsprint and other coarse 


paper stocks. 


Kenman Process Engravings are made of an exclusive film, 
and printing is done from the actual film itself . . . exactly 
the same as with any standard engraving. Their use involves 
no changes of any kind in the regular letterpress printing 
process, and requires no additional equipment. Any engraver 
can make Kenman engravings with his present equipment. 
In fact, the process is so simple that any individual or print- 
shop can set up a Kenman Engraving Process plant or de- 
partment quickly and at very little cost. The only investment 


required is for necessary supplies and materials. 


Publishers and large scale users, who wish to set up their 
own Kenman Process engravings departments, may purchase 
film and supplies direct from the company. Small users can 
purchase their needed engravings from Kenman Process 
Engraving Plants which the company is now establishing. 


Full details and prices are available on request. Persons 
interested in establishing Kenman Process Engraving Plants 
are invited to write without obligations for our franchise 
plan. All correspondence will receive prompt attention. 


individuals, publishers, 


and 


INQUIRIES INVITED 


NOW AVAILABLE to 


engravers, printers, 


thoroughly 
tested 


Among the many who | 
tested the Kenman 
Process Engravings are 
the Dallas 
Houston Chronicle; 
Citizens News, Inc., 

ublishers of 19 

exas newspapers; 
Senthwentarn ireving 
Company of Houston 
ort Worth; 
Elgin Courier-News; 
Chicago Herald-American; 
and others . . . to all of ; 
whom this company is 
indebted for their 
splendid cooperation. 
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Comics Weather 
Storm; Ad Gain 
in ‘50 Expected 


(Continued from Page 1) 
have the biggest comics publishers 
as members. National, Dell and 
Fawcett have remained outside 
the group. 

The comics’ more sedate breth- 


ren have begun to change their 
minds. Recent articles in maga- 
zines—and editorials—show that 
magazines have stopped viewing 
comics with alarm. 

“If the adults who crusade 
against [comics] would only get as 
steamed up over basic causes of 
delinquency as parental ignorance, 
indifference and cruelty, they 
might discover that comics books 
are no more of a menace than 
‘Treasure Island’ or ‘Jack the Giant 
Killer,’ ” said a Collier’s editorial 
in July. 

Comics publishers -noted the 


we ee 


is The Akron Beacon Journal. 


If you are interested ‘in selling 
Akron, and you should be, why not 


follow the successful practice 


Akron merchants. They know how 
. that’s why they 
concentrate their selling efforts in 
Akron’‘s greatest selling medium. 


to get results . . 


AKRON BEA 


JOHN S$. KNIGHT, PUBLISHER 


ScaasEnten NATIONALLY BY: 


It takes local newspaper coverage 
to sell this rich $813,450,000.00 
market and the ONLY local daily 
and Sunday newspaper having 
complete coverage of this market 


There is no sub- 
stitute for the 
pulling power of 
local newspaper 
advertising. 


of 


STORY,. BROOKS G FINLEY 


FOR PRODUCT INDENTIFICATION + 
Apply trade names, trade marks, ‘numbers, n 
specifications directly to product. ; ee 


FOR PRODUCT ADVERTISING ee : 

Put sales messages directly on product for settsting 
Mae _ at point-of-sale. Apply to finest surface. aa 

FOR PRODUCT INSTRUCTIONS 


Apply diagrams and instructions on pendant for cus- 
tomer... or job instructions during ossembly. ~ 


eae 
ri», 


| Write for ee Samples 


_MYSTIK ADHESIVE PRODUCTS — 


2639 WN. Kildare ° 


Mystik Trade Mark Registered 


Chicegeo 39, lilinois 
* Offices in Principal Cities 


Collier’s editorial gratefully, but 
could wryly recall that the March 
27, 1948, issue of Collier’s carried 
the kick-off on the comics battle 
—an article called “Horror in the 
Nursery,” by Judith Crist, liberal- 
ly sprinkled with quotes from Dr. 
Frederic Wertham, a New York 
psychiatrist who shortly became as 
well-known and popular in the 
comics field as the common cold. 


s A year later, both Parents’ and 
Woman’s Day carried articles in 
their March issues, with much less 
heat. In Parents’, Josette Frank (a 
member of National’s editorial 
board of advisers) noted that 
“within each of the [comics] cate- 
gories there are good and bad 
comics among which you can help 
him select those which are better 
edited, better printed, better 
drawn.” She pointed out that 
children buy comics for themselves 
—comics aren’t bought by adults 
who buy what they think children 
ought to have—and she commented 
that “neither can we put it up to 
police departments and court of- 
ficials to determine what kind of 
reading is good for children.” 
This seems to point up the moral 
that many reputable publishers 
drew in the beginning: that there 
are many grades of comics; that 
the real problem is for the parent 
-—and the advertiser—to find those 
that are good. : 
The National Association of 
Comics Magazine Publishers be- 
gan its battle by creating an edi- 
torial board. Some of the other 
publishers, notably National Com- 
ics, had already used a board of 
supervisors for a considerable time. 


Other publishers, like Dell, which 
publishes, for the most part, Dis- 
ney and Warner Bros. film char- 
acter comics, never felt the need 
of a board. 


ws In making a strong pitch for 
self-censorship, the comics were 
considerably abetted by the news- 
papers. Once the newspapers 
sniffed the smoke of censorship, 
they opened editorial fire. The 
loosely-drawn ordinances—notably 
the Los Angeles ukase—would 
have included almost any printed 
matter, and conceivably newspa- 
pers as well. 

About the only publisher to take 
to advertising to explain the com- 
ics’ stand. was National, whose 
campaign (placed through L. E. 
McGivena & Co.) detailed the ro- 
mance of comics. It made no par- 
ticular effort to speak for any pub- 
lisher except National—but it did 
represent a solid piece of public 
relations for the medium. 

This campaign currently details 
the works of comics characters in 
combatting national problems. The 
most recent ad explained how Su- 
perman, a valuable National prop- 
erty, fights traffic casualties and 
develops other forms of safety. 

“All of National Comics titles 
and characters have played and 
will continue to play their part... 
from safety to tolerance, juvenile 
delinquency to religion, War Bond 
Drives to proper dental care,” the 
copy promises. 


@ National has been devoting more 
material in its publications to 
textual treatment of history, geog- 
raphy and science. Richard A. Fel- 
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don, whose company represents 
National Comics nationally, says he 
thinks one consequence of the com. 
ics’ near-debacle will be more 
careful editing, to be sure ths 
bounds of good taste are not tres. 
passed, and that the moral of the 
story will be increasingly clear. 
National devotes pages to Ad. 
vertising Council themes, and the 
National Social Welfare Assembly 
(50 organizations, including boy 
and girl scouts) will use National’s 
pages for messages to youth. 
Despite the cries of outrage, 
circulations of comic magazines are 
still rising. Three years ago, stung 
by reports in Time and the Wall 


Street Journal that comics cir- § 


culation had ebbed to 27,000,000 
monthly, National Comics pub- 
lished an advertisement which 
carefully pegged the circulation at 
slightly under 50,000,000 monthly. 

Today experienced newsstand 
men estimate that circulation of 
comics is more than 70,000,000 
monthly, and some think closer 
to 75,000,000 are sold on the 
stands. 


w One thing is certain: The num- 
ber of comics titles has more than 
doubled. On Aug. 1, 1945, two 
weeks before the end of the war, 
there were 132 titles on news- 
stands. Just four years later, on 
Aug. 1, 1949, there were 310 titles 
for customers to buy. 

The biggest increase came in bi- 
monthlies, which zoomed from 32 
in 1945 to 199 in 1949. Quarterlies 
were reduced from 58 in 1945 to 
35 in 1949, while monthlies nearly 
doubled, from 25 in 1945 to 49 in 
1949. The size of comics books 


breaking the inside story first. 


“Thumbership” of trade papers is often confused 
with readership. 
MASS Transportation’s loyal audience, however, takes 

time to read because of our 45-year reputation for 


Put MASS Transportation first on your 1950 transit schedule 
to back up your ads with editorial backbone. 
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is pretty well standardized: rough- 

y two-thirds of them are 32- 

page books, with nearly all the 

rest 48-pagers. In 1945, in a typi- 

cal Te cath, there were 63 32-pagers 
compared to 57 48-pagers. 

“*One-shots still are published. 

There were 27 on the stands last 

August, compared to 17 in August, 


1945. 


s Unhappily, the booming circula- 
tains and titles don’t show a cor- 
responding increase for advertis- 
ing. National—for instance—will 
pave a gross of about $720,000 for 
advertising in 1949, or about $60,- 
900 less than its 1948 take. Dollar 
figures for others are not avail- 
able. 

Most comics advertising men 
agree that no advertiser canceled 
out in 1949 because of criticism 
of comics. 

But the number of advertisers 
who would have come into the 
medium for the first time—and 
each passing year increases the 
number of comics advertisers—but 
were deterred because of the rash 


of comics’ critics, is probably siz- 
able. 

The medium is growing, and it 
still delivers mammoth circulation 
at surprisingly low cost. In the 
case of National, picked here be- 
cause it carries most advertising 
in the field, rates scale down to 
$1 per thousand, and if an ad- 
vertiser buys the whole 8,000,000 
circulation, he buys it for 90¢ a 
thousand, and National makes his 
plates. 


ws While advertising is generally 
down in the comics field, statistics 
on it are somewhat misleading. 
AA’s last report, for instance, 
shows comics with a gain in pages 
in 1949. 

This discrepancy is due, in part, 
to changes in the magazines. Mar- 
vel Comics separated its group into 
three units in July, 1948, and an- 
nounced 8,000,000 circulation. By 
counting the pages for each of 
its units, a certain amount of du- 
plication and consequent distortion 
results. However, a Marvel spokes- 
man said the company is “slightly 


ahead” in advertising over last 


year. 

In the case of the Lev Gleason 
Publications, which showed a gain 
of 10.5 pages in September, ’49, 
over September, °48, the reason 
given for this, by a representative 
of the company, is that there was 
no sales effort in 1948. In Septem- 
ber, °47, the number of pages 
carried in Gleason comics was 9. 
The average number of pages 
carried each month, it was said, is 
between 10 and 15. Consequently, 
Gleason figures for the remainder 
of this year will continue to show 
a gain over *48. While more sales 
resistance is being encountered, 
bookings through January are re- 
ported as good. 


ws At the office of the Harvey 
Comics Group it was said that 
contract business for next year is 
now in process of being closed, and 
that it will be a couple of weeks 
before future schedules are known. 
Business for the remainder of this 
year, while reported to be some- 
what under last year, is expected 
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Ti. Rural New-Yorker will have completed one come 9 5 0 
years of continuous panier in January 


In recognition of this important milestone, we will 
publish a Centennial issue that we believe will 
be an outstanding achievement in farm journalism. 

The Centennial Issue will present the fascinating 
story of the revolutionary changes that have taken 
place in Agriculture and farming methods during 
the past century. Prominent writers will discuss the 
progress that has been made in Animal Husbandry, 
Farm Machinery, Marketing and various other 


phases of farm life. 
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Progress articles 
Home section. 


NTAL 


ISU 


Special attention will be focused’ on the impor- 
tance of the Farm Woman and the Farm Home. 
In a separate section devoted exclusively to Woman 
and Home, there will be articles covering every 
range of activity, from attic to cellar. Farm women 
themselves, together with nationally known nutri- 
tionists and experts, wilt write the Century of 


for this special Woman and 


intess 7, 1950 


This Centennial Issue will consist of 132 pages, printed rotogravure on high grade 
paper, with an attractive four-color cover. Because of Ps 


it will afford advertisers an effective method of placin; 


tional r 


interest, 


es message in 325,000 


sway cg) cg he Aeon ey: toy a | ni aye pooh ery 


Our brochure giving more complete details about this issue 
will be sent promptly to anyone interested, upon request. 


Space reservation in this valuable issue should be made promptly. - 


Last forms will close November 21. 


THE RURAL NEW-YORKER 


333 West 30th St. 


New York 1, N. Y. 


to hold up well. The fact that 
more comics are being sold is 
somewhat deceptive, it was said, 
because more comics are being 
published. Selling advertising in 
comic books is always more or less 
of a pioneering job, it was said. 
Fawcett Comics Group reports 
business holding up favorably 
with that of a year ago. Future 
business is now being closed and 
no prediction was ventured as to 
probabilities, but salesmen are 
reported optimistic. 

All publishers of comics are in 
agreement that adverse publicity 
with respect to the alleged detri- 
mental effect of some comics upon 
children has had a bad effect, 
and may account for some space 


131 


buyers’ hesitation in placing ad- 
vertising. But the long-run influ- 
ence of this publicity is not ex- 
pected to be serious, because pub- 
lishers of comics are thought by 
the field to have become more 
discriminating about the type of 
material being issued. 


Wins Blotter Contest 


Henry J. Wenclawski, of La 
Grange, Ill, received the first 
award in the Standard Studios, 
Chicago, first annual blotter de- 
sign competition. Second place in 
the competition went to Edward 
Bedno, of Chicago, with Alex 
Yaworski, of Chicago, in third 
place. Forty-seven cities in 20 
states and Mexico were repre- 
sented by the entrants. 
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Month after month in cities with 
4 networks or more WSGN 
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Four Tie for Direct Mail Award 


The Direct Mail Advertising As- 
sociation’s annual awards for di- 
rect mail promotion showed a 
four-way tie for first in the drug 
category—Lederle Laboratories, 
New York; E. R. Squibb & Sons, 
New York; Hoffmann-LaRoche, 
Nutley, N. J., and Abbott Labora- 
tories, North Chicago, Ill. 


Appoints Lupton Agency 

John Mather Lupton Co., New 
York, has been named to handle 
the advertising of the United States 
Life Insurance Co. in New York 
City. 


Graphic OG 
DESIGN 


Service for 
advertisers, publishers, and editors 


MANN GRAPHIC ARTS 
Mount Morris, Illinois 


Rockwell Spends 
More, Reverses 


Decline in Sales 


(Continued from Page 1) 
ment, according to W. F. Rockwell 
Jr., president. 

“Like a great many companies,” 
he points out, “our capacity was 
expanded during the war, but ex- 
cept for a few facilities, we didn’t 
look upon this capacity as war 
surplus, but rather as capacity to 
be kept profitably and actively 
employed, though obviously not 
on a three-shift basis. 


a “It has been frequently said that 
during the last several years, man- 
agement should have been giving 
its principal attention to purchas- 
ing, and now should be giving its 
principal attention to the finan- 


SUPERIORITY COMPLEX 


My husband, advertising manager of the Ding-Bat Company, used to be a 
nice fellow with just enough of an inferiority complex to make him easy to live 
with. Since he picked KXOK, sales have gone up so fast my husband thinks 
he’s the smartest advertising manager in town. Now he has a superiority com- 


plex and he’s positively obnoxious. 


Dear Unhappy Wife: 


Maybe KXOK should have the superiority complex instead of your husband. 
During March, 1949, KXOK was within share of audience striking distance of 
first place in St. Louis. Briefly, this means KXOK delivers more Hooper audi- 
ence per dollar than any other St. Louis network station. No wonder Ding-Bat 
products are going to town. When your husband checks KXOK’s low-cost- 
per-Hooper point, KXOK’s wide coverage, and KXOK’s low-in-St. Louis 
rates, he’ll be even cockier! ; 


Basic ABC 


5,000 Watts 


Unhappy Wife 


KXOK, St. Louis 
630 on the dial 


cial department and balance sheet. 
This is, of course, true to a de- 
gree. But it is our belief that con- 
centrating oniy on the financial 
department now is like building a 
football team with only a defense 
—if we’re lucky and competition 
isn’t too tough, we may almost be 
able to hold our own. Our sales 
and advertising progra. is our of- 
fense.” 

Mr. Rockwell illustrates his “of- 
fense” with some specific ex- 
amples. 

“At the start of this year, our 
budget committee reviewed and 
approved budgets for all opera- 
tions in all divisions. After care- 
ful analysis, we approved increases 
in advertising appropriations in all 
but four of our divisions. In those 
cases, after what we felt was a 
realistic appraisal of market po- 
tentials, we imposed a cut. In- 
cidentally, although we regularly 
watch advertising expenditures as 
a per cent of sales expenditures for 
control purposes, the size of adver- 
tising budgets is determined by the 
cost of the job to be done and 
estimates of results, rather than by 
an arbitrary advertising-to-sales 
percentage figure. 


a “Despite the fact that at the 
start of the year we increased ad- 
vertising budgets over 1948 in the 
face of anticipated sales declines, 
when we actually came to the 
point of falling sales we have 
countered by further mid-year 
promotion budget additions. For 
example, with our Delta~Home- 
craft tools, we are moving into 
daily newspaper advertising in our 
major markets for the first time, 
tying in with our local dealers. We 
are also supplementing our long 
and continuous use of hobby mag- 
azines with Sunday supplements 
and some national magazine space. 
The first increase approved in the 
1949 Delta advertising budget was 
for a network television show last 
spring. Our expenditures in 1949 
will exceed 1948 by 35%. 

“Our valve divisions are other 
cases in point. Research engineers 
in our Nordstrom valve division 
have long been working on some 
method of automatic lubrication 
for lubricated plug valves. They 
have developed a new compres- 
sible and expandable stick lubri- 
cant we have named Hypermatic. 
It is being introduced through 
spreads in an expanded list of in- 
dustrial journals, and we are put- 


A “John Blair" station 


KIDS GET THEIR DAY—George J. Hecht 

(left), publisher of Parents’ and chairman 

of the Children’s Day national committee, 

discusses plans with Sen. Milton R. Young 

(R., N. D.) for observing the day on Oct. 
16. 


to explain it quickly and graphical- 
ly to our customers in the petrole- 
um, chemical, gas and other indus- 
tries. . 

“We are increasing the Nord- 
strom advertising budget by over 
10% to get the story across quick- 
ly, despite the fact that we don’t 
expect to make much, if any, prof- 
it on the lubricant, but we know 
it so greatly increases the effec- 
tiveness of Nordstrom valves— 
those already in the field as well 
as those to be sold in the future— 
that we are convinced it will be 
a stimulant to sales.” 


ws Nordstrom, by the way, is a 
pioneer in attacking declining sales 
with expanded advertising. In 1934, 
with business scraping bottom, 
Nordstrom valves were plugged in 
four-color inserts in a long list of 
business papers at a time when 
there was virtually no other color 
or insert—and not a great deal of 
black and white—advertising in 
the field. 

“Edward, likewise, is introduc- 
ing two new valves this fall—a 
new forged steel general-purpose 
valve and a forged steel instrument 
valve. They will be backed up with 
an expanded promotion campaign 
of direct mail, publication and 
sales aid advertising,” said Mr. 
Rockwell. . 

A part of the Rockwell program 
is the- continuation of advertising 
in the financial press to the lead- 
ers of finance and business. 

“We have felt that explaining 
the philosophy on which our di- 
versified company was built is 
important,” Mr. Rockwell says. 


ting a full-scale show on the road 


“The concepts in the organization 


TARLAC 


y euee?*®, 5 


€ , ng 
ERNANDOL*S** MIGUEL 
H — San werrowsoy 
oy jo tBALIUAG 
<” * MALOLOS 


Manila. 
consumption of U. S. goods. 


But there are other important Philip- 
pine markets where different dia- 
lects are spoken. 
one of eight RAMON ROCES pub- 
lications. 


DOES READER Castho 
SEE YOUR AQVERTISEMENT? 


Mrs. Castro is a typical Filipino house- 
wife, hardworking and very devoted 
to her family. She lives in Malolos, 
capital of the Tagalog province of 
Bulacan in Central Luzon. She speaks 
Tagalog, the leading Philippine dia- 
lect. Her favorite weekly is LIWAY- 
WAY, the leading Tagalog magazine. 


Together 
group to 


of Luzon 


2,000,000. 


LIWAYWAY is aimed at the Tagalog 
region of Central and Southern Lu- 


which includes metropolitan lish mats 


It is the ‘first'’ market in 


LIWAYWAY is 


‘Ramon Roces Publications 
’ MANILA*PHILIPPINES 

LIWAGWAY - Bannawag -ZvHcyc- HILIGAYRON - EISLAP 
PAROPARO-Pibpinc- WMG -Fagalog ELASIKS 


buyers from the northernmost part 


RAMON ROCES Group covers them 
all by dialect sectors ahd buying 
groups with a readership of over 


Issue one space contract, supply Eng- 


ing will appear in the dialects in 
all important Philippine markets. 


Consult your advertising agency or 
write for further details to our United 
States Representative: ALBERT CA- 
POTOSTO, 270 Park Avenue, New 
York City, Murray Hill 8-4777. 


they make up the only 
reach effectively Filipino 


down to Mindanao. The 


or cuts and your advertis- 
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of our company are out of the 
ordinary and we want busines 
and thought leaders to know abow 
them. While this would be an eag 
part to lop off, with probably littis 
effect on the company sales, wa 
feel that it is economically ag 
complishing a worth while objeg 
tive.” 


ws Not only advertising, but in 
creased sales and market research 
programs have also been approved, 

“As good young engineers be. 
came more readily available at the 
end of the war,” Mr. Rockwelj 
went on, “we began a consistent 
program of hiring and training 
student engineers in our several 
divisions. As an example of the 
end-purpose, today our Pittsburgh 
Equitable Meter Division is at an 
all-time high in sales personnel. 

“Our trend has not been solely 
in the direction of spending money, 
however. We have found places 
where sales activities could be 
combined. For instance, we hav 
just combined the sales forces of 
our Delta, Delta-Homecraft, Cres- 
cent and Multiplex plants into the 
Power Tool Division. Under one 
general sales manager, assisted by 
specialists in the various fields, 
this sales force will operate on a 
coordinated. basis, and we feel 
that despite the fact that we have 
added substantially to the number 
of men we are traveling, important 
economies can be effected in travel 
expenses, by shortening jumps be- 
tween calls, eliminating uplica- 
tion of sales effort, etc. 


ws Mr. Rockwell thinks that in spe- 
cialized personriel there is oppor- 
tunity for low-cost sales increases. 
“We have tried it in a number of 
cases. For example, we now have 
a water meter supervisor in each 
district office. He is able ve 
all field salesmen quick assis 
with any problem, and to give 
each district office the equivalent 
of a resident product engineer.” 
“The Rockwell Mfg. Co.,” Mr. 
Rockwell explained, “gives each 
operating division or subsidiary a 
high degree of autonomy. We op- 
erate as a group of independent 
small businesses, each of which 
may call upon the parent concern 
for specialized guidance on all 
phases of management. There are 
many advantages in a structure 
like this, we feel, and from the 
sales standpoint, one of the most 
important is flexibility. 
“Today’s market is a highly vo- 
latile one, and we want to be able 
to shift quickly to meet changing 
conditions. Our optimism about 
our future is based in part, at 
least, on our belief that we are 
in a particularly favorable posi- 
tion to move fast in a fast-moving 
business cycle.” 


Royal Metal Promotes 

Siegel and Four Others 

Alfred E. Siegel, advertising 
manager, has been named general 
merchandising manager of all di- 


visions of Royal Metal Mfg. Co., 


Chicago, maker of commercial, in- 
dustrial, institutional and profes- 
sional seating. Herman Peters, di- 
visional sales manager, has been 
appointed assistant general sales 
manager. 

Frank O'Connor and K. R. Kerr 
have been named associate sales 
managers of the new office-factory 
seating division and R. E. Witts, 
sales manager. of the contract di- 
vision, which includes government 
and export sales. 


Simmonds & Simmonds Adds 

3 Accounts; Names Gratza 
Simmonds & Simmonds, Chicago, 
has been retained to handle the 
flour and feed advertising of Uni- 
versal Mills, Fort Worth, effective 
Jan. 1; Simmons Stock-Gro Inc., 
Chicago, manufacturer of milk by- 


manufacturer of weight reducers 
and similar products. 

John R. Gratza, formerly assist- 
ant account executive of Fensholt 
Co., has joined Simmonds & Sim- 


monds as an account executive. 


products; and Rennel Co., Chicago,” 
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our A's Hears 
Brorby, Zeisel, 
Bean, Others 


(Continued from Page 1) 
Saturday Evening Post and every 
issue of McCall’s. : 

Four hundred interviews are 
conducted on each issue studied of 
the two weeklies, split evenly be- 
tween men and women, but 200 
women only are interviewed on 
McCall’s. Interviewing now is done 
in 10 cities, with expansion planned 
to 20. The sample is predominant- 
jy urban, but interviewers get into 
gutlying districts. Fulltime inter- 
yiewers working under a super- 
yisor are used. The service consists 
of impact reports on specific ad- 
reriisements, Ome page or larger, 
bnd the report includes a summary, 
‘proved name registration” (meas- 

ements of extent a brand name 
as registered, which is compared 
ith registration of other adver- 
isements in the same product 
group and with’ comparable adver- 
isements), a report on idea pene- 
ratio: (playback of advertising 
laims), noting and reading fig- 
res, -d thrice-yearly clinics with 
he ac vertiser and ageney, for dis- 
ussicn and interpretation. 

In addition, a study group at 
Princeton will work on the method 
land be available for consultation 
on copy problems of clients. The 
ost is on a Sliding scale, and 
Robinson pegged it at no less than 
$6,000 for any client, and for large 
advertisers ranging up to $50,000. 


s Hans Zeisel, McCann-Erickson, 
unleashed a sharply critical talk 
on radio research services, and 
mentioned three questions which 
e said all present ratings fail to 
answer: 

“1, How many homes are reached 
by broadcast? 

“2, How many homes are reached 
by N-broadcasts of Program X? 

“3. What is the listening share 
of Station Y as»compared to Sta- 
tion Z?” 

He criticized each of the ser- 
vices, with particular attention to 
Nielsen, noting NRI’s measurement 
on alternating periods and tape 
loss. 

He thinks new services may ap- 
pear on the research horizon, most- 
ly because agencies still need cheap 
and fast services. He noted that 
McCann-Erickson pays its three 
research services on a 35-12-1 ra- 
tio. In thé long run, Mr. Zeisel 
looks for Nielsen to dominate ra- 
dio; Hooper, he believes, will be 
shunted, along with Pulse, into 
local radio, but Hooper will con- 
tinue to be strong in television, he 
believes, “Hooper,” said Mr. Zei- 
sel, “will be another 12 years in 
business on TV.” 


s At the contact and service ses- 
sions of the conference, Solomon 
Berkin, director of research, Tex- 
tile Workers Union of America, 
CIO, told the admen that specific 
symptoms of economic instability 
are evident. He stressed: 

1. The recession “through which 
we have just passed,” and its con- 
tinuing effect on New England 
a certain industries like tex- 

es. 

2. The failure to push down 
Prices to “reasonable levels,” de- 
Spite the recession (in this con- 
nection, Berkin attacked manu- 
facturers for failing to aim goods 
at the mass market, ignored—in his 
opinion—in favor of frills and high 
prices). 

3. Producer reaction to contract- 
ing demand is not competitive 
Pricing but closing down (“Don’t 
meet your market; wait out your 
Market’). 


pressed areas and the problem of 
finding jobs for men over 40. 

5. Growing volume of trust funds 
—which Mr. Berkin says ties up 
risk capital, since it is money de- 
posited for security, not enter- 
prise. 

6. e in volume of savings 
in the lower income groups. 

7. Declining volume of plant and 
equipment expenditures by indus- 
try. 

8. High expenditures on food, 
which Mr. Berkin says has reached 
30% of total consumer expend- 
itures. . 


s The outlook for 1950 advertising 
expenditures in the farm field is 
good, Louis H. Bean, Office of the 
Secretary of Agriculture, told the 
group. He traced the historical 
rise of advertising expenditures 
and farm income, and pointed out 
that the impetus of a past good 
year usually let advertising con- 
tinue high even after farm income 
had begun to dip. “If we have a 
further decline of farm cash in- 
come of, say, 6 to 8%, the decline 
in rural advertising might not 
normally exceed 3 to 4%,” he said. 

Mr. Bean sharply debated pre- 
dictions by Arthur C. Nielsen, who 
preceded him on the program 
(Mr. Nielsen’s speech is reported 
on Page 18). Noting Mr. Nielsen’s 
assertion that business can look for 
additional “governmental interfer- 
ence,” and the Chicago research- 
er’s urging the admen to contest 
this trend, Mr. Bean remarked that 
his studies convince him that the 
national income has been doubling 
every 20 years, and that the de- 
mands. on ‘the government have 
been doubling at about the same 
rate. 

He said many of the govern- 
ment’s services are of tremen- 
dous aid to business, and said he 
doubted if Mr. Nielsen’s service 
could operate without the help 
of government services. 


COPY PROBLEMS GET 
AIRING BEFORE 4 A’S 

New YorKk—“The state of health 
of copywriting is declining,” ac- 
cording to Ted Patrick, editor of 
Holiday, who got back to the Four 
A’s eastern conference creative 
panel after seven innings at Yan- 
kee Stadium in time to make the 
statement. He gave six reasons 
for this “lingering malaise’’: 

First, the enervating effect of 
respectability. Advertising, he said, 
has only gained respectability in 
comparatively recent years. It is 
now deliberately chosen as a ca- 
r2er, men go into it right out of col- 
lege, and stay in it. Before, it 
drew from many fields. 

Second, it suffers from the 
“mixed blessings of big business.” 
Because of its size, men in ad- 
vertising today must be more exec- 
utive and less creative men. 
Since projects are handled by 
groups, the result suffers from hav~ 
ing the poorest talent mingled 
with the best. 

Third, copywriting pays the pen- 
alty of specialization. Today, he 
said, the copywriter is only a writ- 
er, not an all-around advertising 
man. He now resorts to techniques 
that become so slick and polished 
that they intrude into the copy. 


ws Fourth, devaluation of the fact. 
“Facts are almost the rarest in- 
gredient in advertising today,” he 
contended. “You can’t find a price 
or the answers to things you want 
to know.” 

Fifth, the vulgarizing influence 
of radio. “The cheapness and bla- 
tancy of radio has tended to rub 
off into the written copy,” he said. 

Finally, Mr. Patrick mentioned 
the “worship of false gods.” He 
believes “the deterioration of copy 
could almost be dated from the 
time George Gallup walked into 
Young & Rubicam.” He said that 
the use of Gallup, Starch and other 


4. The growing number of de- 


researchers was all right, if the 


data were used properly. But “it 
was a sad day when copy research 
fell into the hands of contact men.” 

Edward Steichen, the famous 
photographer, made an extended 
plea for “more honesty and sin- 
cerity” in advertising art. He said 
“this honesty must appear or the 
voice of authority which photog- 
raphy has now can be thrown out 
the window.” 

Mr. Steichen’s insistence on this 
point was challenged by Jack Skol- 
nik, art director of Pedlar & Ryan, 
who believed the pictorial em- 
phasis should be on selling goods 
rather than on an artistically hon- 
est concept. ; 


ws This theme of honesty was in- 
troduced again by Harriet Van 
Horne, radio and television editor 
of the New York World Telegram. 
Answering questions on radio and 
television, she quickly disposed of 
radio by saying that its advertis- 
ing “still suffers from all the ail- 
ments for which it has been so 
often criticized.” She remarked 
that “if there’s any trend in ra- 
dio, it’s a trend toward television.” 

Discussing television commer- 
cials, she said animated cartoons 
are doing a good job and offer 
endless possibilities for entertain- 
ment and selling—‘“they can em- 
phasize, exaggerate, or distort and 
use many other devices to motivate 
the potential buyer.” 

Unfortunately, she said, there is 
a-tendency to stress false values, 
rather than real values. Again, she 
thinks the “completely neutral 
character of television commer- 
cials often leaves the viewer cold.” 
Television commercials need more 
“daring and originality”; they suf- 
fer from duplication of ideas, she 
believes. 

Dr. Neal Miller, of the depart- 
ment of psychology, Institute of 
Human Relations, Yale University, 
probed the laws of psychology as 
applied to advertising. He pointed 
out that “human behavior... is 
often more predictable than the 
performance of machines.” 

However, he noted the ways in 
which drives, cues and rewards af- 
fect behavior. He emphasized that 
human nature is not the same, and 
the important variables to watch 
are age, sex-typing, social class, 
and regional and ethnic groups. 

John G. Schneider, vice-pres- 
ident in charge of copy, Lennen 
& Mitchell, presided at the meet- 
ing. 


SELL MASS MARKET, 
MOTLEY TELLS ADMEN 

New Yorx—“The biggest prob- 
lem you have is selling the client 
on the idea that he has a job todo 
in making the ad work for him,” 
Arthur “Red” Motley, publisher of 
Parade, told those attending the 
Four A’s sales promotion panel. 

“The advertiser must put money 
behind paid space,” he stressed. 
Hammering away at this theme, 


he mentioned five points which/ 


must be gotten across to the client. 

First, the client must realize that 
there is a mass market. “Lots of 
advertisers, even when faced with 
the figures, don’t really believe 
this,” he said. This belief in a mass 
market must be established as the 
first step in the client’s awareness 
of his job. 


ws Second, sell them on what a 
mass market really is. “Everyone 
is talking about a high break-even 
point,” he said, “without seeming 
to realize that high wages, high 
costs and high employment are 
parts of it.” There’s too much 
hesitancy in spending money. Ad- 
vertisers should be ready te add 
more salesmen, put more muney-in 
point-of-sale displays, and imple- 
ment their advertising. 

Third, the advertiser must real- 
ize that the mass market is local; 
he must supply all the material 
and servicing possible to local 
dealers. “You can run all the ads 


NDERWOOpD 


enesents A NEW PORTABi, 


MODERNIZED—Following announcement 
of a new $59.50 Underwood portable 
in the Oct. 15 Saturday Evening Post, 
Underwood dealers will break ads in 
local newspapers featuring a modernized 
keyboard, which includes composite 
arithmetical symbols commonly used in 
business. Underwood has supplied its 
dealers with advertising kits of- mats, 
radio announcements and copy sugges- 
tions. 


you want,” according to Motley, 
“but nothing is accomplished un- 
less the goods move from the 
shelves of the local dealers.” 

Fourth, merchandising must be 
given new stature. “Merchandising 
has become the same story year 
after year with practically no 
change because we haven’t made 
this end of the business important 
enough,” he said. Clients have been 
too ready to relegate it elsewhere 
because they didn’t realize its im- 
portance. 

Fifth, Mr. Motley said, “Don’t 
let them abdicate.” The client must 
realize that the agency or publisher 
can only do so much, and that he 
must take it from there. He illus- 
trated this by citing a case of an 
advertiser in Parade. “We didn’t 
do a thing for him, but we im- 
planted the importance of mer- 
chandising in his mind, and sales 
went up 40% in a month.” 


a Roland W. Welch, director of 
merchandising, McCann-Erickson, 
pointed out that merchandising in 
the grocery field depends on many 
devices and techniques. He cited 
the merchandising success of 
Swift’s Tender-grown chicken and 
Diamond brand walnuts to illus- 
trate that “if you want to punch 
your way into Mrs. Consumer’s 
shopping bag for your client... 
remember to keep punching and 
don’t rely on just one haymaker.” 

Paul E. Biklen of Fuller & Smith 
& Ross said that “while sometimes 
an idea in merchandising may not 
seem to be applicable to your pro- 
duct, look over into other fields 
and see how it has been used there. 
Then, make it fit your product.” 

John Carson, of Lennen & 
Mitchell, gave an example of mer- 
chandising in the drug field by 
describing how Lysol has become 
a big seller through tying it into 
a “sickroom needs drive.” 

John S. Grier, manager of Young 
& Rubicam’s merchandising de- 
partment, stressed the importance 
of making a campaign “palatable 
and complete.” As examples he 
mentioned the complete wrap-up 
of the Four Roses’ live ice-cake, 
and the support given the Pyrex 
Flameware drive. In this, he said, 
“$40,000 was spent to support $50,- 
000 in ads.” 

T. L. Baraard, vice-president of 
Compton Advertising, presided at 
the session. 


Burnett Gets Corn Soya 


Kellogg Co. on Thursday an- 
nounced the appointment of the 
Leo Burnett Co., Chicago, to direct 
advertising for its Corn Soya ce- 
real. Plans for a campaign on the 
product already are in the forma- 


tive stages. 


Lever Chiefs Move 
to New York Dec. 1 


CAMBRIDGE, Mass.—Lever Bros. 
Co., including President Charles 
Luckman and Advertising Vice- 
President James A. Barnett, shift 
from Cambridge to temporary 
quarters in New York Dec. 1 to 
await construction of a new cen- 
tralized office on Park Ave. be- 
tween 53rd and 54th streets. 
Temporary executive offices will 
be maintained at 505 Park Ave. 
and general offices at 80 Varick 
St. 
In New York the company will 
be able to work more closely wi:h 
eight of its ten advertising agen- 
cies, which are located here. 
Simultaneously with the move 
of the parent company, the execu- 
tive and general offices of the 
company’s three subsidiaries, Pep- 
sodent Co., and John F. Jelke Co., 
both Chicago, and Harriet Hub- 
bard Ayer Inc., New York, will 
be moved into the new offices. 


a The new Lever House will be 
erected as a 20-story building at 
a cost of $6,000,000 and is in addi- 
tion to the $55,006,000 plant ex- 
pansion program announced in 
July at ground-breaking cere- 
monies for the company’s Los 
Angeles plant. The Cambridge 
Lever House will be sold. 

Commenting on the expansion 
from the outgrown office build- 
ing in Cambridge, Mr. Luckman 
said: 

“New York is the world’s great- 
est capital of trade and commerce. 
Having our headquarters there 
will bring us into direct contact 
with all phases of the nation’s 
specialized activities which are 
so essential to the advertising, 
merchandising and sale of our 
products, and the conduct and ad- 
ministration of our business. 

“We will, for example, be ad- 
jacent to the primary sources of 
radio, television and advertising, 
all of which play a vital role in 
our continued growth and progress. 
This will enable us to meet the 
challenge and opportunity of a 
highly competitive industry and 
of an expanding economy.” 

Mr. Luckman, onetime archi- 
tect, will work closely with de- 
signers of the new headquarters 
building, which will be ready for 
occupancy by the fall of 1951. 

Lever agencies located in New 
York include Batten, Barton, Dur- 
stine & Osborn; Sullivan, Stauffer, 
Colwell & Bayles; N. W. Ayer & 
Son; Ruthrauff & Ryan; J. Walter 
Thompson Co.; Foote, Cone & Beld- 
ing; Federal Advertising Agency, 
and National Export Advertising 
Service. Other Lever agencies are 
Needham, Louis & Brorby and. 
Tatham-Laird. 


Compton Advertising Adds 
Benedict and Durant 


Compton Advertising, New York, 
has added Lawrence D. Benedict, 
tformerly with Tucker Wayne & 
Co., Atlanta, as 
account executive 
and vice-pres- 
ident in charge 
of sales and mer- 
chandising. He 
will be assigned 
to the Chase & 
Sanborn coffee 
account. 

Simultaneously 
Lloyd Durant was 
appointed to the 
radio department 
as a producer of 
television. commercials. Mr. Durant 
was formerly with Trans-Film and 
RKO-Pathe. 


Grizzard Succeeds Holler 


Gov. Fuller Warren of Florida 
has appointed Beverly Grizzard, 
Leesburg citrus grower and auto 
dealer, to the Florida Advertising 
Commission, succeeding W. E. 
Holler, Mount Dora, who resigned. 
Mr. Holler formerly served with 


L. D. Benedict 


General Motors Corp. 
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Metro Issues New Ad Kit 

A new advertising kit for food 
stores planned to simplify grocers’ 
problems in preparing more effec- 
tive newspaper advertising has 
been issued by Metro Associated 
Services, New York, publisher of 
the Metro Newspaper Service and 
other retail advertising mat ser- 
vices. The kit consists of 50 page 
proofs showing more than 900 il- 
lustrations and mats of all illus- 
trations. Samples will be sent on 
request to any food store or news- 
paper in the U. S. 


Robert Gair Names Clark 

Richard T. Clark, formerly with 
Reynolds Metal Co. in the develop- 
ment of aluminum foil-lined car- 
tons, has been appointed assistant 
sales manager of the folding car- 
tons division of Robert Gair Co., 
New York. He will be in charge 
of Gair-Reynolds Foiline cartons, 
which Gair manufactures with 
foil supplied by Reynolds. 
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Bi-Weekly Video 
Fare Is Coming 
Thing: Stewart 


Eastern Agency Execs 
Hear Experts on AM, 
TV, Printing Methods 


New YorkK—Within the near fu- 
ture, television’s big hour shows 
may be scheduled once every two 
weeks, rather than once a week 
in the radio tradition, to con- 


Four A’s Conference 


serve the star’s talent and the ad- 
vertiser’s money, Donald W. Stew- 
art, advertising manager, Texas 
Co., said last week. 

Mr. Stewart made the state- 
ment at the annual eastern con- 
ference of the American Associa- 
tion of Advertising Agencies. He 
spoke before the radio and tele- 
vision production session. 

“If your show is good there will 
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be no audience loss because there 
is a one-week lapse between 
shows. If this schedule is fol- 
lowed, obviously more rehearsal 
time can be given to each pro- 
gram and in our show with Mil- 
ton Berle there would be less 
chance of his burning out too 
soon,” he said. 

“Furthermore, you could be on 
26 times all through the year and 
I think that next summer many 
nearby resorts will have television 
as an added inducement to build 
up their trade. 

“The other and one of the most 
important reasons for going on this 
basis is the expense involved. It 
will be very hard to justify spend- 
ing as much as $75,000 every week 
for 39 weeks when you can ac- 
complish the same results in 26 
weeks at a saving of about $1,- 
000,000.” 


a This plan should meet with the 
approval of performers, who will 
net about as much for half as many 
shows, and will give more adver- 
tisers a chance to get on tele- 
vision, Mr. Stewart continued. 

Touching briefly on the adver- 
tiser-agency relationship in TV, 
Mr. Stewart cited the need for 
agency television men with stage 
experience and the importance of 
the agency’s handling of the com- 
mercial. 

Paul Raibourn, vice-president of 
Paramount Pictures, told the group 
that he believes the Federal Com- 
munications Commission has “de- 
cided that we are going to have 
color as soon as possible whether 
the industry wants it or not.” 

Charging that radio has been run 
by salesmen, who are guided main- 
ly by research reports that show 
“remarkably constant” audiences, 
particularly for soap operas, Mr. 
Raibourn predicted that showmen 
will have a greater say in the fu- 
ture of television. 


ws Television, if properly devel- 
oped, can make any “advertising 
medium that has gone before it 
look silly,” program producer 
Louis G. Cowan stated. 

However, Mr. Cowan, who still 
has quite a few programs on radio 
himself, suggested that AM will 
always be around to take care of 
people who want to hear enter- 
tainment but haven’t the time to 
look at it. 

Agencies will not be among the 
primary sources of video program- 
ming, he suggested. It rather will 
come from big networks, Holly- 
wood (the film industry) and in- 


‘|dependent producers. 


C. M. Underhill, director of TV 
programs, Columbia Broadcasting 
System, predicted that video fare 
in the future will be more close- 
ly related to the theater and mo- 
tion pictures than radio. He also 
guessed: (1) TV will never be as 
important as radio as a news me- 
dium, except for spot coverage; 
(2) TV will follow talent and 
material wherever it can be found 
—and that probably means Holly- 
wood, among other places. 


s Film producer Richard De- 
Rochemont, who master minded 
the TV film, “Crusade in Europe,” 
for March of Time, said the agen- 
cy should be brought in early on 
such a production to make sure 
that the commercial is properly in- 
tegrated. 

He proposed that all persons 
concerned might profit if agen- 
cies assigned a talented man to 
spend some time with film pro- 
ducers and learn the problems of 
making movies for TV. 

John Crosby, radio-TV critic of 
the New York Herald Tribune, 
went on record with the prophecy 
that “television will sooner or la- 
ter replace radio absolutely.” He 
urged telecasters to place the em- 
phasis on “idea men, not on the 
Schwerins and Hoopers.” 


@ Lee Wood, executive editor of 


the New York World-Telegram, 
told the public relations meeting 
he considered the current A&P 
campaign “one of the best ex- 
amples of recent use of newspaper 
space.” 

Mr. Wood also conveyed the 
somewhat unpalatable news to the 
agency men that he challenges 
whether it is a good thing to have 
the advertising agent represent its 
client in public relations. 

“My feeling is that it is better 
to divorce the two,” he said, rea- 
soning that when an agency rep- 
resentative calls on him “he runs 
the danger of bringing in the over- 
hanging threat of an advertising 
account.” He’ recommended that 
public relations men ‘get to know 
news men well, that they sit high 
in management, and that they 
learn to use simple language and 
readily understood arguments. 


= Claude Robinson, president, 
Opinion Research Corp., told the 
meeting that advertising presents 
a great advantage of public rela- 
tions in that its message is con- 
trolled. He said industry’s reac- 
tion on public relations messages 
was conditioned by the “public’s 
preoccupation with ends,” not the 
means by which they are achieved. 
Advertising, he said, needs to cre- 
ate an intellectual “set,” that ad- 
vertising copy for public relations 
messages needs to be simpler, and 
advertising insertions must be 
stepped up. In public relations as 
in product advertising, he re- 
minded the group, repetition and 
frequency are important. 

At the meeting for mechanical 
production people, the theme of 
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speeches and practical demonstras 
tions was based on the slogan 
“New Ways of Doing the Impog” 
sible.” 


a E. F. Church, assistant produg 
tion manager of Time Inc. ang 
manager of the operating divi. 
sion, summarized the achievements 
of the Four A’s-National Associa- 
tion of Magazine Publishers joint 
committee on the improvement of 
the physical presentation of ad. 
vertising in magazines. 

“The job of improving the phys- 
ical presentation of advertising in 
magazines is a continual one, and 
is as well a cooperative one 
on the part of all concerned,” he 
reported. 

Citing specific improvements as 
listed by magazine publishers, Mr. 
Church said: “We have today a 
concentrated group effort on the 
part of agencies and publishers to 
improve reproduction. There is 
evidence that our suppliers of ma- 
terial are better informed, and 
are willing and anxious to co- 
operate. And we have evidence of 
improvement in our results, the 
expected consequence of the first 
two actions I have just noted.” 


ws Ben Dalgin, director of art and 
reproduction, New York Times, 
speaking on results and improve- 
ments to newspapers and adver- 
tisers by joint committee reports, 
emphasized that gains made and 
improvements still to be achieved 
require complete understanding 
and cooperation of advertising 
agencies and newspapers. 

“As I see it,” he pointed out, 
“next in importance to financial 
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returns in advertising is printing 
uality, and I might add good 
printing contributes to better pull- 
ing power ... our mutual client is 
in the middle and relies upon our 
relationship to give him the qual- 
ity of newspaper printing he has 
a right to expect. If the coopera- 
tion between us is wholehearted 
unreserved, our client will 
satisfied and complete in this 
world of strain and stress.” 

Dr. R. M. Schaffert, supervisor 
of graphic arts research division, 
Battelle Memorial Institute, Co- 
mbus, O., gave the Four A’s 
members present an up-to-date re- 

on the latest methods de- 
yeloped by technical research. Dr. 
Scha‘fert covered significant late 
developments in electrotyping, 
phot oengraving, bookbinding, li- 
thocraphy, casting processes for 
decirotypes, and printing inks. 


A’S MEDIA PANEL 
NWORRIED BY TV 
New YorK—Television will find 
ts place as a member of the fam- 


ily of advertising media rather 
than dispossess any older member 
of the family circle. 

TV, newspaper, magazine, out- 
door and radio representatives, 
speaking at the media session of 
the Four A’s annual eastern con- 
ference, agreed on this point. 

Kerwin H. .Fulton’s answer to 
the question at hand—“What will 
television do to other media val- 
ues?”—was typical. Mr. Fulton, 
president of Outdoor Advertising 
Inc., saw room for contributions 
from television and all other me- 
dia in creating the mass sales vol- 
ume needed to keep the nation’s 
economy expanding. 

Mr. Fulton visualized television 
(“there is no television outdoors’’) 
as having no great effect on out- 
door advertising, but predicted it 
will bring about advances in ad- 
vertising techniques, and that use 
of media combinations will be- 


come more important. 


s Admitting that “radio is al- 
ready under the gun” in some 
TV-blitzed markets, William S. 
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magazines offer, this is the score 
on business owners and partners who 
read The KIWANIS Magazine. 
Another 33% are corporate officers 


in the KIND of circulation 


and directors. Write for the complete 
analysis of the Kiwanis market. 


PUBLISHED FOR COMMUNITY LEADERS 


ze the, 
hn = 


MEMBER A. B.C. 


Gittinger, vice-president in charge 
of network sales, CBS, suggested 
that radio—-still the leader through- 
out the nation as a whole—will 
always have a place in the over- 
all picture. He pointed out that 
14,000,000 new radio sets were 
bought last year and that the av- 
erage family in this country lis- 
tens to old or new receivers six 
hours a day. 

Mr. Gittinger expects video to 
contribute to all media by keep- 
ing more people at home more and 
to its own advancement by attract- 
ing advertisers who have eschewed 
sound broadcasting. 

Frank Braucher, president of 
Magazine Advertising Bureau, 
cited the phenomenal growth of 
magazines, coincident with the rise 
of radio as a major medium, to 
show that publications can be ex- 
pected to weather competition. 

Radio advertising grew from 
$88,000,000 in 1938 to $239,000,000 
in 1948, he said, while magazine 
advertising jumped from $143,000,- 
000 to $463,000,000 during the 
same period. 


= Newspapers, which scored their 
third successive all-time high in 
national revenue in 1948, have 
fared equally well despite radio 
and can be expected to continue 
to prosper in the face of another 
new medium, Harold S. Barnes, 
director, Bureau of Advertising, 
American Newspaper Publishers 
Association, told the group. He 
foresaw rising total advertising 
expenditures. 

Among newspapers’ advantages 
as compared to television, from the 
advertiser’s point of view, he listed: 
(1) flexibility; (2) local news and 
advertising coverage; (3) assur- 
ance of getting the customer’s 
attention if he looks at the paper 
at all, unlike radio and video 
advertisers who must wonder, 
said Mr. Barnes, if the public will 
tune in their program or that of 
a competitor. 


a The only ominous sounds came 
from Sylvester L. (Pat) Weaver, 
National Broadcasting Co.’s new 
vice-president in charge of tele- 
vision, who warned that other me- 
dia had best be on their guard be- 
cause “television is on the march.” 


Weaver said, “but it’s going to be 
a whole milk medium soon. In the 
cities which have had TV quite 
a while, it already can reach as 
many people among the upper in- 
come groups as do national mag- 
zines.” 

He prophesied a decline in the 
share of the advertiser’s dollar by 
printed media and radio, but 
added, “Five years from now ra- 
dio will still be able to reach 
more non-television set owning 
families than magazines reach 
now.” 


Doubleday Boosts 
Hardy, 3 Others 


New YorK—Doubleday & Co. 
has shifted four members of its 
advertising and promotion staffs 
in a partial reorganization. 

Jerome Hardy, previously ad- 
vertising manager of the Double- 
day trade department, will be ad- 


John Sargent 


vertising manager of book clubs. 
He will be responsible for the ad- 
vertising and promotion of the 
Literary Guild of America. With 


Jerome Hardy 


“It’s a cream medium now,” Mr. 


Doubleday since 1946, Mr. Hardy 
was engaged in public relations 
for the Automotive Safety Foun- 
dation before joining the company. 

Charles Sherman will continue 
as advertising director of the book 
clubs and mail order departments. 

John Sargent, with Doubleday 
as a writer since 1945, has been 
named trade advertising manager 
to handle space advertising. He 
was with the advertising and cir- 
culation departments of Time Inc. 
before the war. 


ws Robert Preyer, previously ad- 
vertising manager of the Garden 
City Publishing Co., Doubleday 
subsidiary, has been promoted to 
advertising and sales promotion 
manager. 

Fred Rosenau, engaged in sales 
promotion since joining the com- 
pany in 1947, has been appointed 
sales promotion manager to han- 
dle cooperative advertising, circu- 
lar operations, and other promo- 
tional activities for trade, junior 
books, and Crime Club. He was 
previously with Caxton Press. 
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KRON-TV to Telecast Soon 


KRON-TYV, San Francisco, owned 
and operated by Chronicle Pub- 
lishing Co., will begin commer- 
cial operations Nov. 15. It will 
be an affiliate of National Broad- 
casting Co. and will operate on 
Channel 4 daily except Saturday. 
New studios have been built in 
the Chronicle Bldg., Fifth and 
Mission Sts. 


Cooley Appoints Hartigan 
William J. Hartigan, formerly 
financial editor of the Hartford 
Times, has been appointed to the 
newly created position of director 
of public relations of Cooley & 
Co., Hartford investment concern. 


Appoints Alfred Smith 

Alfred E. Smith, formerly with 
Charles R. Stuart Advertising, San 
Francisco, has joined the San 
Francisco office of Harrington, 
Whitney & Hurst as director of 
marketing and research. 


Heslin Joins Station WDRC 

Norma F. Heslin has joined the 
commercial department of Station 
WDRC, Hartford. 
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Nielsen's Ist TV 
Report for N. Y. 
Goes to Subscribers 


Cuicaco—Several months later 
than originally planned. A. C. 
Nielsen Co. last week released its 
first New York TV Nielsen-Rat- 
ings, the initial report covering au- 
diences in August. 

Prepared for subscribers only 
(Nielsen will not have a regular 
report on TV leaders for more 
than a month), the new TV report 
is contained in a 44%%”x9%” 27-page 
booklet set up almost exactly like 
Nielsen’s report on AM audiences. 

The report for August shows a 
map of the New York television 
area, an explanation of how Niel- 
sen measures the audience and 
how to interpret the data, a chart 
showing TV audience trends (per 
cent of TV homes using TV by 
hours of day), and 20 pages con- 
taining the following data on au- 
diences: 

Total number and percentage of 


"FACT. 


IMPLEMENT & TRACT 
provides the leading dealer- 
jobber circulation in the farm 
equipment field. 


IMPLEMENT & TRACTOR 
has the highest subscription 
rate. Its readers pay more be- 
cause I & T’s 10 exclusive 
editorial features and business 
ervices are not duplicated by 
any other farm equipment 
publication. 


IMPLEMENT & TRACTO 
is the only publication in its 
field to win the “Pulitzer 
Prize of Industrial Journal- 
ism’. Twice, | & T received an 
Industrial Marketing award 
for editorial excellence. No 
other farm equipment publi- 
cation has ever been awarded 
this honor. 


IMPLEMENT & TRACTOR 
carries the leading advertising 


IMPLEMENT & TRAC. 
TOR’s leading dealer-jobber 
F coverage, highest subscription 
rate, proven superiority and 


~TMPLEMENT. 
— gTRACTOR © 


KANSAS CITY 6, MISSOURI 


National Nielsen-Ratings of Top Radio Shows 
Week of Aug. 28-Sept. 3 
All figures copyright by A. C. Nielsen Co. - 


Current Previous | 
Rank Rank Program 
EVENING, ONCE-A-WEEK 


1 Lux Radio Theater .......... 
2 1 ee MEP wee scdseeseapetes 
3 “t < BB Ss Wis Pe a8 v5 + oes 
4 3 _ Crime Photographer ........-- 
5 F.B.1. in Peace and War ..... 
6 Arthur Godfrey's Talent Scouts. 
7 5 This Is Your F.B.1........... 
8 4 Our Miss Brooks ............ 
9 17 Mr. Chameleon ............-- 
10 2 Mr. District Attorney ......... 
ll My Friend Irma ............-- 
12 10 Adventures of Sam Spade...... 
3 8 Se eee 
14 6 -_ ot <i 
15 13 inner Sanctum ...¢%......... 
16 22 Grand Ole Opry ...........-- 
17 11 Mr. & Mrs. North ........... 
18 9 M Me acicetset cate 
19 15 OE, p:cncuye' P00 dees 
20 25 a EE edo d ots heb ed on 
EVENING, MULTI-WEEKLY 
1 1 = ear a ae 
2 2 ee ee eee rear 
3 3 PE cb dat dest devadveves 
DAY, SATURDAY 7 
1 2 Arms Be cadet as o's 
2 1 Grand Central Station ....... 
3 3 Stars Over Hollywood ........ 
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Homes Current Points 
(000) Rating Change 
Th ie tubes Bia 6,913 17.6 
Ch Fay Eye here 6,089 15.5 +3.2 
Pt Aa te es 5,735 14.6 
ee es le oe TO 142. +28 
Javnaehansheartel 5,539 14.1 
<6 #ARDG Dee BLe > dale 5,342 13.6 
ORS RT en Pr 4,871 12.4 + 
sin ak ed haw cmbana 4,871 ‘12.4 +12 
LL tdgied ures ban oe 4,832 12.3 +4.0 
» Veive ar tere eae 4,714 12.0 +0.3 
eaae eee taaienee 4,674 11.9 
Ta dap ate oo deen 4,517 11.5 +2.0 
seiardchtnseneana 4,478 11.4 +1.6 
oie. Jeutnane toda +3 11.1 +0.1 
ssh Se ates b> Vi neal 4,3. 11.0 +17 
ALR SPOT 4,282 10.9 +3.4 
Kea cabs 6 pi ee 164 10.6 +12 
vad dated eadet he 4,164 10.6 +10 
stad o¥ Bele 6 cake 4,164 10.6 +2.3 
he kia sn thx dase 4,125 10.5 +3.1 
S icicetihs anne eer 2,828 7.2 | +0.4 
bisa idan dsaneek eee 828 7.2 1.0 
SabdesVaeaus evste 2,475 63 86 8 
Fe tae ony ey Beh 3,575 9.1 +0.4 
i ad co chewceebbes 3,378 8.6 —0.5 
Eas ian eden titen 3,182 8.1 —0.5 
Vonipes dagaaoaae 2,318 5.9 —11 
dkhlb ra muateNeres 2,318 5.9 —1.0 
Pied oddPuceont¥ee 1,218 3.1 —0.4 


‘|sets (based on an estimated 643,- 


000 sets in the area for August) 
tuned in to all stations, total sets 
and percentage of all sets tuned 
to each program on each station 
(percentage given for both avail- 
able and actual audiences). 

The August report is called pre- 
liminary to “official inauguration” 
of Nielsen’s TV ratings for the 
New York area due next month. 
The report for September and la- 
ter months will also show previous 
month percentage figures. 


HOOPER SETS-IN-USE 
COLUMN IS REVISED 

New YorxK—C. E. Hooper Inc. 
will replace the sets-in-use col- 
umn in the “Pocketpiece of Pro- 
gram Hooperatings” with time- 
period potential information more 
suited to the “changed broadcast 
conditions provided by TV.” 

Inserted instead of sets-in-use 
will be three new columns: (1) 
Broadcast Audience Index—radio 
and (or) TV homes using sets; 
(2) TV Audience Index—use in 
homes identified as TV homes; 
(3) Radio Audience Index—use 
in radio homes. 

“The purpose,” Mr. Hooper ex- 
plained, “is to perpetuate pro- 
gram Hooperatings on a radio- 
homes base as a consistent, com- 
parative source of relative talent 
popularity records to serve the in- 
terests of the radio network ad- 
vertising buyer and seller just as 
well as though television had never 
happened. These radio network tal- 
ent Hooperatings, dating from 1934, 
have been the industry’s only long- 
time, comparative popularity rec- 
ord. Failure to isolate radio-only 
homes and use them for rating 
bases would later destroy these 
longtime comparability trends.” 


Merrell Elects Gampfer 


Nelson M. Gampfer, vice-presi- 
dent and director of sales and ad- 
vertising, has been elected presi- 
dent and general manager of Wm. 
S. Merrell Co., Cincinnati, manu- 
facturer of ethical medicines. He 
succeeds Thurston Merrell, who 
has been made chairman of the 
board. 


Smith Tranfers to WOR-TV 


Jeff Smith, formerly production 
manager of WOR, New York, has 
been assigned similar duties at 
WOR-TV. His former assistant, 
William C. Taylor, will replace 
Mr. Smith as WOR’s production 
manager. 


Changes to Tabloid Size © 


The rotogravure section of the 
Milwaukee Journal became a tab- 
loid Oct. 2, and the name of the 
section has been changed to Pic- 
ture Journal. 


A&P Ad Features 
Others’ Support 
in Anti-Trust Case 


New YorK—Last week competi- 
tors of the Great Atlantic & Pacific 
Tea Co. joined forces with the 
grocery leader in its fight against 
anti-trust litigation(AA, Oct. 3). 

In Waynesboro, Ga., C. Whit 
Blount’s Waynesboro Groceteria 
ran copy in the Waynesboro True 
Citizen opposing the move by the 
anti-trust division of the Justice 
Department on the grounds that, 
while A&P competition keeps the 
Groceteria on its toes, suppliers are 
also held in line, making it pos- 
sible for all to sell at lower prices 
also: 

The ad, placed voluntarily by 
Mr. Blount, was reproduced by 
A&P for its campaign schedule of 
2,000 newspapers across the coun- 
try. A&P added a reprint of an edi- 
torial from the Atlanta Journal. 
The editorial praised the ad for 
sportsmanship, and pointed out the 
effectiveness of the ad for Mr. 
Blount’s Groceteria, which it 
quoted in full. 


a Earlier, Stop & Shop, New Eng- 
land grocery chain, ran similar 
copy in Boston papers, headlining 
the message with “to whom it may 
concern—and we think this con- 
cerns everybody.” Empire Stores 
joined the fight in the Albany 
area, and Schwegmann Bros. su- 
permarket in New Orleans. 

A&P is undecided whether it will 
continue using competitors’ ‘sup- 
port for its national campaign this 
week, or go back to its original 
copy themes. 

Paris & Peart is handling the 
account. 

A&P got no help, however, from 
Independent Grocers Alliance. The 
giant IGA last week ran an ad in 
newspapers saying, “Regardless of 
competition IGA will always bring 
you everyday low prices! ... This 
may surprise you... IGA’s operat- 
ing costs, both wholesale and re- 
tail, are as low, or lower, than 
those of any other system in the 
food industry today!” 

The full-page ad did not men- 
tion A&P. Copy stressed that, IGA 
stores are independently owned. 


Lipton Offers Premium 


Thomas J. Lipton Inc., Hobo- 
ken, N. J., is offering a Mirro pan 
for 50¢ and the top from a three- 
package carton of Lipton noodle or 
vegetable soup. Full-color pages 
will promote the offer this month 
in The American Weekly, Parade, 
This Week Magazine, and nine 
newspaper Sunday supplements. 


Buddy Clark Dies 
in Plane Accident; 
NBC Men Injured 


Ho._tywoop—Condition of all 
surviving passengers of a Los 
Angeles plane crash, which took 
the life of radio star Buddy Clark 
Oct. 1, has been announced as sat- 
isfactory. 

Most seriously injured was Jen- 


1.2] nings Pierce, director of station re- 


lations and public service for Na- 
tional Broadcasting Co.’s western 
division. He suffered a fracture of 
the skull, lacerations and minor 
shock, but is expected to recover 
completely. 

Frank Berend, sales manager of 
NBC’s western division, suffered 
minor shock and lacerations about 
the body. Sam Hayes, NBC news- 
caster, suffered slight injuries 
which kept him off one of his 
daily newscasts. . f : 

Mr. Clark was to have starred 
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in the “Carnation Contented Hous? 
returning from its summer hiatus 
on the following day. The opeg 
ing program was canceled, with, 
replacement for Clark not yet de 
cided. . : & 


& 


z 
DuMont Promotes Witting — 

Chris J. Witting has been ag 
pointed executive assistant 
Mortimer Loewi, director of the 
DuMont Television Network, New 
York. Mr. Witting, who joined Du. 
Mont in 1947 and has been assist. 
ant network director in charge of 
administration and operation since 
May, will be in active charge of 
ro Aggy organization, Mr. Loewj 
said. 


Changes Bases of Guarantee 
True Story Women’s Group and 
the individual magazines in the 
group will base their guarantees 
on the average of the issues actu- 
ally used by the advertiser in any 
one calendar year, effective with 
the January, 1950, issue. Previous- 
ly, guarantees were based on year 


'ly averages. 


STILL AVAILABLE IN A FEW MARKETS 
A special feature program with high 
HOOPER, where celebrities give clues 
about themselves—plus a merchandising 
*thook’’ that guarantees traffic to the 


ua. TATE 


~ READILY SALEABLE | 


PACKAGED PROGRAMS 


FLAT RATE 
BASIS... 


Now you can purchase transcribed fea- 
ture programs at a straight unit cost 
without regard to wattage or rate card 
rates. As an example, 78 episodes of 
“The Smiley Burnette* Show” can be 
had for as low as $100.00. 


Also available for immediate broadcasting are 
“NOTHING BUT THE TRUTH” 


* Cowboy star of ‘Durango Kid"’ series for Columbia Pictures 


WIRE OR PHONE FOR EXCLUSIVE 
RIGHTS IN YOUR TERRITORY 
Audition discs available — $2.00 depesit required. 


RADIO PRODUCTIONS 


360 NO. MICHIGAN AVE. + CHICAGO 1, ILL. * RAndolph 6-6650 ) 


LOW COST 


by Alexander McQueen 


“WHEN DAY IS DONE” 
by Frann Weigle 


Young & Rubicam is the agency. 
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er natas Exporters Not 
“ with a oy 
: ds 
ve el Increasing Ads, 
j : 
ben of Men Told 
ben op Agency Men 10 
— 
ro , 
oy New i comene from Page 1) 
—, aS 2. A forecast on international 
charge of advertising budgets for 1950, based 
tion since Mon a survey made by the Export 
charge of Advertising Association, which 
fr. Loew] #M showed that 75% of export adver- 
tiers queried believe that the 
ylume will be about the same as 
rantee 1949. . 
roup and 3. A prediction by August Maf- 
Ss in the Migy, vice-president, Irving Trust 
sa ‘on (o., and formerly vice-president 
er i all ync economic adviser of the Ex- 
tive with »ort-Import Bank, that despite de- 
Previous- aluation of foreign currencies, 
on year mther nations are likely to spend 


ather than save dollars, and that 
_S. export trade is likely to con- 
inue at a rate of about $16 billion 
annually with little variation. 

4. Statements at panel sessions 
ndicating that a fundamental 
hange is taking place in foreign 
ade, and that the trend is toward 
he export of capital rather than 
of products. The employment of 
pyaliy arrangements whereby 
U.S. nanufacturers license foreign 
anufacturers to use a basic pat- 
ent 2nd trademark rights is re- 
porte to be increasing. 

5. statements by manufacturers’ 
representatives as well as by ad- 
ertising men that export adver- 
ising budgets are too low. 


————_ _ 


a Joshua B. Powers, president of 
oshua B. Powers Inc., interna- 
ional media representative, pre- 
sented the results of the survey 
onducted by the association on 
the prospects for export advertis- 
ing next year. 

A questionnaire was sent out to 
650 export advertisers. The sur- 
vey released at the convention is 
based on the first 200 replies, and 
reportedly represents a cross-sec- 
tion of American business. A ma- 
jority of the companies queried sell 
from 11% to 40% abroad. 

Answers show that management 
of 94% of the companies engaged 
in export business favors increas- 
ing foreign sales activity. Of these, 
10% sell drugs and toiletries; 23% 
sell automobiles, trucks, parts and 
equipment; 5% sell foods, bever- 
ages and tobacco; and another 
5% sell rubber goods. In all, 19 
categories are represented, includ- 
ing both consumer and capital 
goods. 

With respect to media used, 76% 
use U. S. export publications, 45% 
use local newspapers in the various 
markets covered, 43% use local 
magazines, 37% use export con- 
mg magazines, and 17% use 
radio. 


. Concerning control of advertis- 
ing, 65% of the companies control 
their own in the U. S.; 6% handle 


4 still their business locally and the re- 
he mainder divide control between 
pur job$ HU. S. headquarters and foreign 
xe of territories. 

; Percentage of export advertis- 

ing to total foreign sales showed 
go that 82% spend 5% or less; 9% 
ses spend from 5% to 10% of sales, 
EY. and about 9% spend 11% or more. 


With this expenditure, 82% have 
greater foreign sales than they 
had in 1938 while 8% have about 
the same volume and 10% less. 
Of those with greater sales than 
in 1938, 40% have more than dou- 
ble the volume and another 13% 
= from 50% to 100% greater 
es. 

On predictions for 1950, 75% 
think that their volume will be 
about the same as this year and 
25% think the total will decline. 
But some of these pessimists,” 


< 


lights them all... 


LIGHTS THEM ALL—This Ronson ad, run- 

ning in Life and The Saturday Evening 

Post, features five leading cigaret brands 

in full color. Grey Advertising Agency, 
New York, is the agency. 


about what the other fellow will 
do and not of themselves, because 
when asked how the volume of 
their own export advertising dur- 
ing 1950 will compare with 1949, 
only 18% said that it would be less, 
and 52% said it would be about the 
same. One-fourth will be up, and 
4% actually believe that the ex- 
penditure will be greater than this 
year.” . » 


a Mr. Maffry told the delegates 
that there would be no flood of 
foreign goods into this country 
as a result of currency devalua- 
tion abroad, because most foreign 
manufacturers neither have the 


compete in the American market. 
Moreover, they will be unable to 


‘|divert any large quantities of 


goods from their own home mar- 
kets. : 

New foreign investments by 
American manufacturers may be 
expected to continue at about the 
present rate, he said, and Amer- 
ican export trade, he predicted, 
will continue at about $16 billion 
annually. The sales effort, how- 
ever, he said, will have to increase, 
and advertising budgets, accord- 
ingly, will have to be stepped up. 


s Braxton Pollard, manager, in- 
ternational advertising, Monsanto 
Chemical Co., said that the cur- 
rent expenditure of $50,000,000 on 
export advertising is entirely in- 
adequate considering the market 
potential. 

Mr. Pollard emphasized the nec- 
essity of determining three basic 
factors before advertising in ex- 
port markets. These are: (1) 
Where do you want to go? (2) 
What forces will be necessary to 
take you there? (3) How much 
will those forces cost? 

“Overseas advertising,” he said, 
“has to be done on a long-range 
basis. The time lag between plan- 
ning and appearance is too great 
for cost control geared to the sud- 
den fluctuations that often occur 
in foreign sales. 


w Dr. Vergil D. Reed, director of 
research, J. Walter Thompson Co., 
stressed the need of more research 
in the international field, which 
he said is still more or less ex- 
ploratory in many market areas. 

Panel sessions on technical as- 
pects of foreign advertising fea- 
tured the one-day convention. Of- 
ficers of the Association include: 

William S. Honneus, Time In- 
ternational, president; G. Allen 
Reeder, Esquire Inc., and E. K. 
Clark, Republic Steel Corp., vice- 
presidents; A. M. Martinez, Mel- 
chor Guzman Co., treasurer, and 
Walter R. Bickford, Export Trade 
and Shipper, secretary. 


Buys Power Equipment Firm 

A. J. Kempfert, formerly sales 
manager of the metal specialties 
division of the Milwaukee Stamp- 
ing Co., has purchased the 23 year 
old Milwaukee Power Equipment 


Mr. Powers said, “are thinking 


Co., distributor of industrial and 
construction tools and equipment. 


plant capacity nor the incentive to 


Last Minute News Flashes 


“Reader's Digest.’ ‘Time’ Foreign Rates Cut 


New York—Reader’s Digest has announced cuts up to 30% in dol 
lar advertising rates for 12 of its international editions as a result of 
currency devaluations. Australian, South African, Swedish, Norwegian, 
Finnish, Danish, Paris, French Provincial, French Intercontinental, 
Belgian, German and Italian editions are affected. Time Inc. last week 
said U. S. advertisers in Time’s Canadian edition. would get a 9% 
discount, retroactive to Sept. 5. This edition’s rate cards will hence- 
forth be quoted in Canadian dollars instead of U. S. currency. Time 
Inc. is expected to announce new rates for other international editions 
this week. 


Subscription Agencies Form Association 


New Yorx—Five of the leading magazine subscription agencies—Na- 
tional Circulating Co., National Literary Association, Periodical Sales 
Co., Publishers’ Continental Sales Corp., and Union Circulation Co.— 
have formed the Association of Subscription Agencies, with Frank 
Ware, circulation consultant, as president and executive director. The 
group plans to improve practices and operations in the field, and ex- 
pects to include agencies which produce between $18,000,000 and $20,- 
000,000 annually in gross magazine subscription sales. 


Casco Steam Iron Campaign Opens 

Bripcerort, Conn.—Casco Products Corp. has just launched a cam- 
paign promoting its new Casco steam iron in the Philadelphia Bulletin, 
Boston Globe and New York Times. Magazines include Better Homes 
& Gardens, Collier’s, Good Housekeeping, Ladies’ Home Journal and 
The Saturday Evening Post. Business papers have been used since July. 
Norman D. Waters & Associates, New York, is the agency. 


Mack Truck Advertising in Higher Gear 


New YorK—Mack Trucks Inc. will step up its year-end consumer 
advertising with spreads and full pages in four-color, two-color and 
b&w in November and December issues of Business Week, Forbes, 
Fortune, Newsweek, The Saturday Evening Post, Time and Wall 
Street Journal, Owners of old Mack trucks will be invited to “bring 
their vénerable machines back home for special trade-in considera- 
tion.” Erwin, Wasey & Co. handles Mack’s consumer account, and 
Doyle, Kitchen & McCormick its business paper advertising. 


Seeman, Maiden Form, Robeson Sign Doan Show 


New York—Seeman Bros., Maiden Form Brassiere Co. and Robeson 
Cutlery Co. will co-sponsor portions of Dorothy Doan’s “Vanity Fair,” 
over three CBS-TV stations starting after the World Series. These con- 
tracts, signed through William H. Weintraub Co., account for more 
than half the time on the five-day, 30-minute afternoon program. 


NAMP Issues Study on Costs; Other Late News 


The National Association of Magazine Publishers has issued a study 
of paper costs showing that in 1948, 26% of publisher revenue went to 
paper manufacturers, compared with 21% in 1935-39. Publishers’ profits 
have dropped from 6.7% to 4.9% in the same period and still are de- 
clining. e William G. Bartel, who resigned as vice-president and di- 
rector of John A. Cairns & Co. a week ago, has joined Ellington & Co. 
as an account executive. e Sterling Salt Co. broke a campaign offering 
four Christmas star narcissus bulbs for 25¢ and a blue wrapper from 
the product in 120 newspapers Oct. 6. Duane Jones Co. is the agency. 

Pic magazine, dropped by Street & Smith late last year, will reap- 
pear as a bi-monthly on the stands Oct. 14. Wagner Publications, New 
York, headed by Victor Wagner, former Pic editor, has obtained use of 
the title. The first print order will be 300,000. No advertising rates are 
set as yet. e Frank White, president of Mutual Broadcasting System, 
last week announced that “network coordination studies” are already 
in progress for Mutual’s five stockholder stations. e Television set 
owners in New York siate are assured replacement of parts and tubes 
under a plan announced by RCA Service Co., Camden, N. J. Plan pro- 
vides for replacing parts and tubes during the one-year period of a 
renewal service contract under an insurance policy. 

True Story and Independent Grocers Alliance will collaborate on a 
“sellebration” sale Oct. 13-26, with 20 products. participating. The 
products are made by General Foods, Swift, Colgate-Palmolive-Peet, 
Kellogg, Corn Products, Nestle, Pillsbury Mills and Lever Bros. 


Tucker Fraud Trial 
Opens, May Continue 
for 3 or 4 Months 


Cuicaco—Preston Tucker, head 
of the bankrupt Tucker Corp., last 
Tuesday drove to the U. S. Court- 
house here in one of his rear-eng- 


using the mails to defraud; for 
obtaining money and property un- 
der false pretenses and promises; 
sale of securities by those methods, 
and conspiracy. 

As AA went to press, the iesti- 
mony and charges regarding ad- 
vertising of the company had not 
yet been presented to the court. 


ine Tucker cars as the trial of 
Tucker and seven of his company’s 
executives got under way. 

What may become one of the 
longest trials ever held in Chi- 
cago opened in the courtroom of 
Judge Walter J. LaBuy, in which 
a public address system had been 
installed for the onlookers. 

In addition to Preston Tucker, 
defendants include Cliff Knoble, 
former advertising director; Fred 
Rockleman, executive vice-presi- 
dent of the company; Floyd D. 
Cerf, head of the investment house 
which handled the Tucker stock 
issue; Robert Pierce, former 
Tucker treasurer; Mitchell W. Du- 
lian, former general sales mana- 
ger; Otis Radford, former director, 
and Harold A. Karsten, who han- 
dled promotion. 


Defendants are charged with 


a Meanwhile, neither Collier’s nor 
Reader’s Digest last week had any 
comment to make on the charge 
that articles published by them en 
the embattled Tucker automobile 
company constitute contempt of 
court. Albert Dilling, attorney rep- 
resenting Robert Pierce, one of 
Preston Tucker’s indicted asso- 
ciates, last week told the Chicago 
federal court that publication of 
the articles before the trial of 
Tucker and seven others on mail 
fraud charges was a Violation of 
federal law. 

The Collier’s article on the 
Tucker Corp. appeared in the June 
25 issue. The Digest later reprinted 
a condensed version. 

Judge Walter LaBuy took Mr. 
Dilling’s motion under advisement 
and overruled the lawyer’s sug- 
gestion that the trial be delayed. 
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Whole World 
Now Can Hear 
World Series 


New YorK—It’s an all-New York 
World Series this year, but base- 
ball followers throughout most of 
the Western Hemisphere needn’t 
miss out on the excitement. 

In the United States, 704 AM 
stations—the Mutual Broadcasting 
System, plus additional ones—and 
49 TV stations in 27 cities are cov- 
ering the classic diamond event. 
The radio outlets get paid for their 
time by Gillette Safety Razor Co. 
(Maxon Inc.), longtime sponsor of 
the series; the television stations 
do not. 

The series is also broadcast 
overseas via short wave. 

In five cities (Boston, Brook- 
lyn, Chicago, Milwaukee and 
Scranton, Pa.) the entire series is 
being televised on movie house 
screens. 

Brooklyn’s Fox theater last week 
was doing capacity business with 
the World Series on a movie-size 
TV screen as the big draw. People 
were jamming into the theater 
well before the game to assure 
themselves of choice seats. No- 
body seemed to object to the $1.20 
admission charge—about double 
the usual daytime fee. 


a Nor were the members of the 
audience, predominantly men and 
children, disturbed at getting all 
of Gillette’s commercials as well 
as a dog picture and a James 
Cagney feature. 

As AA went to press the prob- 
lem hadn’t presented itself, but 
Fox promised a 65¢ refund in case 
a game was rained out. 

Fabian Theaters Corp., which 
reportedly paid $10,000 for the the- 
ater rights to the baseball classic, 
is testing large screen TV in its 
Fox theater. It may be installed 
in other houses in the Fabian chain 
if the experiment pleases the 
owners. The Fox television equip- 
ment—Radio Corp. of America’s 
instantaneous system—cost ap- 
proximately $25,000. 

Fox ran advertisements. in New 
York and Brooklyn papers to at- 
tract customers, who turned out 
to be not so overwhelmingly pro- 
Dodger as might be expected. 


= Bar and tavern owners, who as 
usual complained that sports lov- 
ers came to look at TV, not to 
drink, were catering largely to 
regular customers. One hotel bar, 
which is frequented by business 
men from nearby offices, was re- 
served for the entire series by 
these executives who generally 
lunch there anyway. Here and 
there, a bartender put on a series 
minimum charge to make sure no- 
body spent nine innings with the 
same beer. 

In Chicago, meanwhile, Balaban 
& Katz’ State-Lake Theater came 
close to a sell-out in the early 
games of the series. The B&K Video 
Transcription system in the Chi- 
cago Theater (across the street 
from the State-Lake) was used to 
put the TV image on 35 mm. film, 
and it was rushed across the street 
to the State-Lake every 15 or 20 
minutes. 


Trent Names Christianson 


W. C. Christianson has been ap- 
pointed sales manager of Trent 
Tube Co., East Troy, Wis. The 
company is a subsidiary of Cru- 
cible Steel Co. of America, man- 
ufacturer of stainless and high al- — 
loy steel tubing. 


Joins Casler, Hempstead 

F. Clifford Estey, formerly vice- 
president of W. W. Garrison & Co., 
has joined the Chicago office of 
Casler, Hempstead & Hanford as 


account executive. 
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'L. A. Mirror’ 
Comes Long Way; 


Increases Rates 


Still in Red, But Niche 
Established; Colorful 
Classified Ads Popular 


Los ANGELES—One year ago, Los 
Angeles citizens found it hard to 
escape the phrase, “What Will You 
See,” which hit them everywhere, 
on outdoor boards, via radio spots, 
and in their daily newspapers. By 
this time, after an unprecedented 
teaser campaign, they had learned 
it referred to the long speculated- 
about Mirror, which was launched 
Oct. 11, 1948. Parent of the new 
newspaper was the Times, through 
the Times-Mirror Co. 

What 406,486 purchasers saw 


f 
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Kits: Pats. Pend. 


These useful Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 
model building and hobby 
crafting — are constant re- 
minders of your products 
and services .. . and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel 
... handles are of durable, 
bright red plastic. All 
tools are housed in hollow 
handles — and kits are in- 
dividually packed. Han- 
dles can be imprinted .. . 
with your name or trade 
mark ... at nominal cost. 
Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
imprints. Quotations will 
be sent promptly. 


Over 46 Years in Business 


STANDARD PRESSED Ate co. 


JEMRINTOWN, PA Boe 


could not be said to be up to the 
expectation created by the pro- 
motion. Printing and reproduction 
were poor; it lacked cohesiveness. 
A successful promotion had over- 
sold its market and back-fired. 
Today’s Mirror bears small re- 
semblance to that 
first edition, and 
editor and pub- 
lisher Virgil 
Pinkley will ex- 
pound more than 
a few indicators 
to prove it has 
carved at least 
the substantial 
beginning of a 
permanent niche 
in Los Angeles. 
Chief reason 
advanced for the inauspicious de- 
but was that it was rushed. This 
was at a time when rumor crowded 
rumor that the Luce _ interests, 
through the recently established 
Los Angeles Independent organi- 
zation, would enter the daily field. 
Thus publication was rushed in the 
belief that establishment of one 
new paper would be tough enough, 
but with two in the field there 
would be slight chance of success 
for either. In the past year the 
Independent was launchred on a 
cwice-a-week, neighborhood edi- 
tion basis—and failed to survive. 


Virgil Pinkley 


a Marshaling its statistics, adver- 
tising-wise, last month the Mirror 
was able to say that in July, 1949, 
with 675,389 lines, it carried more 
advertising than the New York 
Herald-Tribune, Mirror, Post, Sun, 
World-Telegram or the Boston 
Post, Cleveland News, San Fran- 
cisco Call-Bulletin or San Fran- 
cisco News. 

Locally, this figure, which in- 
cluded 187,905 lines of classified, 
compares with the 702,472 lines in 
the Los Angeles Daily News, which 
did not -carry classified, and the 
Los Angeles Herald-Express’ 1,- 
018,593 lines, of which 102,617 was 
classified. The Mirror’s rates have 
been low, an open rate of 25¢ a 
line which will be increased to 35¢, 
effective Oct. 11. At $2, its milline 
rate for national advertising is the 
lowest of all Los Angeles papers. 

The Mirror didn’t start its classi- 
fied section until March 4, 1949. 
Featuring a low rate and selling 
the idea of dominance with small- 
er space, because of its smaller 
page, linage leadership was 
achieved the first day and has 
been sustained since. 

July figures show the Mirror 
with 187,905 lines, and the Herald- 
Express with 102,617. The Daily 
News, which discontinued its clas- 
sified section during the war, re- 
introduced this section on Oct. 1, 
and some changes in the over-all 
picture can be expected. 


a To start, circulation was guar- 
anteed at 100,000. Shaking down 
after high initial sales, circulation 
hit a low of 71,447 on Thanksgiving 
Day. Rising steadily from that 
point, it hit a daily net paid 
average of 108,094 last January. 
The new guarantee, effective Oct. 
11, is for a daily net paid average 
of 175,000, during the six-month 
period to April 11, 1950. 

This figure is still well below 
the 254,870 posted by the Daily 
News in its ABC statement of 
March 31, 1949, and the Herald- 
Express with 369,000, Monday 
through Friday, and 303,000 on 
Saturday, as of that same date. 

Not the least effective of its 
promotions is the Mirror’s “Strict- 
ly Personal” category in the clas- 
sified section. The ads are as the 
name implies, “personal,” and on 
any typical day there are more 
than a few to make grist for con- 
versation pieces. There are many 
who claim the ads, whose spice 
and frankness still cause much 
comment, are the work of the 
staff or others working on a gag. 


The newspaper says this is not so, 


and that the ads are authentic and 
those who put them in are close- 
ly checked. 

Samples: “Interesting young 
man, without means, wants to 
meet interested woman with 
means.” “Car wanted—equipped 
with man 35-40, 5’ 10” or over, for 
gay divorcee. Object?” “Bachelor 
can be had by an attractive, shape- 
ly, smart, warm woman to 35. I’m 
40, personable, professional, sol- 
vent, available. Send snap.” 


= The Mirror has reason to be- 
lieve that the personals have in 
themselves done much to create 
reader interest. It is interesting 
to note that when Bill Haze, ad- 
vertising director, took managing 
editor J. Edward Murray along on 
a recent eastern swing, major in- 
terest of advertisers and agency 
men was the manner in which an 
editorial pattern is being developed 
to attract readers. 

In a sense, the “strictly per- 
sonal” section typifies the edi- 
torial approach. Editorial content 
is closely geared to promotional 
potential; it is often hard to de- 
termine where one leaves off and 
the other begins. Emphasis is on 
the tabloid type of special fea- 
tures that are timely and sen- 
sational. 

In the crusading tradition it 
has “exposed” bingo parlors, the 
black market baby racket, loan 
shark activities, child talent rack- 
ets, slum conditions. Mickey Co- 
hen, current front-page under- 
world figure, has starred in many 
series over the past six months. 


s Until the Mirror bowed with a 
heavily ballyhooed radio and TV 
section, no Los Angeles daily had 
a radio editor or carried any more 
than program logs. Since then all 
but the Times have followed suit. 
However, the Mirror gained and 
retained the top spot in radio 
and TV advertising, and carries 
considerably more than the Daily 
News and Herald-Express com- 
bined. 

One of the first problems fac- 
ing the Mirror was the lack of 
syndicated features. Most good 
ones were sewed up in Los An- 
geles, and, when it became definite 
the rumored Mirror was to be- 
come an actuality, other papers 
quickly gobbled up the remainder, 
leaving little to choose from. 

Result was the need to develop 
new features, and formation of 
Mirror Enterprises Syndicate, with 
Rex Barley as manager. Among 
the features now being sold are 
“Little Pedro,” a comic strip; “My 
Wife Wants,” a single panel col- 
umn, and “Hands of Destiny,” a 
daily analysis of the hands of 
famous personalities. Current ar- 
ticle series are also syndicated on 
a spot basis. Before the end of 
the year the syndicate will be 
offering a comic strip featuring 
Hopalong Cassidy, to which it has 
full rights. 


= From the record it appears that 
the Mirror has done well, but it is 
still in the red. When queried as 
to when black ink is anticipated, 
Virgil Pinkley admits he doesn’t 
know. Without revealing the Mir- 
ror’s timetable, he relates that the 
Scripps-Howard and Gannett 
chains estimate it takes from eight 
to ten years to put a new paper 
on its feet. 

It takes money, he said, observ- 
ing that the last newspaper to 
establish itself successfully in a 
major city—the New York World- 
Telegram—started in 1928 and 
cost $2,500,000.. Today all costs 
are considerably higher. He quick- 
ly pointed out that money alone 
will not guarantee success, citing 
the experience of newspapers in 
Chicago and New York in recen 
years. . 

Probably the most noticeable re- 
action when talking with Mr. 
Pinkley is his appreciation of the 


condition under which the Mirror 
operates. At the beginning he was 
told he had a free hand, that he 
was not in any way bound to re- 
spect policies and traditions of 
the parent Times. He says now he 
couldn’t have a freer hand “if I 
owned it 100%.” 


NRDGA Maps New Study 


The National Retail Dry Goods 
Association, New York, plans to 
conduct a survey of its member 
stores with housewares operations 
to determine what dates and 
places for housewares trade shows 
are most acceptable to department 
store buyers. The association’s com- 
mittee on housewares is under- 
stood to regard present dates and 
places unsatisfactory. 

| 


Mohawk Names Sonneborn 


Richard F. Sonneborn, former- 
ly with L. Sonneborn Sons, New 
York and Dallas, has been named 
president of the Mohawk Brush 
Co., Hartford. He succeeds: Gates! 
B. Aufsesser, who has been elected 
chairman of the board. 


Advertising Age, October 10, 1949 
Kingan Promotes Brown €} 


George J. Brown has bea@es 


named advertising manager # 
Kingan & Co., Indianapolis meg 
packer, to succeed Maurice # 
O’Shea, resigned. Mr. Brown, wig 
has been assistant advertising man. 
ager of the company, previously 
was with Colgate-Palmolive-Peg 


Co. and Pepsodent Co, A new pack. 


ing plant will be opened by Kingan 
in Seattle Nov. 1, the firm’s 14 
branch operation. 


Breskin Names Western Rep 

Breskin Publications, New York 
has named James C. Galloway Inc, 
Los Angeles, as western sales 
resentative for Engineers’ Hand. 
book, Modern Packaging, Moderg 
Plastics, Modern Packaging En. 
cyclopedia and Modern Plastics 
Encyclopedia, 


Name Brisacher, Wheeler 


Channel Bakers, Fresno, Cal, 
and Farmers Automobile Insur- 
ance, Los Angeles, have named 
Brisacher, Wheeler & Staff, San 


Francisco and Los Angeles, to ha 
dle their advertising. 


Do You 


plates and proofs 


your telephone! 


You can get your mats, plastic 


time—day or night, 24 hours a day! 
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10 Rules Listed for 
{ndustrial Publicity 

Newark, N. J.—Industrial pub- 
licity must be planned, prepared 
and followed up as carefully, in- 
telligently and continuously as any 
advertising campaign, George 
plack, advertising and sales pro- 
motion manager of the Cooper 
Alloy Foundry Co., Hillside, N. J., 
told fellow members at a meeting 
of the Industrial Marketers of New 
Jersey here. ; 

Mr. Black enumerated ten things 
that industrial publicity managers 
should do to operate an efficient, 
mode:n publicity department. 

“Study your own company con- 
fpucily for news and background 
if xmation,” he said. “Study your 
@npany executives for news po- 
jn tials and human interest mater- 
a). Maintain a publicity morgue 

information about your com- 
bany, your executives and ,com- 

y plans and also of photo- 
graphs. In other words, have a 
uupply of basic information avail- 
ble a‘ all times for instant use in 
ase of emergencies such as 
trikes, accidents, deaths, awards, 

Pe. 


“Study the human interest 
walues of company employes for 
possib'e copy and for its effect 
pon «mploye relations and mor- 
ble. Study your company’s labor 
lations policies and the people 
nvolved for copy, background 
aterial and pictures. 

“Make a publicity study by de- 
partments; study the men, ma- 
hines, methods, materials and 
products of your company. Set up 
across reference file so you and 
your assistants can get desired in- 
formation quickly, accurately and 


clearly. Make a publicity siudy of 


our company’s customers. Make 
wrangements for publicity coop- 
bration with your suppliers. Tie in 


There's an OX CART 
on the label...and +; QO 
Quality in the beer “& ahh 


SEVEN MONKS are 
on the label...and 
Quality's in the beer 


HEILEMAN’'S 


Old Style 


~ 


AND QUALITY—Typical of G. Heileman Brewing Co.'s special fall newspaper cam- 
paign are these 100-line ads designed to attract attention to the unusual Heileman 
Old Style Lager beer labels and, at the same time, to stress the quality of the brew. 
Running on a high frequency schedule in 141 newspapers in 138 midwestern and 
Great Plains states, the campaign is handled by Gordon Best Co., Chicago. 


as much of your publicity as pos- 
sible with your company’s sales 
program.” 

One of the things that few pub- 
licity men do, Mr. Black said, is 
to study the requirements of in- 
dividual business papers. He ad- 
vised publicity men to get ac- 


quainted with the editors of busi- 


DAVENPORT 


DELIVERED 
CIRCULATION 


Va IOWA 
AND ILLINOIS 


The Daily Times 


(NEWSPAPER 
TERRITORY 


‘The Democrat & Leader 
DAVENPORT, IOWA 


Represented Nationally by Jann & Kelly inc. 


ness papers in their respective 
fields, with their local newspaper 
editors, and with house organ edi- 
tors of their suppliers and cus- 
tomers. 

“Advertising men are becoming 
aware that publicity can be used 
as a valuable adjunct to adver- 
tising. They are also beginning to 
realize that planned publicity 
takes time, money and effort; that 
it is an integral part of the entire 
advertising picture. It is never 
‘something for nothing,’” he said. 


CHARLES G. SCHOLZ 

New York—Charles G. Scholz, 
69, superintendent of branch cir- 
culation offices of the Crowell- 
Collier Publishing Co., publisher 
of American Magazine, Collier’s 
and Woman’s Home Companion, 
died Oct. 2 of a heart attack. 

Born in Chicago, he worked for 
several newspapers before join- 
ing Crowell-Collier 34 years ago. 


Before entering the magazine field, | 


he was business manager of the 
New York Tribune. 


L. J. PARISH 
MILWAUKEE—Lawrence J. Par- 

ish, 56, vice-president of Cluett, 

Peabody & Co., died here Oct. 2. 


L. O. MORNY 


New York—Louis O. Morny, 68, 
former business manager of The 
Annalist and a member of the 
staff of the New York Times’ fi- 
nancial advertising department, 
died Oct. 2. He worked in the cir- 
culation department of the Times 
before going with the Annalist. 

After the weekly’s sale by the 
Times to the McGraw-Hill Pub- 
lishing Co. in 1940, and its merger 
with Business Week, Mr. Morny 
remained with the newspaper and 
became a specialist in financial ad- 
vertising. 


W. P. AHNELT 


New YorkK—William P. Ahnelt, 
85; founder and for 35 years pub- 
lisher of Pictorial Review maga- 
zine, died Oct. 5 at his home at 
Keyport, N. J. 

Born in Berlin, Mr. Ahnelt came 
to New York in 1890 and saw an 
opportunity to produce a new kind 
of fashion paper for women’s tai- 
loring trade. Previously, most fash- 
ion drawings illustrated garments 


only. Mr. Ahnelt engaged artists 
to illustrate garments on complete 
figures. Finding a demand for pat- 
terns of his designs, he organized 
the American Fashion Co. in 1893. 
Within ten years he was issuing 15 
fashion publications. 

In 1899 he extended his pub- 
lishing and pattern business to 
serve women at home by found- 
ing Pictorial Review Magazine, 
which attained a circulation of 3,- 
000,000. Mr. Ahnelt retired from 
business in 1934. 


OSWALD G. VILLARD 

New York—Oswald Garrison 
Villard, 77, former owner, pub- 
lisher and editor of the New York 
Evening Post and The Nation, died 
Oct. 1. Heir to the impassioned 
liberalism of his grandfather, Wil- 
liam Lloyd Garrison, and to the 
large fortune of his father, Henry 
Villard, a newspaper correspond-| 
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ent who became builder and or- 
ganizer of the Northern Pacific 
Railroad, Oswald G. Villard was 
a factor in the formation of Amer- 
ican public opinion between the 
Spanish-American War and World 
War II. . 

He inherited The Nation and the 
Evening Post from his father, who 
had purchased them in 1881. Under 
his management both the maga- 
zine and the newspaner became 
symbols of political liberalism and 
financial conservatism. 

In 1917 he sold the newspaper to 
Thomas W. Lamont, but retained 
the magazine until 1940. He was 
owner also of the Nautical Gazette, 
which he sold in 1935. 

He was a voluminous writer and 
the author -of several books. 


KPHO Increases Power 


Station KPHO, Phoenix, has in- 
creased its power from 250 watts 
to 5,000 watts. 


PRODUCTIVE 
MARKET ” 


Advertisers can unlock the door to Metropolitan 
Oakland, the Pacific Coast’s third largest market, by 
using a single medium for their selling messages. 
With the greatest home-delivered daily city circulation 
in Northern California, the Oakland Tribune assures its 
advertisers of complete and effective buying response. 


‘ THO eOtEe wl thale 


oe ree peter 


- CRESMER & WOODWARD, IN 


SERVICE 


Twenty-five years of faithful service to 
American agriculture makes WIBW the. 


most-listened-to-station in’ Kansas and 


adjoining states. 
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No Advertising | ; 
m Ses like Advertising in thej 
Service Magazines! 


F YOU WANTED TO SELL WOMEN on cosmetics and perfumes, foodstuffs and house- 
hold appliances... you’d start advertising in the women’s service magazines. 
Because that’s where mass-selling to women always starts. Proof? Among all the 
nationally marketed women’s products, it’s hard to find a single leading brand that is 
not advertised in one or more of these women’s service magazines. ° 
There’s power for you! The same kind of power that Esquire produces in the man- 
market—for selling shaving cream and pipes, cuff links, apparel, automobiles, beverages 
and a thousand other products. And remember, Esquire is the on/y national service 
magazine for men. 


. WHY ESQUIRE (AT 50¢) HAS THE HIGHEST NUMBER 
OF READERS-PER-COPY OF ALL NATIONAL MAGAZINES 


It’s a “how-to-do-it” book. A “‘what’s new, what’s correct” book. One that offers its 
readers authoritative help and guidance in their day to day business of living. People © 
don’t read either Esquire or the women’s service magazines just to kill time. They read 
page after page and section after section because they want to know how to do, to act, 
to buy. 

Esquire selects, wraps up and delivers an audience unique in the history of advertis- 
ing media. First: more than 750,000 men who lay 50¢ on the line every month—or six 
big, recession-size dollars per year. That’s our all-time high in circulation. Then, 
Esquire adds on about ten extra readers per copy (real, live readers documented by solid 
independent research). That’s the SEVEN-MILLION-READER MARKET . . . of a half- 
dollar service magazine. 

There’s no other magazine like today’s Esquire for that unique ‘“‘tell ’em, sell ’em” 
service angle . . . no other with the same warm, personal relationship between reader 
and magazine. No other that so completely dominates the man-market. 

It pays, and pays, and pays to advertise.in Esquire, the service magazine for men! 


' 800,000 
: NOW! Highest Net NOVEMBER ISSUE 
a t Paid Circulation a contains these features—and plenty 
in = Pg 750,000 more to please 7,000,000 readers 
/ “WINTER, TOO, IS WEDDING TIME” ™The latest in- 
formation for the Bridegroom and the Best Man on 


“THE PLATOON SYSTEM—Is It Ruining Football?” — 


"s 700,000 the knot-tying ritual. 


Coach Harvey Harman of Rutgers says “Yes.” Famed 


| Coach “Red” Blaik of the Army emphatically repli 
> 650,000 ae ae eee EXAMPLE: Esquire Advertising Sells Sporting Goo@ 
“snare vannante re - ye ii perplex- So you knew that Esquire was terrific for apparel, but never thought of i@ 
600,000 in tae ne oe great market place for sports equipment? David T. Abercrombie Co. 
1947 1948 1948 1949 STANLEY FRANK—WILLIAM LINDSAY GRESHAM better! Ads selling “Heaterettes”’—ingenious devices to keep hunters’ | 
2nd Holf st Half 2nd Holf Ist Holt IRVING RAVETCH—A. 8. GUTHRIE, Jr. warm—sold more units per dollar in Esquire than in any of the four 


magazines on the list. Three were leading “outdoors” magazines, the fo 
great national weekly. Esquire beat ’em all! That’s power . .. service 
zine power! “ 


SERVICE 
...THE {MAGAZINE FOR MEN, 
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arket Research 
low Directed at 
otives: Roper 


Boston Distribution 
Conference Also Hears 
Marcus, Shouse, Others 


Boston—The entire trend of 
ostwar marketing research, Elmo 
koper told the 2lst Boston Con- 
erence on Distribution last week, 
is in the direction of our find- 
ng out more about people’s mo- 
ves, and about the thinking which 
ads them to that final decision 
bf either buying or not buying. 

“T believe,” Mr. Roper continued, 
that the more knowledge we have 
bout what makes the ultimate 
onsumer tick, the better we can 
eet the needs of our people and 
he more efficient and profitable 
ill be our distribution system.” 
Mr. Roper listed ten areas in 
yhich marketing research is func- 
ioning today, six of which are 
ied up directly to the time just 
before, during, or just after the 
burchase has been made. In fact, 
e said, “all but one stem from 
fhat might be called the ‘buying 
ituation.’ ” 


The areas mentioned include 
1aking accurate analyses of sales, 
leasurement of what the buyer 
has in mind before making the 
burchase, the actual purchase, the 
bost-purchase situation, total con- 
umer purchasing habits, relation- 
hip of expectation of purchase to 
ctual purchase, brand research, 
esearch designed to explore new 
harkets for old products, the loca- 
lon of areas of expansion or con- 
raction and institutional market- 
ng research. 

“To my mind,” he added, “the 
pest device available for measur- 
ng intensity and for obtaining 
ualitative answers is the depth 
nterview.” 

Stanley Marcus, executive vice- 
resident of Neiman-Marcus, Dal- 
as department store, also empha- 
sized the need for retailers to de- 
ole a greater portion of their ef- 
oris to the problems of human re- 
ations. 

While buyers have been taught 
to buy and sell goods profit- 
bl., he said, and while retailers 
av* judged such supervisors on 
he sales accomplishments, few 
{ hem have been trained in 
lan ling the human beings who 


re esponsible for distributing the 
500 |S. 


’ f we put greater emphasis on 


he importance of the individual 

ir business,” Mr. Marcus de- 
‘ar d, “and if we can succeed in 
fe. ing greater job satisfaction, I 
we will sell more goods prof- 


we can succeed in creating 
‘es er job satisfaction through 
an human relations in our 
., if we spell our security in 


r 'S } yehological sense as well as 
ie | ‘ 


ysical sense, then these eni* 
Continued on Page 57) 
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amg aperouly in pressure cooking 


MIRRO SPLURGES—This is one of a new 
series of ads in what Aluminum Goods 
Mfg. Co., Manitowoc, Wis., calls its big- 
gest campaign to date. Half pages, two- 
thirds, and full pages, some in color 
and others in black and white, are ap- 
pearing through December in a long list 
of national magazines. 


Top Level Group 
Says Army Needs 
Recruiting Ads 


Appointment of Agency, 
Without Competitive 
Bidding, Likely Soon 


WASHINGTON—Though official 
confirmation has been withheld, 
a top level national defense study 
group decided Thursday to recom- 
mend that advertising remain part 
of the military recruiting setup, 
ADVERTISING AGE has learned. 

On the basis of the recommenda- 
tion, Army Secretary Gordon Gray 
is expected to make a decision 
shortly on an agency to replace 
Gardner Advertising Co., which 
goes off the account Oct. 31. 

The recommendation comes from 
the National Defense Personnel 
Policy Board, top authority on 
manpower problems. It was made 
after Secretary Royal requested a 
review of advertising’s role in re- 
cruiting for the coming year. 


s Secretary Royal made the re- 
quest after Ruthrauff & Ryan pro- 
tested appointment of Gardner 
to the account for a second year. 
(Continued on Page 8) 


Coupons 
banned in attorney ads. 


See ‘In Washington,’ 
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New Study Shows 
Big Bonus Auto 
Radio Audience 


Sets-in-Use Found 
to Be Higher Than 
% of Sets in Homes 


Cuicaco—Auto radio listener- 
ship, usually ignored by radio sta- 
tion sales representatives, time 
buyers and rating organizations, 
actually comprises an important 
bonus audience, according to a sur- 
vey completed by Northwestern 
University marketing students un- 
der the direction of Dr. George 
Terry. 

Dr. Terry, who has conducted a 
series of pioneer TV surveys in the 
Chicago area in the past two years, 
discovered that more than 40% of 
all auto radios are turned on in 
cars used between 7 a.m. and 10 
p.m. weekdays. 

Further, he found that larger 
numbers of car radios are turned 
on when three or more passengers 
are riding than when one or two 
persons are in the car. 


w Results are based upon 1,071 
interviews made at 42 strategic in- 
tersections in metropolitan Chicago 
on a Thursday in late August. The 
intersections were chosen with the 
assistance of the Chicago Motor 
Club and Chicago Park District, 
and were selected to get as rep- 
resentative a car owner sample as 
possible along arteries with a 
heavy traffic flow. 

The student interviewers were 
briefed on car models and types, 
locations of radios and identifica- 
tion procedures for makes of radio 
set. In addition, for each time 
period covered, they were given 
instructions to aid in station and 
program identification, in an ef- 
fort to reduce the opinion error 

(Continued on Page 59) 
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Gov't Costs Are Top 
Problem, AN A Agrees 


House Kills Rate 
Deal on Non-Paid 
Business Papers 


Committee Strikes Out 
Senate Concession; 
Boosts Ad Zone Rates 


WASHINGTON—The House post 
office committee closed its season 
Thursday by approving a postage 
rate increase bill which would add 
$130,000,000 a year to the mailing 
costs of publishers and direct mail 
merchandisers. The proposals will 
be before Congress when it re- 
turns in January. 

The House bill contains most of 
the features of the bill previously 
approved by the Senate post office 
committee, but involves higher 
rates on the advertising content of 
metropolitan newspapers and na- 
tionally circulated magazines. 


e Before reporting the postage 
bill, the House committee struck 
out a section, contained in the 
Senate bill, which permits con- 
trolled circulation business publi- 
cations to go through the mail at 
second class rates, plus 50%. 

Though the House committee 
has refused important rate conces- 
sions sought by the controlled cir- 
culation publications, it made a 
gesture in their behalf by retain- 
ing their present 10¢ per pound 
rate, while their competitors’ rate, 
in second class, is increased. 

The House bill provides a 2¢ 
rate on postcards, to raise an esti- 
mated $36,000,000. Direct mail 

(Continued on Page 61) 


Last Minute News Flashes 
‘Life International’ to Cut Ad Rates 22% 


NEw YorK—Time-Life International announced over the weekend 
that advertising rates for Life International will be reduced approxi- 
mately 22%, effective with the Dec. 19 issue. At the same time, Edgar 
R. Baker, general manager of Time-Life International, told AA that, 
with the exception of the 9% discount on Time’s Canadian edition (AA, 
Oct. 10), there will be no changes in Time’s advertising rates for the 
Atlantic, Pacific and Latin American editions. Nor will it increase sub- 
scription rates (which in some cases range to $15 a year), or its news- 
stand prices (up to 35¢ in some areas). Newsweek's international edi- 
tions are still under discussion, a company spokesman said, and no an- 
nouncement will be made for a fortnight. 


Northwest Airlines Starts N. Y.-Honolulu Drive 


MINNEAPOLIS—Northwest Airlines today (Oct. 17) starts a campaign 
pushing overnight New York to Honolulu service on its Boeing Strato 
cruiser. Kick-off copy is 600 lines in 40 newspapers in on-line cities, 
to be supplemented by b&w pages in Newsweek and Time, plus Cargo, 
Travel Agent and other aviation and travel publications. Following in- 
itial insertions, 200 and 400-line ads will run to Nov. 5. Newell-Emmett 


Co., New York, is the agency. 


George Beyer Jr. Named Cannon Mills Ad Chief 


New YorK—George Beyer Jr., former Young & Rubicam account ex- 


ecutive, has been appointed advertising manager of Cannon Mills 


He 


succeeds W. A. Drisler Jr., who will supervise merchandising of the 
company’s hosiery. Thomas B. Hubbard continues as sales promotion 


manager. 


(Additional News Flashes on Page 61) 


Labor-Management ‘Wins’ 
Second in Members’ Poll; 
Potter Elected Chairman 


New YorK—The advertising 
bosses of the largest advertisers in 
America convened here last week 
for the 40th annual meeting of the 
Association of National Adver- 
tisers. 

The first two days were devoted 
to brass tack discussions of adver- 
tising and marketing strategy, with 
particular emphasis on television 
and what role it will play in future 
media allocation. 

The third day was largely de- 
voted to advertising’s role in the 


For other news on the ANA 
meeting, see Pages 4, 6, 20, 24, 38, 
41, 45, 47, 52, 58, 60 and 62. 


economiy, and how advertising men 
should regard advertising. 


es During the three days, the ANA 
conducted balloting to discover 
what non-political problems ad- 
men considered of primary impor- 
tance. According to the voting, 
the “high cost of government” is 
the No. 1 problem. Others, ranked 
in order, are: 

Labor-management relations; 
threat of socialism; strengthening 
the United Nations; the threat of 
Communism; moral and spiritual 
revival; stabilizing our economy; 
postwar conditions in our schools; 
strengthening our national de- 
fenses; racial and religious preju- 
dices; preserving our national re- 
sources; increasing foreign trade; 
improving national health, and ac-~ 
cidents. More than 1,000 admen 
took part in the balloting. 


ws The ANA named its leaders for 
the coming year. W. B. Potter, 
director of advertising operations, 
Eastman Kodak Co., was elected 
chairman of the board, and Albert 
B. Brown, vice-president in charge 
of advertising for 
Best Foods, was 
named vice- 
chairman. Paul 
West, president 
of ANA since 
1932, was re- 
elected. 

Directors elec- 
ted for three- 
year terms in- 
cluded Howard 
M. Chapin, ad- 
vertising director, 
General Foods; William M. Sted- 
man, director of advertising, Am- 
lerican Home Products Corp., and 
|L. Rohe Walter, director of public 
|relations, Flintkote Co. George A. 
| Percy, advertising manager, Bauer 
|& Black Division, Kendall Co., was 
reelected to the ANA board. 

As the ANA ground into its last 
day, Robert M. Gray, advertising 
and sales promotion manager, Esso 
Standard Oil Co., and coordinator 
of the Advertising Council’s Am- 
erican Economic System campaign, 
reported to the group on the first 


W. B. Potter 
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year’s progress. 

Just a year before, Mr. G 
recalled, Charles Mortimer of Gei- 
eral Foods had sketched to the 
ANA the plans for the campaign. 
Mr. Gray was able to detail re- 
sults: 

1. More than $3,000,000 in space 
and time has been contributed to 
the drive by advertisers, media 
and agencies. 

2. General Foods and General 
Electric have spent $100,000 apiece 
in advertising on the campaign 
(which has now had more than 
500 advertisements in magazines), 
plus use by 235 house organs, plus 
more than two billion “listener 
impressions” via radio. 

3. To date, newspaper mat or- 


America's first engraver 


Revere 


712 FEDERAL STREET * CHICAGO'S 
Phone WAbash 2-8816 


ders for the campaign ads total 


‘| more than 7,000,000 lines. The out- 


door industry has contributed the 
poster and 6,000 panels this year. 
More than 300,000 car cards have 
carried the campaign. 

4. So far, more than, 650,000 
copies of the council’s booklet, 
“Miracle of America,” have been 
distributed. 

Mr. Gray thanked the joint 
ANA-American Association of Ad- 
vertising Agencies committee for 
its work, as well as the four volun- 
teer agencies: Batten, Barton, Dur- 
stine & Osborn, McCann-Erickson, 
J. Walter Thompson Co. and 
Young & Rubicam. 


e Admitting that results of the 
campaign could not be measured, 
Mr. Gray pointed to the evidences 
of rising productivity found by 
Mill & Factory and the New York 
Times. “We are on the right track,” 
he concluded, and he advised any 
company interested to (1) sponsor 
council-prepared materials; (2) 
tell the story through its own in- 
stitutional or product advertising; 


(3) help get “Miracle of America” 
into the hands of every wage 
earner. 

Chester J. LaRoche, head of C. 
J. LaRoche & Co., and a founder 
of the Advertising Council, told 
the ANA that advertising really 
has two jobs—to sell goods and to 
sell the system. 

He emphasized the need for 
improving the quality of adver- 
tising, insisting that there is no 
point in spending more money on 
advertising when “more should 
first be spent on better tools; 
when there is not enough point 
of sale material to capitalize on 
what you are spending.” 


es Similarly, he underlined the 
point that additional money should 
not be spent for advertising when 
additional research and new ideas 
will multiply the money adver- 
tisers are now spending. “In all 
this talk about spending more 


money for advertising, let’s re- 


member to spend time first finding 
out the right idea,” he said. 
In Mr. LaRoche’s opinion, gov- 


ernment and business are actually 
in competition to see which can 
produce the maximum social prod- 
uct per dollar, with least interfer- 
ence with political freedoms. He 
urged that a business clinic be 
formed to provide the information 
needed in a democracy. 

Paul Hoffman, European coop- 
eration administrator, urged on the 
admen their responsibility for 
keeping the American public alert 
to the necessity of the Marshall 
Plan. 

He said the job could be done 
provided “you men, who are skilled 
in the day-to-day job of communi- 
cating ideas to the public, will 
make those skills available to us. 
You already have an agency 
through which you can do it—the 
Advertising Council...I am ask- 
ing that you, through the council, 
dedicate yourselves to...the win- 
ning of the peace.” 


Pitney Joins Earle Ludgin 

William F. Pitney has joined the 
executive staff of Earle Ludgin & 
Co., Chicago. 
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Keep Research 
Plan Practical, 
Marketers Told 


New YorK—Many market re. 
search men are striving for to 
much accuracy, D. C, Hooper, m an- 
ager of market planning, Westi¢- 
house Electric Corp., Pittsbu gh, 
told members of the New York 
chapter of the American Market. 
ing Association last week. 

Because the goal for much mar- 
ket research is set at too high , 
level for practical purposes, Mr 
Hooper said, the sales units of 
many companies are forced to act 
without any research data to help 
them. Research men should re. 
member that market research must 
be simple, practical and effective 
he emphasized, if it is to be help- 
ful in promoting sales. Even super- 
ficial studies, which give sales 
managers the highlights of a sur. 
vey in progress, are more helptu! 
than’ nothing at all, he said. 


ws The basis of successful market 
research, Mr. Hooper said, is to 
sell management on a basic objec- 
tive and plan, tied to a definite 
budget. “Then go ahead and render 
a service that will be of use to ali 
departments of your company. Of 
necessity, it is important to have 
a long-range plan. This reduces 
peaks and valleys in daily opera- 
tions and expedites the develop- 
ment of special studies.” 

Using slides to illustrate some 
of the methods employed by West- 
inghouse in applying market data 
to the problems of sales manage- 
ment and control, Mr. Hooper de- 
scribed three major approaches 
Westinghouse research makes de- 
tailed studies of product, industry 
and customer markets. These are 
continuing studies and are con- 
stantly being refined, he said. 

The source of original informa- 
tion on customer markets, for ex- 
ample, is the district salesma! 
Salesmen in all districts submi 
reports on their customers’ ant 
prospects’ probable over-all needs 
what they individually expect | 
sell, and their probable schedul 
of calls. 


s “The matter of salesmen’s call 
deserves careful attention,” M!: 
Hooper said. “We believe it shoul 
be determined by how much time 
a customer should receive for et 
fective servicing of an account 
rather than how much time 3 
salesman can give a customer an 
still make his quota. By scheduling 
calls scientifically and rearrang- 
ing salesmen’s schedules as Cl! 
cumstances require, we know ex- 
actly what our personnel require- 
ments are or are likely to be in an) 
given area at any given time.’ 

Business forecasts are mace 
monthly and also annually by dis 
trict offices, Mr. Hooper «alt 
These forecasts are classified, « va’ 
uated and consolidated by the ‘e"- 
tral office by products, by in ius 
tries and by customers. 


Photographer Names Two 

Marjorie Nowak has beer 4) 
pointed general manager of U? 
derwood & Underwood Illust: 110! 
Studios Inc., New York. ! a2 
Cameron, of the Chicago o [ic 
has been named western = 4! 
ager. In addition the compan) 4! 
nounces that it now offers ull 
color prints of any black- 0 
white photograph in its libra Y. 
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‘an Francisco 4, Cal., 


I R S 


MARKETS GROUP 


ew York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 * Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
155 Montgomery Street, 


GArfield 1-7946 


In marketing areas that account 
for 'l2 the total U.S. retail sales. 


If an advertisement is to pull, it must reach families 
that buy. The families in 14 states in the First 3 Markets 


area account for over one half of all the U. S. retail sales. 


First 3 Markets group reaches 42% of all these families. 


New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 


Rotogravure « Colorgravure 
Picture Sections « Magazine Sections 


° Los Angeles 13, Cal., 448 So. Hill Street, MIChigan 0578 
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Coughlan Appoints Lewin 

A. W. Lewin Co., New York, has 
been appointed to handle the ad- 
vertising of G. N. Coughlan Co., 
West Orange, N. J., manufacturer 
of Chimney Sweep, De-Moist and 
other household products. Seventy- 
six daily and Sunday newspapers 
and farm publications will be used 
to promote Chimney Sweep. Radio 
will be continued in several key 
markets. Dancer-Fitzgerald-Sam- 
ple formerly had the account. 


Adclub Receives AFA Charter 

The Roanoke Advertising Club, 
Roanoke, Va., has received its 
charter from the Advertising Fed- 
eration of America. The club has 
79 members, with James H. Moore 
as president. 


Consumer Research 
Shows Real Pull of 
Toni's ‘Twin’ Ads 

New YorK—Although another 
headline promised a greater “‘arou- 
sal value,” Toni Co. went ahead 
with its now-famous stopper, 


“Which Twin Has the Toni?”, How- 
ard Bloomquist, its advertising 


ANA Meeting 


manager, related last week at the 
ANA session on “Designing Your 
Advertising Program.” 

Mr, Bloomquist explained that 
Toni began planning its first na- 
tional ad campaign in the summer 
of 1946. A consumer survey of the 
state of Minnesota was made to 
determine why women tried or 
did not try a home wave, likes and 
dislikes for home waves and 
beauty shop waves, and what wo- 
men looked for in a permanent 


wave. Intended to guide the copy- 
writers, this survey revealed a 
good number of reasons for buy- 
ing home permanents, but no one 
basic copy appeal that could stand 
as the main motivation. 


we Six ads were developed, Mr. 
Bloomquist said, all using the il- 
lustration of the twins and identi- 
cal body copy, and differing only 
in the headline. A paired headline 
split-run test was then scheduled, 
using daily papers in six compar- 
able markets. The same six ads 
were tested on the Electropsycho- 
graph or ad detector. In each test 
the outstanding headline was “One 
Permanent Cost $15—the Toni 
Only $2.” 

On closer study, however, it was 
seen that consumer research had 
pointed out the best possible sell- 
ing headline in the group but only 
from the standpoint of immediate 
results, not the long term haul. 
Judgment told the company that 
the catchiness of the “Which 
Twin...” would do a better job 


over a period of years. 

This illustrates, Mr. Bloomquist 
pointed out, that “judgment alone, 
or research alone, may be a dan- 
gerous thing. Combine them in 
their proper relationship, and you 
have an unbeatable team...” 


Y&R Advances Collihan 


Young & Rubicam, New York, 
has named William Collihan Jr., 
with the agency since 1936 in the 
copy department, as _ personnel 
manager. Mr. Collihan will work 
with Walter M. E. Sullivan, vice- 
president and personnel director, 
until Jan. 1, 1950, when Mr. Sul- 
livan will retire and Mr. Collihan 
will assume his duties. , 


Lanston Appoints Three 


Richard Beresford, New York 
district manager, has been named 
special representative of Lanston 
Monotype Machine Co. in the New 
York area, effective Nov. 1. Will- 
iam J. Howe will succeed Mr. 
Beresford as New York district 
manager. Robert Huberty has 
joined the New York district staff. 


HUGE IMMEDIATE 
AND CONTINUING 
DEMAND FOR ALL 
TYPES OF MASS 
HOUSING & FEEDING 
PRODUCTS 


© MEBT the ever-increasing demands put upon them . . . to 
maintain their physical plants on a practical, economical basis 


. to increase efficiency and sanitation . . . 
of their dining and housing facilities . . 
. to perform these and the many other serv- 


petédnnel relations . . 


ices vital to successful, profitable operation . . . 


to raise the standards 
. to better customer and 


institutional man- 


agement as a whole has embarked on a gigantic program of 
expansion, remodeling and refurnishing of present structures and 
construction and equipping of new buildings. 

Evidence of this comes from all parts of the country and is con- 
firmed in the latest survey conducted by INSTITUTIONS Magazine 
among 40,000 mass feeding and mass housing establishments. 
Actually upwards of $9,000,000,000 has been ticketed for projects 
now planned or under way during the current year. This money 
will be expended on products that fall in hundreds of categories, 
the major classifications of which are listed below. 

Here is a market of tremendous proportions which is actively 
and constantly in motion. It's a market that is ready and waiting 


for your products . . 


PLANNED INSTITUTIONAL 
EXPENDITURES FOR THE 


NEXT 12 MONTHS 


re 


ee eo ee ee a ee 


© Snptitutions. BN 


. right now. This is the market which is served 


reach the buying and speci 
which make up the instituti field: 


© Hospitals 
* Schools 
© Colleges and Universities 
« Industrial Cofeterias and 
estavrants 


Airlines 


INSTITUTIONS Magazine and INSTITUTIONS CATALOG DIRECTORY 
factors in the following institutions 


© Hotels © Asylums, Municipal and 


in all its phases only by INSTITUTIONS Magazine and INSTITU- 
TIONS CATALOG DIRECTORY. If you are not familiar with 
the many ways in which these publications can serve you . . . if 
you want to know how you can obtain your full share of business 


in the institutional field ... 


we urge that you Consult Your Adver- 


tising Agency without delay. If you do not have an advertising 


agency write direct. ° 


Maintenance Machines REMODELING 
Heating 
REFURNISHING Air Conditioning 
Furniture Plumbing 
Draperies Lighting 
Carpeting Structural Changes 


Lomps Elevators 


MAJOR PURPOSES FOR WHICH THIS $9 BILLION IS BEING SPENT 


MAINTENANCE Chinaware, Silverware, RE-EQUIPPING 
and REPAIR pery Fire and Safety 
Paint Bedding and Towels Equipment 
Floor Cleaning Business Machines Kitchen and 
t and S li Office Equipment laundry Equipment 
Maintenance Chemicals Refrigeration 


Intercommunication 

NEW CONSTRUCTION 

Construction 

General Furnishings 

Food Service and 
Other Mechanical 

Equipment 


Warn Newspapers 
to Retain Their 
High Standards 


HARRISBURG, Pa.—“No other rm e- 
dium can possibly take the ploce 
of the newspaper,” Arthur C. Kauf- 
mann, executive head of Gimbe| 
Bros., told the 25th annual con- 
vention of the Pennsylvania News- 
paper Publishers Association last 
weekend, but he warned that ra- 
dio and TV may make serious in- 
roads unless publishers keep their 
standards high. 

Mr. Kaufmann urged PNPA 
members to censor advertising and 
to refuse copy which does not re- 
flect high standards of appearance 
and honesty. He also warned the 
publishers not to sell by high pres- 
sure tactics, but to concern them- 
selves with the ultimate results ob- 
tained by the customer. 

Richard D. Edwards, general 
manager of Bright’s departr 
store in Lansford, Pa., urged , 
lishers and advertising direc. 
to “have your advertising mi.. 
learn something about the retail 
business.” 


s He also asked the newspapers 
to exert their influence on the 
federal government to relax re- 
strictions upon advertising of 
“free” offers, lotteries and other 
promotions involving chance, as- 
serting that small stores need this 
type of sales promotion. 

“Let’s admit,” Col. E. A. Doepke 
Jr., advertising director of the 
Harrisburg Patriot-News, admon- 
ished, “that most of us know as 
little about retailing as the mer- 
chant does about the newspaper 
business and that most of our 
salesmen are sellers of space and 
not planners of successful adver- 
tising.” 

Col. Doepke said that “it’s dif- 
ficult for a merchant to look at 
the last several years’ volume fig- 
ures, his turnover percentage, his 
profit before taxes and say cour- 
ageously, ‘they’re abnormal, fic- 
titious and the result of a false 
economy.’ ”’ 

But he declared that such an 
attitude is essential if retailers are 
to plan a sound retail program 
courageously and intelligently. 


a C. J. French, advertising mana- 
ger of Chevrolet Division, reaf- 
firmed his company’s faith in 
newspapers as a direct selling, 
flexible medium, “largely because 
the manufacturer can talk to the 
consumer in retail selling language 
and exert a powerful pressure on 
the prospect to buy his goods now.” 

He pointed out that Chevrole! is 
using every ad medium available 
to supplement its sales force, Dut 
that it is and will be one of the 
largest users of newspaper advcr- 
tisimg. Dealers, he said, have re- 
quested that the major portion of 
their ad funds be spent in news- 
papers. 

As a result, in 1949 Chevrolet 
is using the largest newspaper 
schedule in its history, with more 
than 6,800 papers on its list. 

New officers elected at the m °et- 
ing include Robert S. Bates, ©0- 
publisher, Meadville Trib "é, 
PNPA president; Harold C. | 0b- 
erts, publisher, Conshohocken e- 
corder, vice-president in char: > 
the weekly paper division, 4 
William A. Helman of the /] 
Republican Standard, secre' 'Y- 
treasurer. 


Appoints Copeland Agency 


Allan J. Copeland Adverti: "8: 
Chicago, has been named to ¢ 4!- 
dle the advertising of Postl’s He «lt! 
Clubs, Chicago. Local newspe ’¢! 
and direct mail will be use 
promote Postl’s courses of tra‘ 


ments. 
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Ja ._ eee — Then advertise in The Chicago SUN-TIMES—to Chicagoans who 

his % read and respond! Here’s an example: 

po ¢ More than 32,000 Chicago SUN-TIMES readers paid from $2 

false * to $4 a head to cheer the Chicago. Bears and New York Giants 

- m < in an Armed Forces benefit football game sponsored by The ; 

$ are S \re » SUN-TIMES at Wrigley Field on Armed Forces Day. Between 

. a tf halves, they thrilled to a mammoth military display by Army, 

ana- * ae, Navy and Air Force units. 

reaf- — kr This is the most recent of dozens of public events presented 

Be D : each year by The Chicago SUN-TIMES—events that invariably 

ause rf attract eager, capacity crowds. 

Shen You can reach the same enthusiastic, responsive readership 

€ on through The Chicago SUN-TIMES at one of the nation’s lowest 

ag milline rates. For Complete details, call a SUN-TIMESman today! , 
lable 


but 


f the 


Colorful, crowd-pleasing 
military pageant between 
halves included maneuvers 
by ski troopers and other 
Armed Forces units. 


TOTAL CIRCULATION 


635,346 


Average Net Paid Daily 
(ABC Publishers’ Statement, 3/31/49) 


a se : * : b <2 oere: Zi A Se ee ee ee ee ae ce , bs is a op yee bes. es es “ cn i, 
ae Ee eee ea hes A, Ales, Ae oe ee ee ee eae OT OE PO ie, Same 
eo Jo's) Seen eee ee ee. ee eS a ee 2 ee ee ae ee ei Ree Ege Sa eee er rane — sine 
ees 
199 a 
mts 8 re A. pe Og ~ _ arses . 7 - ™ » ee a 2 
6 CIR ea na a —- ,, ag ° 
PTS ae ee g-.. <= Capa 
j : : : 8 A 4 did : oe “~@ , ‘+ | 
ee’ ‘ A Ls eo es Cee by . 
. -_ ? 4 ' a. ee a ae “ ; “~e x 5 Y<, ee aa re. ae 
— os 1 rine wer ne Ses Pe. m4 gf nde ge 3: eee gb Me Divs 4 tea - = “aS ww — > here aan 
. 4 J = ’ a | " F 4 » ° 4 fe ee. i. id re rf v, . i. eae , ~ a * —f-@ . LA oe . . > . ry xa * - Pes ee hi ad (i ny 4 
— ; iyo : - Tht es tis , i ¥en a wha 4 zz rT Soba ir Oe 2% > .s Bis , a az ft ah ie : “a 2 alii seal 
a , : eS ae Fi eae: y > or a — € . <a “ ; “.* Bey 5 SA ae 
2 py “et . eS. eee LS eee e yt, Pg AN ae tn, 4.3, « Ace , or, ai Oe ee ae 
; mai acs . 4 5 on a aan ie, (9; ‘ ‘oe Rey! Sh «tt os e3 Site iia pagal “4 s vai — — — ey 3 oe Oe vA. i LP oA “er ko pe ite re ae 
s me at a . le abet t *. <- s , - ® : * J | ha * a a ~~ 3 cra aici we = . ’ ieee ail ant eae : Fe 
i ’ : : ee; - a Pi 7 ‘ gis € oe ey aps ce ah = om “ i ‘ : if : by os : salting ae nae 
k “> Boy % . s : oer « in ITI “5 “ = ad ig airs ¢ oy OT Se Se ae E rs : aM . et Ce Bs: el pi . J - 
—: tna iP eee ee a an i a dd sa, rial roy sale * ’ = - 
‘ mi ea - N : A aes sa ee fe. « id LS : Pri aT. 
t eee “ito ie ue & : Say oom Pe: meas Svialilek Pe ta ee 2 
oe par or Tan ne AED : - (na eS ae oe, owe SoU. EES ; ig = Fae : ; 
s¥ oF ¥.0S", * ek a nee Fat ee eee renee, ot eee RARE EEE oy Baton xe Aap. 
q ; a ears Vv ae CH. ¥ nee OS siete “- ing ot —- . aa ae Res Yo aa ee: ~ any: ee <a yhee 
; 63 ae, sag : eee : pa + ee ae iat tes 
a” ¢ orn “Sy tee ok as i<'y. ne ee “ ra i -? ew OO ee” a a 
Cae > Sse a Ny. AR ge . a ee % wk ; i oir 
i “ : +er* of ‘ _% - : are ° aii Pm a ao a Taek 
“ \ # » hn 3 m*, “et ‘ ‘om lly N . he aoe Kee oe * oe vez, . 3 - : wi oe, - eae A ai Sg Sma Pore 2 -, 3 S “eee 
BSS tg ae! kg re ee a ey ite 
BSNS turner a a cs 
} 2 : . 4 A Bos. ons <a aa oS ae Ty te <i e ik mS -St ET re . Page ihe sa 
ie - oe ” , A A aaa * m Siggy ee, GP ne POE oe ae oe a te ‘ gone : ‘ } : si ~ ao 
REC Ee a ig Wingo Tea Agen. age jis 
4 » w “ a : Ses ’. oa ee, "4 “> ™~ ~~. Sa. "4 4 0 1s Bee eae ik a ivi, : Ms mie se” ails ae Files 3 a 
P . ; s een © < , re “ae . < : ae Sf lage a 4 Pd 
“t 8 : a. Ou wh ‘=>. @ : >, Saat ing! > ais. - ~~ oe ‘ 
4 ‘ ‘ oe ed e. e - . 5 *> = 3 . a. Sir aie seh & e. 
* -# M- 2 2 9 a as sg ‘ee > ee > 
¥ me ¥ Sag is . > a sae it > - ‘ Ty ws ” o — . OE te I arent fe : = os... 
AY ? Pay A va 7% >} » Jae rg “ee ~y a PEP. “E ss aie BAG a 4%, 
fN ‘ a Wr 2 x a. | - \ Ne rae % Pe Paes muy , e A, < i < , ‘, >. ns “ — = 
oy PIETRe a8 Sed PRISE 8 a cee Pai °; “ae ig 
‘ . j i ae 4 . d 4 m ret ae ‘on 
as Soe pe Bas Re ag ae CRS SNE LN ENS e i, 
; < ey 48 1 : ' - i <> a ener <= - - een eee 
. oi tN end RE a UR Se Sve an 
; , ; 7 —— . ™~ cee BS 7 , p a ? da 
| s : . . : % * " oo ’ a : ; AY de. 
\ “SR Re ace 2 Oe ee 
F's ted bE ty Peep 2 Oe yn ee a SO eWeek, 
= tha 
€ j aan 
ee 
% 
a 
‘ ad 
pe ee 
Kees . nie 
: steer 
ans . 
a. 
. 
fb 
ae 
ar 
a 
Te 
Bee 
= a - ee 
two 4 ee 
— [> ae i we ve i P- — 
» re- 7 7" " , « . >; we a: Ps Rises: 
> : “rr - We ' . ' A Ae _ i a . oe = 
on of r. eg a "! plies ees +R Ss ms e a a 
We f ' be ~ , “ ‘FR. . * ‘ ea 
s , , r J ’ + ee 
ew LI os Pete ge Ft el, My = co Oo nis 
oe ~ * ; oe ? ene . . if . ae Z 4 +: as oe 
‘ ay oe. ye F vgttittie oe na ht ott er ae 
rrolet * RSC" al ing ai f ae) “ aad ; oe G - ied « ri G) Nisei sais € a 
‘ eh SE es, we ins S = die F +s me é ' fee dats 
oer fae Se Se Fa oa , Wy ‘stmfy ay -—— oe AAA Cc ¥ L ae pe 
nore ry ee er c nay © TF ee x ; A + 7 Oe (=) APER eee te oe dee 
“ . * ~ ‘ - , f . _—— nine oy 
Ja +f ot ae ae egy . i : of ie = pews? se 
noet- 3 7 : ~ —_<_ a _— j 3 hg n / / a (| , 7 picture a oa 
a ~~ mwiny (G y \G ~ HE aa 
1 WE, Se = . of a PP ae _— 
1 Re- at * ' — mee “7d , 4 a 
nd i, ae , long ma “a ‘ 
t rye . bet J * ; 3 - t ‘ a 
‘. \, j ‘ ‘a , Fi 3 -* lA, ~* ; 4 i " ; Be cong s 
. i Sa 4 & ; rd fey fy 
l ng, am ‘ i a ’ “\ - <a _ 
ne \ ea ee sie = se, 
fe alth a . / ee 
aoers y b = 
a; to oo 
a; 
is ain 
Ee Die Pee ee FO es ces OP oS eA at Si Malhe Vial Mia cat Salat sae ea Be RARE Sh oie tt ey ie Pt 5 a Fer SEE eee He Pr Hees PERE PR ee Ey es : ghey ee a Se ira oe ey : NOE f 


Sterling Names Sloman 


Mark J. Sloman, for the past 
12 years vice-president of Reporter 
Publications, has been named vice- 
president in charge of the newly 
formed men’s wear division of 
Sterling Advertising Agency, New 
York. He will be in charge of 
copy and planning. 


Joins American Type Founders 

Gordon R. Thomson has joined 
the sales staff of the New York 
City branch of American Type 
Founders. 


Get Results and 


Budget Problems 
Fade, Wiley Says 


New YorK—Cancelations started 
this year, and there will be more 
cancelations every year from now 
on, John E. Wiley, chairman of 


Advertising Age, October 17, 19.49 


the board of Fuller & Smith & Ros, 
told members of the ANA here 
last week. 

“In normal years,” he sad, 
“business can be fine in non-di r- 
ables, fair in consumer durab es 
and lousy in industrial durab].s 


~ Give your ideas: 
ey 3 = Selling Punch 
| a ~ with famous 


And Spalding found MYSTIK a long- 
life label for the bottom of a tennis 
racket. Better, less costly than leather 
and glue. 


Two ideas for using MYSTIK directly on 
products—a Mengel-Man factory in- 
spection tag and a wiring diagram for 
Philco. Self-Stik MYSTIK gets 'em on fast. 


These MYSTIK signs in busses spear- 
headed a courtesy drive. A constant 
reminder to drivers! Self-Stik MYSTIK 
provided the perfect way to get ‘em up. 


This MYSTIK hook 
sticks easily on any 
wall, is useful for 


Radio stations all 
over America 


customers or deal- 
ers for displaying 
packages, hanging 
calendars, etc. 
Keeps your od on 
display in stores 
and homes! 


Or how about MYSTIK for a special 
award plaque like this one for Jewel 


Tea? Sticks on tight... 
off clean. 


can be peeled 


found MYSTIK labels 
the best ever for 
transcriptions. 
Convenient to han- 
die, just press on 
without moistening 
—and they stay. 


pu cat Lees ‘ 


MYSTIK hands like these stick directly on 
a display pair of Lee overalls, spot- 
lighting 55 sales features. 55 different 
MYSTIK hands and arrows were specially 
designed to odhere to cloth, 


Speaking of service 
stations, here's the 
most famous of all 
MYSTIK uses—the 
MYSTIK Chek-Tab, 
used by almost 
every oil company 
and found in the 
door jamb of prac- 
tically every car. 


Give you an idea? 


Is there a thought here you can apply to your 
business? Or tell us your problem and let us 
create a MYSTIK idea for you—wvsing this famous, 
patented printing material that can be printed 
or lithographed in colors, die-cut to all shapes 
and sizes. Write for free kit of MYSTIK samples 
and ideas. No obligation. 


CHICAGO SHOW PRINTING COMPANY 


2639 N. KILDARE «© CHICAGO 39 @ in New York: 1775 Broadway ® Offices in all other principal cities 


MYSTIK makes clev- 
er novelties and 
specialties, too, to 
give to customers 
and keep your 
name in front of 
them. This thermom- 
eter sticks in place 
instantly. 


PURE-PEp ~ 
Regulari y 


—— 


ANA Meeting 


All variants of this pattern occur 
You never know when the next 
wave will hit you. The trick is to 
be ready.” 

In suggesting ways and means 
of making advertising plans more 
stable, Mr. Wiley offered a sug- 
gestion for producing better ad- 
vertising plans. He likened a com- 
plete advertising and sales pro- 
motion plan to a wedge. 


es “At the tip of this wedge,” he 
said, “is the action-getter, the gim- 
mick. It could be a premium offer, 
a call to Operator 25, or any of the 
hundreds of action-getting ideas 
with which you are thoroughly 
familiar. 

“Getting action in _ tangible, 
traceable sales was once the only 
function of advertising. Then it 
was discovered that advertising 
could be used to create attitudes 
of mind which would result in 
continuous buying habits. I’ve no 
quarrel with that. I do want to 
point out; however, that the ab- 
stract values of advertising evapo- 
rate very rapidly under the stare of 
a treasurer looking for places t 
save money. 


ws “The basic elements of a good 
campaign ‘wedge,’” Mr. Wile) 
said, “are these: advertising, pro- 
motion, education and action. You 
can have the best advertising and 
promotion in your industry, but 
if your product sells for more than 
casual money and your competito! 
is doing a better job of education 
of dealers and dealer salespeople 
you lose. 

“If you have good advertising 
promotion and education, but omit 
the action-getting gimmick, you 
will lose just about enough ef- 
ficiency to get your appropriation 
cut when sales get tough. 

“Using the simile of the wedg 
again, the line of action runs some- 
thing like this: home office man- 
agement; district sales managers 
company salesmen; jobber man- 
agement; jobber salesmen; deale! 
management; advertising; promo- 
tion; merchandising; display; 
dealer salespeople; consumer. 


ws “There are the people who must 
be worked into a unified team in 
order to produce increased sales 
at a time when industry sales are 
dropping. They are not a team by) 
nature. They can only be unified 1! 
action by a complete plan. Oncé 
a promotion is completed, the tear 
falls apart. The only way of keep- 
ing it together is through a con- 
tinuous series of promotions. 

“It’s a tough life,” Mr. W le) 
concluded, “but the rewards ar 
wonderful for the advertising m an- 
ager who makes sure that eer) 
plan starts with an action-ob ec- 
tive and includes the means fo! 
getting cooperation along e' er! 
step of distribution.” 


Sponsors ‘Date with Judy’ 


Revere Camera Co., Chic 18° 
has signed to sponsor “A Date vit! 
Judy” over American Broad: as'- 
ing Co., Thursday, 7:30-8 7; m 
CST. Roche, Williams & Cle 3° 
Chicago, is the agency. The 10 
gram started Oct. 13 but Re er 
will not take over sponsorship u- 
til Nov. 10. 


KLX 


COVERS OAKLAND, CALIFOR 
AT LOWEST COST PER 1, 


Represented nationally 
by Burn-Smith Co., Inc 
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The five Service-Ads* illustrated 
here put their stories before buyers 
of media at the most important 

of all times: when the buyers 

are seeking information to help 
them decide WHICH media to buy. 
These five Service-Ads have been 
featured in a series of SRDS 
trade paper advertisements to 
remind buyers of this additional 
source of useful media information. 


which is 


your Number One | 


media selling 


Is it making advertisers of fringe prospects who 
do not now believe that your market and your 
medium offer a first-rate investment for them? 
... (You can spend fruitless years doing this! ) 


Is it the tough, two-fisted job of wheedling ad- 
vertisers away from other markets and/or media 
into yours? ... (That’s good, competitive fun; 
but it costs like the devil!) 


Or is it working with agencies and advertisers 
who are NOW interested in your market and 
in the media that reach it? ... (These are your 
really hot, Number One prospects! ) 


If you agree that the Number One media selling 
job is working with Number One prospects (the 
agencies and advertisers whose market interests 
include yours and who are constantly compar- 
ing the means of developing those interests), 
then... 


Be sure your Service-Ad* in STANDARD 
RATE & DATA SERVICE fully summarizes 
your media story 


That’s important. Your STanpArD Rare listing 
and the supplementary information in your 
Service-Ad is always there working for you. In 
aldition, they are likely to be your sole repre- 
sntative whenever your Number One prospects 
ae working alone or in closed conference, com- 
pring market and media opportunities in your 
fi-ld, building media lists, settling differences 
® opinion, revising lists or schedules. 


© it of necessity, out of habit, the people most 
sponsible for media selection in every agency 
'} at handles national advertising, and in most 
portant national advertiser organizations 
*mselves, look to STANDARD Rate for buying 
ormation. 


*SERVICE-ADS are ads that supplement listings in any Section of 
SRDS with useful information that sells by helping buyers buy. 


1 Sbome 


The National Authority Serving the Media 


Walter E. Botthof, Publisher 


333 NORTH MICHIGAN AVENUE, CHI 


NEW YORK + SAN FRANCISCO +> LOS ANGELES 


job? 


FOUR POINTS that make SRDS a good, eco- 
nomical advertising medium, different from 
every other! 


1. SRDS does not just “reach” buyers, Buy- 
ers reach for it! 


2. In SRDS you do not seek to interest buy- 
ers in your media information. Here, buyers 
SEEK information about your medium! 


3. in SRDS you need not divert promotion 
dollars to costly artwork; nor waste space on 
attention-getting devices. Buyers want useful 
information in these pages, arranged in sim- 
ple, orderly fashion, to help them buy wisely, 
without wasting time! 


4. SRDS covers no counter display special- 
ists; few retail store advertising people. Na- 
tional buyers of space and time only are the 
regular users of SRDS (media buyers, adver- 
lising managers, account executives) — the 
people most concerned with market and me- 
dia selection. 


AIDS TO MEDIA SELLING 


The SPOT RADIO PROMOTION HANDBOOK and the 
BUSINESS PAPER PROMOTION HANDBOOK here 
illustrated are designed to help you increase media sales 
and reduce unit sales costs. They're two of a series being 
developed from depth studies of media buying practices 
and problems. Each deals with the full range of media- 
selling tools — salesmen, direct mail, publication adver- 
tising —in terms of what kind of help buyers of media 
expect from each. These two Handbooks are available 
from SRDS now at $1 a copy. Other Handbooks will be 
announced as they are completed. 


S: » 
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‘This Newspaper Section Service- 
featured by SRDS In Feitor & Publisher. 
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MONTREAL OFFICE UNIVERSITY TOWER 
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fects @ 


ee! 
be pg 


This Butiness Publication Section Service- 
Ad was featured by SRDS in Printers’ ink, 
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Top Level Group 
Says Army Needs 
Recruiting Ads 


(Continued from Page 1) 
Following the intervention of 
prominent senators, Secretary 
Royal announced early in August 
that Gardner’s contract would be 
canceled and a study made to see 
whether any advertising was nec- 
essary (AA, Aug. 8). 

Advertising’s role had been 


You Can Sell PREMIUMS 


this 20-Million-Dollars-a-Year Market. The 
and period- 


newspapers, mag ines, farm 
cals buy over 20-million dollars worth of circu- 
lation-promotion prizes and jums «8 year. 
cireulation trade 
arket. Let us tell 


thrashed out by the personnel | 


policy board during the past 
month. Mark Martin, Gardner ac- 
count executive on Army and Air 
Force recruiting, testified before 
the board Sept. 20. 


a In refusing official confirma- 
tion of the recommendations it is 
filing, the board took the position 
that this is merely a “recommend- 
ation” and not a “decision” over 
which it exercises final control. 

Since the information is from 
reliable sources, however, ADVER- 
TISING AGE is publishing it on the 
assumption that these “recommen- 
dations” are of interest and im- 
portance to agency people, and 
particularly to agencies which may 
want to bid for future military 
business. 

Publication of this information 
at this time is considered to be of 


Poor RCA Color 


Performance May 
Doom its Effort 


WASHINGTON—Poor performance 
of RCA color television during tests 
before the Federal Communica- 
tions Commission here last week 
narrowed the possible outcome of 
the present hearings to: 

1. The CBS “sequential” system. 

2. A dark horse. 

3. No color now. 

RCA had contended that it had 
an all-electronic system, receivable 
in black and white on existing 
sets, ready for field testing. 

During broadcasts with RCA 
color cameras Monday, RCA b&w 


mitted. 

RCA people say they will in- 
vent within 6 to 12 months a new 
tube which will lick color infidel- 
ity. But Dr. Peter Goldmark, in 
charge of color for CBS, told the 
commission that RCA still faces 
such serious problems as to sys- 
tem and apparatus that “there is 
grave doubt that the system de- 
monstrated here Monday will ever 
emerge from the laboratory.” 

Disappointment over the RCA 
tests failed to dampen FCC’s in- 
terest in color, and it announced 
Thursday that the color investiga- 
tions will continue through De- 
cember. 


ws Meanwhile, FCC is marking 
time on the expansion of black 
and white television into the ul- 
tra-high frequency band. Industry 
members maintain that FCC can 
unfreeze b&w TV without await- 


iqueat—e JOUS bey & Gu SS particular importance, since it is 
; : ant CIRCULATION widely reported here that Secre-|sets delivered good b&w pictures,| ing the outcome of the color hear- 
Circulatio : MANAGEMENT (tary Gray will have the power to|but six RCA color sets each pro-| ings, but FCC failed to fix a date 
Managemen 53 W. Jackson wy select an agency without competi-|duced individual concepts of the} for hearings on the b&w expansion. 
aes &. tive bidding. color combinations being trans- The commission’s impatience 


at a fraction . 
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. . . of hand-painting cost 
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Philadelphia Dairy 


like them. They're washable, durable, 
weather-resistant—in any size, colors, 
designs—specially tailored for outdoor 


or indoor use. Results are always uniform 


—and cost but a fraction of hand- 
painting. Apply them in your plant or 
on location—as a tie-in with your 
national advertising program. 


USED BY LEADING 
ADVERTISERS 


sPECIAL! TEST-KIT OFFER 


Test this money-saving idea in your business! A low-cost 
kit provides 5“ or 9” letters in rich sun-fast blue—enough 
for 20 to 50 signs. Packed in a durable, index box in quan- 
tity ratios determined by long experience. Write today for 
special introductory prices on this Meyercord Decal Letter 
Test-Kit. Specify size. Address Dept. 10-3 


Joc Member Lithegraphic Technical founda 
Ike MEYERCORD Z. 
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with MEYERCORD 
DECAL LETTERS 


Save Time, Labor, Money 


Personalize dealer signs and window 
valances quickly, easily, economically—with 
Meyercord Decal letters! Self-spacing 

letters and numerals produce smart signs 
without special skill or experience. Dealers 


DESIGNING SERVICE—FREE 


For letters and numerals 
exclusively yours in any 
size, colors, designs— 
ask for Meyercord free 
designing service. Match 
logotype or trademark! 
Stylize dealer signs— 
nationally! 


. Werld’s Lorgest Decal Manufacturer 
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Advertising Age, October 17, 1/49 


over the delays with color was ‘e. 
flected by Commissioner Rober 
Jones Thursday. Dr. Charles W 
Geer, University of Southern Celi.§ 
fornia physicist, warned that he 
commission would wait forever if 
it kept looking for a perfect sys. 
tem. “You mean we could easily 
get into a situation of paralysis 
by analysis?” Commissioner Jones 
commented. 

RCA suffered a second setback 
during the week when Dr. Dean 
Breester Judd, who has direc'ed 
research in color measurement for 
the U. S. Bureau of Standards sine 
1932, testified that he considered 
CBS color so good he would “very 
much” like to get a set. 

RCA said that it would produce 
its own experts to answer Dr 
Judd, who testified that RCA 
three-color sets had considerable 
less fidelity than CBS. 


e Asked how the commission 
could determine the effectiveness 
of a color system, Dr. Judd said 
laboratory tests would prove 
nothing. “The most meaningful 
and direct experimentation,” he 
told the commissioners, “would 
be to broadcast some commercials 
on color television, and see how 
the public reacts.” 

CBS supported its appeal during 
the week by producing a half- 
dozen manufacturers who prom- 
ised to make color sets for as 
little as $220, according to CBS 
standards. In most instances they 
promised to be in production with 
sets or converters for existing sets 
within 90 days after FCC acts. 

Dr. Elme W. Engstrom, vice- 
president in charge of research, 
RCA Laboratories, said the test 
Monday demonstrated that it will 
be possible to have color television 
without outmoding the b&w sets 
produced for the 12 existing VHF 
channels and the 42 ultra high fre- iim 
quency channels included in the 
allocation plan proposed by FCC 
this summer. 

He insisted that this “compat- 
ibility” is important not only to 
the present owner of b&w receiv- 
ers, but may be fundamental to 
the economics of a color television 
broadcasting system. 


a “With a compatible system 4a 
broadcaster first starting color 
schedules is automatically assured iim 
that he will retain his full potential 
audience on all the receivers in ” 
his area,” Dr. Engstrom said. ee 
“The economics of the TV broad- : 
casting industry appear to be such 
that regular color broadcasting iim 
might be seriously delayed if the % 
broadcaster must sacrifice circu- i 
lation, and therefore revenue, in a 
order to provide color transmis- iii” 
sion.” me 


Introduces New Food Saw 

Larsan Mfg. Co., Columbus, 0. 
is introducing a kitchen sawing 
utensil, called Chef-ess food saw, 
which slices meat, saws bones, cuts 
hard-frozen foods, splits fowl, ete. 
Chef-ess, which has a 13%” steel 
blade with a stainless finish, re- 
tails at $1.98. 


Joins Eleanor Kairalla 

Yvette Sheer, formerly assis‘ant 
advertising and publicity directof 
of Charles of the Ritz, has jo ned 
Eleanor Kairalla, New York 1 
specialize in beauty and fas 00 
promotions. 
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preferred by America’s Newspapers 
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y sets . 
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“ a ; In a recent newspaper release to some 1500 Here are the questions asked and the results 
FCC of America’s newspapers RAPID QUALITY Do you find Rapid’ ntirely satisfactory? 
— . PLASTICS were accompanied by ¢ ques- YES 
Tee . ° mn . ” Have you noted the consistent 
tionnaire addressed to the “Publisher or Rapid’s Quality Petice over others? 
YES 


s Quality Plastics © 
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stions were asked which per- 


tained almost exclusively to the general 
ults and difficulties encountered by the 
on staffs of all news- 
ica in the handling 
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papers throughout Amer 
of reproduction material. 


The response far exceeded our most 


Do you find Rapi 
ing slippoge in mat molding? 
YES 

What is your opinion regor 
bowl” and “space-depth” features 
average? YES 

Do you notice the consistent © 
Rapid's Plastics? 


YES 
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Contain Important and Exclusive features not foun 
WHY NOT SWITCH TO RAPID ? 


opti 


ce 
rainos rom Gapguid 


y — 


THE RAPID ELECTROTYPE COMPANY 


CINCINNATI 14, OHIO. 


| BEESON ADVERTISING pili 


A So cries Ca ete WA , ae Ot a PS “Sy ge F = "ibe awcpeitg ae Z Nae ae ae - i ee We 
Sue ae ee $4 TO uae estan? Sie Pe te. SS Se Ri. eae ae : ye ee ay is &: a ee eee te eee ee S aS 
‘Sar RS, at ase hy ret ee Paste) sie hie i eel es re e ee aie ae <= ici gs oie Pras - c ~~. ae zany OS cape ee Wat he eal FS eee ee Pon a 1 ee mie 
et a 4 gee fee an ee a ee : ae ‘lee ae de ge ede f eae rs a eee a eee : ees The, Mas Oe ae PEE te sg ber 
Ae Sere a ae SR ee an ee fe ee op ao at: a a Ne ee eee: oes se % % ie: e Sie nati ; i 5 Be ie eet eo 4) : F Riis a 
ees eee ig Booed jcidhe Sse, RA TM pare See ier Ges cai wae cates ae Paine eee Soe rao ee ee. a 2a ee Soe ae t Noe a ee Ailey 
Bi si ae Pr cag ap Ths ee toe oot ite ie Pe . il a zi 2 a i Me ager: oe = a —_- os eee ae ‘ ore ee boat re cm igor Poi at, eee ce E 
ae ae Pav eee ee) eget Ty Tee i x “ Ve Y pe eer ee : BE RE xe i liehage 4 ee ay ee Se er a ore eee eer ce ee 5 Sta ie bias > ieee ba ae * Noes ‘ 
pA es” Wee Wee A re ee Gs a eae sie eo FSS eee aa oe peaeey 2 teh 22 % pe te bs re NE ae . “é 5 ee ee eels 5 i aa ae eles Paes, . jes Eas Tia Pasi faie: e 
i ak PORE.’ eee REC nine? Pr ER Oe oe nk aie cg Sm cece Sr alway 7 ey Rat al: ie a ie 4 cnires Lee Oe ae ee aati ey eae Cs are gh ee a I ne aa ae er. Le Ss age re pds = | il 
ee ee Ss i eee Pe So = Di ace oy ae ee alge seer bo. as, ee Tel iaee i: Be oe = er ee a ow ROP ced ee ie ia ile 
A i err ee” ae Le ae 5 is te il PES Si) te Se see 2 pices ~ ee Eg wh eee Pere ee eee aa eee J i pie. ame he ny “Tae ee eee 
ee ee ee eee see ae po sa ee ies Ce’. ce ee ea. ae ce Meee ee eee Re pe a coe aicy Cag ge ke ee ee pe ee oe 
aes a es eee ee: * eer cig iasigd paar ore i a ee Ss. i, eves me AE ae ae a DE ihe io aa «ae. 2 
2 emia es ay Ree ena 7. Sy ea 2 bye. ay : a ele pine ee : 2» eat ren eee 8 BLE i oom SMES Mee Sete a erase ee! (ar WS Mock ceo pu er ae ee iN 3 
soe a sail ad ro a. a Pome Tae res eer: aca eager oe , : : Sai aan ae eae Se ee er es 27 Paes oe oe geet Soe 
x ek ee oe ari bias ieee eee Ses Sao Ec EO eG aR Bat SM as Mees Bi i aged net ae oe et ee . einige pe areiy eee ne A AE an PE A Vi A os ee gy or 
a ae “ie Tere he s aa Re er ee serous Tree Raps i ere ra : z ee ear eee et are tS ag ee ’ pee ne ‘ 
lf 49 a Sas g een Ste ee ects ae i esth a ee eee ee = temeepaitecetcy BO iy ar oe, ie ia me Sal. i OO RR AE ary, Sg A Maer NE AR eae See ee ra f by 
: : op ee ts Ro ee = pa oe foie elie 4, ea Sea oe Bieie- fe I, So ee Rea et OS al Ser 
3 <a ee ce coy Orvahes SR Bs ee eee ia wae tiles walla ea ee ee ee eae vee oO : ee pie eee bit ap al - Bhs fax Be a Sia ieelte ae ull ae "ol alt ates See 
ae ° te f : a ie ao Sg GR Nes Ce ee ere he ee i ees ce Pars te et he gee eed ae Re ae ee a ach 
¥ DS a eee : : a ae Sees eae a oy Les fe a i 3 : sys Be a pe mee eee See ata haa i, Me DT ae 1a ai | ioe Sea ae tas 
iS e Ce ee ee ee Be ee de Pe eee we 3 Stic = a — aT Se ge ey 
b ee ee eee ot ae SS pi ear Bie a te. DI a rare anes tee ST ee ee oie eee Soe Seat meee F i Se a Eile ps Ba 2 a 
obert wee, wat AE ghee eg ee es ‘a 7 a Peon il eA eee cae ee SUM Pee Te ae eae mia ‘tga sti se. et eee ae | See IR aa Sore oa eo ge oa ae 
s W tal os Corn ae at ee ee ee el eR ee eee cs Te ee ee ae ae 
. ae c: 2 ae Senge er Z ae i: si as 2S SENT a nw PS ae 5 ee gil eee vj = alee 2 a eas eek ee ee a f ee 
Celi ; : a ia Wee i Re ae aia eee he. 2 
ai : es : “silks Wii iii ye ial 
ee a ee eo a 
PAS ih le by. Une Sas {2 Stee " = mf att? 
~My Si en ra sg lial eases : 
aly bees ana BO De oa sil 
: hw eae 4 Wie, a ee ie en ae 
> ug BS hes enh Pa ee oe Sais = 
Jo: Me oe Boge x, 7 A eae nae 
nes ee ee # ae 7 ee 
oe ton ee be es Case eee 
Be ee . ; Wess ge) 
Be oe +c a be 
P aie - a a ie Oe le 
tbick “te . “ui 
; ah ‘ a 
: , i 
Dean 2 i- . 
>) a" . 
ead ee. ae i 
‘ec ed eer : a 
ae : 7 A <u oee 
7 4 {ee 2 3 < ES rca ge es eo = 
it for : Fae x : Cae Cee 2 ics arate 
. a Wee ‘ 4 & Ee SRE ae ll fins hae Laat, 
} a ae ee : » ere aks hae oe eg ee eee 
ee < i ee eee eR a 
‘ Bes =): Mee 4 . m i : bing Tale ead eae ‘ 
ar z pad Se ess & ‘4 > i oe Q : ao ae i ee : 
. Oe os <P oles ‘i oe ee Seta i ra 
ry RE es a eo Eid ie eee 
3 * Mee ies ve ae 
duce iim . ms Ne. 20 eee a. 
- DD oe ae eis ; y ; : : 
R on ‘io, cela Ss . 
CA > J leet ie a SS a seg 
‘rable lS eg ee an eee 
i. Za = eG elt - Se oe 
r - - Sa A eed i 2. 
— oo : ees 7 7 
GRE a ie tee si : 
. 
4 
an 
To ve ses a i 9 hi, ry a ; 
? Bema Ls 
ngful : RA dtieicos’ sald 
Gy Wee gale foe ee ee 
» b Be a Pe i 0 cS ee 
fi eS ce 2 es = Pe eee : Scat 
e ~ Pi eae pe ik Hie Se 
= dk ar ae 
how ses ‘ol _ See peas aN a: Ua ae 
7 ie Bc ee ey 1 ct ie 
Go ay ; a, 
uring ; : 
hal- ii 
» 5 : 
yrom- ory Se 
want 4 a ¥. 
; 
CBS ty Bg ae “ 
= Gia Care a ‘ 
they oe ee ee ¥ 
Ps ee ese pate ceo ic 
— Sectlint Sai ee. ; a 
, ac le ae a 
a. a We 2 = 
g sets i ‘ a 
ts. = %: ; 
vice- i 
parch 
De i is, 
ig ps Serie 
fei hig Rh an eee oe. 
oe : 
eae 
a 
eta 
o 4 
ey i ; 
a . 
Bo ue Ul A : 
gn, Go eieeeaues 
Bete on = ped Or ee 
a ee 2) 
a. 5 en a aaa 
ae eR GL : ee 
eh Fg ee ee ae eas ee 
Vaiaehars alpen sate: ne Rage ie 
ee ee eae 3 ‘J 
ee -_ Beret, 4 
Sie? aa ee mee... | aes Ee 
, a a ae eee es 
: saat Be, > ae ae ‘aan 
; , ae Parca ory coe ‘ Bee ag 
ee ee ene rh oS a | 
gi ; 
is : : 
— * ot a : 
; eo: * oe = ay eee ee . ie 
Bae ca) aie a aE ee " ui 7 
a, ee Se ca yn ee poe 
g ea 7 ae mee 
ie Be Aes ga aed ; am 
patos ati mers " 3 
ge ae he ia - 7 
a rs 2 i . 
Be: ee 86 a i, es — 
Ce ee ‘ ie Bis ce, 
ce | aM eg > = ee eee eet 
Sagres 9. in ee rae ie ea: 
A ees ee yee a ae 
a Sans eure an 
Sig ae aay : a ee nae 
et Pe eS a bis, see oO 
oe <3 a Oe a ee 
: a BS ae i r jo ee 
. ; Paes ete , ae hee 5: 
5 ae ikl a ca ‘heats : ie ad i ale 
oS eget ao SA ee Pgs 
aE rice” ie ‘Te oan By aan 
is, O. i Bk 2 Perma een VAS - ae 
’ re Ra gee. eee rah — 
‘ ~ < haa eee <5 See 2 Be ae 
av ing “a eae iss cu. es pal Nee 
| saw, — 5 Le rg A of ee whe 
- ae. E Eee 4 eae ys Teen 
a > 2 i RE ite a ken a Teens: fees 
5, uts ‘i ee i neal Ret eg aie een 
PY { =e : oc ees eer lag sree ae 
is ers ie ee ‘ 
; ’ ; teat.) Bey 2 af. Shah ibe 
. ‘eel i Ae 2, : ‘* Soe Mire fas 2 
TaN gee We Se he ees a Bean o'> <a, Gas 
h, re- ees Te ies pe ae 
eee ee eee ee es wal 
i Be a oc eo ce het © ar eee 
eo Paes. ; eet, ae 
oe ena Keon sate ee ak {SOS a eee 
Pie ae es Be gt yes ig ae io Ae Sele 
ae ees 2 2 Ba Ft: z : 2 ile 
baci tke . A EE, PENT ira ss he 
oi. Pees ci he ee ee . oe eg 
rector eee a Rts chee 
o ned = fe a ee eee Ageia ease 
Jol i a ae Sea. a Cees a eee as 
k 0 ae eo a Tee ee 
. Ve os (a eee ee ees 
< \ion ae oe ee 7 ; 
as ‘ ee J ee a ere dete = 
5 Oe ie mE Tay a 
BO ie i cx as are te 
re eee Wee ; 
0 ee aie ee o ii ° 
_—_— - ios ie pe : 
ae = aye a as ee 4 
mee ma f GS a SS el ea Ne o> ; Paget, “ae oN ass 
a es an See? , ace ; “eae ; 
1 eee Bets adage E a 7 ‘fam 
: 5 hes, Ca e a 
. : 1 ee ae : Be 
en en TC ee nae Tae a ae 1S aoe 
: - ‘sae Pe eae aes rae ee : ee 
: _ 29 eR ee al el ee pa 
ae ce Rae ar ae mee 
: ; ge Se Rae ee 
1 tipo. ek we eae 
a aeepaammeeees at : Re 
Reem ae tases oe 
«led ae ae ie eS ipa Sere pee 
* ane oi ae |, Se, tae ss Paes «> Riek 
i eee ee ie ae 
Ses EF fe ae eo . . : bee i pita E nA be At e ‘ 4 
4 rf ae % ot) eee Be ae ec Uae : Ae " cS Re 
es dias so * i Mi Sa tl en Aca - ee 
Oo ae er ‘ae 
Bg Gare : eos nee : eer emer Re SE ae oh eee 
Ss * Joel ae ge Be ac Hii cis : mre che ee ue eee ae ae 
; fo eee Br gee ase ema ee ame oe ee ct o> a uaees Bit oes eae 
: eee er nn CU ee es Ds eee eo) a ee. 2 ne oe ae 
‘ ee ee Paes Maer Cee a te gt aa ume ky ee ree Hae EO RG 
aia dad oat “ee rent * ‘ ed epee tee an iit 4 teak oe atk ae os Sykes ae aes 
. z F : . a ae nad P L Nw T - Selita ak Or a pee erencee en orn yee Lan a 
*e a onal A AR ee a Res Se eg eee es ee ae (ae Pee ee 
a oa aay z ees eee a eae ge 08 vine 
ne ool Aen ee pe ae E } Fe is I ; : a ia ; — 
i bet Riis ee ee cena Tt File hadi etnte se BO ae ts rial td eh ite vee i 
a 4 a a ee Stacie Me Wea Ay Oat alee ah Pian a aad i SS ae Se es Wen ae Ris 
ee eee) eae Sie el nee are ve e Gene ae Seen et oe ce ig hae as teee A ae BE epee iccou A Meee —. hag hae So aire Pn He i Lae ene Bere 5, ey Oe ee ee ae eae Bea JSS ae oe 
re ae r en ge Me TP aNee Pe EE nO LE Dek eee ie eh me ete ipa oer ey aces MR rae AN es Bee ae Se etre ar apie Mies. ah ep ee i mea ee te en 2 ee Te Ds age of) Aine ors ae dine : Stes 
sit c shes : Po i Of cee ee ee ene ee ny ee a eT BE HERS RS are on ee oe ee eng in i | lai pokes eae iss : ae eee ee pe 
a 0Cl j SNEED SS ne ai bel ere en oe ges oe ae te Marae te eae poe eee Bes eae ames 
Sic aera et Rem Ue, ANE bat. aan $F eR act dian aT uaa? th oe ag rah we #2 % money : See ae ee f bet ay - : \ : a ‘ ; : ; f i 
aay Ce ae pape tet > « Sake mem ty Wn ee eae ced ae te aaa na ie iar Se eee nh a ee DS gps Oe ee, SS a Cea gel ee hes ee s Rae a ees, oar. A wor acer a a PM races eck Bey ee Se bes hy 
: a A Ce te A, RE alt EMR es sO Lae TH Oe See ES Pr rk ciel mee SSeS Fo arcane ere ee a NT ead eee he gee hg et Say gl en ee te a PE oe ae ant : Seige ERD yee be ae ne sate x aS Copy renee Se shan NE ca ag eae CSS ree vas wis ‘eee ee 
: - i. ? hls Teh Ce UR Pont ea Naa ek le ane Ge Re aaa a A Le ect a cD ae Teel emer CAO ap at el eet Se eo a gb eA es gen oe! ape ta Meee cer an ng teh e Sy Sey alee ET eee ie aie 
. ¥ ‘ CF CSE) Ey CECE SOA Sete, OH Rp TONE PR OR RARE ay NET Tape Rah seal Rete a ire eh AACS EIT AMEN re nhc Ho Saal (op ena veegae 
ont ee ELE ee Tee ae OT he eT TRE PEER Hae aT RENTE Sa Sree Oe 


Vi QUALITY PLASTI 


The finest plastic newspaper plate 
in America! 


* 


Newspaper mechanical production staffs over- 
whelmingly endorse and acknowledge Rapid's 
“Five Points of Superiority’ which easily make 
RAPID QUALITY PLASTICS superior to all others! 


WHY NOT SWITCH TO RAPID? 


Try Rapid Quality Plastics on a part or ail of 
your next release and see the difference 
in the FINAL NEWSPAPER PRINTED RESULTS! 


SPECIAL! EDUCATIONAL! 
(for advertising classes and students of advertising) 


The RAPID ELECTROTYPE COMPANY will gladly 
supply folders, gratis upon request, showing 
“HOW PLASTIC PLATES ARE MADE.” 


—. 
PPP te yon 


~~ CINCINNATI 14, OHIO - Parkway 3577; Teletype: Cl 496 


” eS 


RAPID ELECTROTYPE COMPANY, 
Advertising & Sales Promotion Department, 
41 Burroughs Ave., Detroit 2, Michigan 


Gentlemen: Please send a “packaged sample” of a “ ‘ res en ee | a“ . a 
RAPID QUALITY PLASTIC NEWSPAPER PLATE to: LET US SEND YOU A “PACKAGED EXHIBIT so you con 
examine for yourself the 5 IMPORTANT and EXCLUSIVE 


_ features NOT. = IN ANY a PLASTIC PLATE ! 


Name_ 
Company 
Address 


City 
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hicago to Hold 
) ternational Fair 


aicaGo—While Detroit, Atlantic 
Ci v and New York have been dis- 
i, sing the possibility of holding 
th first international trade fair 
in the U. S., Chicago Convention 
,reau officials have been work- 
feverishly to get their plans 
shape. On Oct. 6 they announced 
at the first such fair will be held 
‘hicago Aug. 7-18, 1950. 

1. S. Anoff, president of the bu- 
reau, declared that after two 
Emonths of groundwork, the bureau 
has: 

1. Secured options on 1,000,000 
square feet of exhibit space (about 
500,000 square feet, net, for ex- 
hibits proper). The options include 
all space in Navy Pier, Interna- 
tional Ampitheater, the Coliseum 
and the Arena. 

2. A total of 135,000 hotel rooms 
are available for the two-week 
show. 

3. Close checks with the depart- 
ment of fairs and exhibitions of 
he Commerce Department has 
isclosed a potential of 2,000 
American and foreign exhibitors 
for the international fair. 


s In addition, Mr. Anoff said that 
SMayor Martin Kennelley of Chi- 
ago and a committee of business 
men, manufacturers, hotel men 
and convention officials were leav- 
ing immediately for Washington to 
work out final details with Jacques 
Kunstenaar, who heads the Com- 
werce Department fairs and ex- 
ibitions division. 

Also, he said that Carole May, 
chicago publishers’ representative, 
ad left for Paris to make final 
wrangements with the Organiza- 
ion for European Economic Co- 
eration for participation in the 
air by European manufacturers. 
A number of American exhibi- 
m@eeors already have approached the 
epartment of Commerce to dis- 
over which city is most ovend 
o have the fair. 

American manufacturers appar- 
ntly feel that bringing the fair to 
he United States and attracting 
oth European manufacturers and 
luyers to the U. S. will permit 
hem to keep their name before 
he export market and at the same 
Ime reduce the costs of such pro- 
notion. The cost of participating 
n such European trade fairs as 
hose at Leipzig, Milan and Paris 
how are excessive, in view of the 
estrictions on exports. 


10 Bob White Organization 


Swift & Co., Chicago, has named 
Bob White Organization, Chicago, 
BS exclusive agent for the national 
fale of Swift’s Park Lane brand 
anned poultry products. White 
fill handle all Park Lane sales 
ind promotional detail. Park Lane 
rand canned whole chicken is 
urrently being introduced ina 
W select test markets. Additional 
ained products will be announ- 
ed soon. An advertising agency 
@ not been appointed as yet. 


00/man to Royal Worcester 


Je: se J. Goodman, formerly sales 
ind .dvertising manager of Wil- 
fam Gluckin Co., has been ap- 
din! d assistant to the president 
‘ Royal Worcester Corset Co., 
orc ster, Mass. He will have 
Mar'e of advertising and sales 
Tor tion. 


FO F sdtield-Johnstone 


| Du .can, Gilmour & Co., importer 
Mid jistributor of Glen Rossie 
Pcotc 1 whisky, has placed its ad- 
€tti ng with Redfield-Johnstone, 
w York. The agency formerly 


_ ‘d the advertising of Glen 


Dest 
Be 


‘oods Names Agency 
Foods, New Ycrk, has ap- 


int q Foreign Advertising & 
an e Bureau to handle export 
“ver ising. Newspapers and radio 
il be used. 


Princess Eve to Smith 


Princess Eve Products Corp., 
New York, cosmetic accessories, 
has appointed Paul Smith Adver- 
tising to handle its account. News- 
papers, class magazines and direct 
mail will be used. 


Wertz Succeeds Gemmill 


E. M. Wertz, formerly a super- 
visor in Dallas of the American 
Ferment Co., New York, has been 
named Pacific Coast manager to 
succeed C. F. Gemmill, who retired 
Oct. 1. 


‘Constructor’ Names Feiss 


S. L. Feiss, New York, publish- 
ers’ representative, has been named 
eastern advertising manager of 
Constructor, official national pub- 
lication of the Associated General 
C ntractors of America. 


Alsco Appoints Dubin 


Alsco Inc., Akron, O., has named 
Dubin Advertising, Pittsburgh, to 
handle the advertising of Alsco 
aluminum siding and Alsco alu- 
minum convertible storm windows 
and doors. 


Appoints Jewell Agency 


Jewell Advertising Agency, Oak- 
land, Cal., has been named to han- 
dle the advertising of Alpha Dis- 
tributing Co., sole distributor in 
the Bay Area for Royal Host wines, 
brandies and vermouths. A cam- 
paign using radio, car cards, mag- 
azines, newspapers and highway 
signs is planned. 


St. Louis Adclub Elects 


Cc. L. Thomas, general manager 
of KXOK and KXOK-FM, St. 
Louis, and president of Transit 


Radio Inc., has been elected presi- 
dent of the St. Louis Advertising 
Club. He succeeds James Wilson, 
vice-president of D’Arcy Adver- 
tising Co., St. Louis. 


S.S. SPECIAL 


FRISKET CEMENT 
$5.00 pergal. $1.80perqt. 
ARTEX ARTIST 


$3.50pergal. $1.25 perqt. 


5.5. RUBBER CEMENT CO. 


310 WN. MICHIGAN AVE, CHICAGO 1, ILL. 


Herman W. Steinkraus, President 


Bridgeport Brass Company 
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n between 60% and { 


The U, §, Chamber of Commerce 


q Letter 


port on Price 
Trends 


VUPPORTS for farm 


Reviving Metals 


of 


‘HNN 


he facts are these: 

Lead has bounced back 
pound, recovering more *~ 
cent nosedi=»-~" 


* bey 


“As a regular reader of your publication who is 
more interested in the business side of the material 
you furnish than the stock market side, I can attest 


to the fact that I find reading The Wall Street Jour- 
nal regularly over a period of years keeps me well 
informed on all kinds of business and industry. 
Your reporting is of a high order, and the daily 
nature of material provided gives it to me hot off 


the griddle.” 


news to business men! 


Published at 


Still 


New Demand for Lead, 
Copper, Zinc Reflects 
Some Business Spurts 


high in 1950. ‘ 
ne can “ what new Battery Sales Up After a Dip. 
x agriculture staples A . 
s Congress, But what-|  T)ie Casters, Galvanizers 
; rural folk are. sure to 
oO > keep their incomes ‘up ; ~ 
Revision of the Alken Buying 4 e Zinc 
“flexibility” to boost a 1e 


Dubious 


—_ of non-ferpous 
ea! about the state of the 


to 


“Hot off the griddle” bisiness 


This audience looking to this 
publication for complete, timely 
business news is 233,123. These 
people live in every state... 

in almost every county. 


44 Brood St., New York 4 
911 Young St., Dallas 2 
415 Bush St., San Francisco 8 
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The ‘Rockwell Plan’ Makes Good Sense 


In many respects, the story detailing Rockwell Mfg. Co.’s action in 
expanding advertising and sales effort, which appeared in last week’s 
issue of ADVERTISING AGE, is one of the most important stories we 
have ever published. 

The woods—and the editorial pages of publications—are full of fine 
theories and splendid arguments about the importance of stepping up 
advertising, sales promotion and selling operations when the going gets 
tougher, but unfortunately theory and practice are not always identi- 
cal in this regard. 

So the story of Rockwell is particularly important, because it is the 
story of a diversified organization operating in both the industrial 
and consumer fields, whose management has not only embraced the 
theory of more aggressive selling, but has put the theory into practice 
and has already been able to demonstrate favorable results! 

The detailed story of what Rockwell has done, and the basic think- 
ing behind its actions, as related to ADVERTISING AGE by W. F. Rock- 
well Jr., deserve to be brought to the attention of industrialists in 
every field, and particularly to the attention of those executives to 
whom reduction of promotional expenses seems the easiest and most 
painless method of cutting “costs.” 

“It has been frequently said,” Mr. Rockwell asserts, “that manage- 
ment now should be giving its principal attention to the financial de- 
partment and balance sheet. This is, of course, true to a degree. But 
it is our belief that concentrating only on the financial department 
now is like building a football team with only a defense—if we’re 
lucky and competition isn’t too tough, we may almost be able to hold 
our own. Our sales and advertising program is our offense.” And he 
adds: 

“Although we watch advertising expenditures as a per cent of sales 
expenditures for control purposes, the size of advertising budgets is 
determined by the cost of the job to be done and estimates of results, 
rather than by an arbitrary advertising-to-sales percentage figure.” 


When Are ‘Savings’ Not ‘Savings’? 


The report that a committee of a trade association is “considering a 
request of the Utah Liquor Commission that distillers set lower prices 
on their liquors in the state, now that Utah has banned point of sale 
promotion, thereby ‘saving’ the distillers an estimated $100,000 
yearly,”’ seems almost too fantastic to be true. 

How can the Utah Liquor Commission, or anyone else, prove that 
eliminating any form of sales promotion or advertising is actually a 
“saving”? To put the matter in its most conservative light, isn’t it 
at least possible that the ban on point of purchase may make it more, 
rather than less expensive, to sell liquor in the state of Utah, by re- 
ducing total sales, increasing the average clerk time involved in a 
sale, or in other ways? 

The notion that “savings” can be effected automatically and pain- 
lessly by eliminating advertising is dangerous nonsense, which ought 
not to be tolerated by anyone, anywhere, at any time. If this concept 
of advertising is true, then it is equally true (and equally ridiculous) 
that the retail price of merchandise can be reduced and much money 
“saved” by eliminating all window and store displays; that coal and 
oil dealers could “save” a great deal of money by eliminating delivery 
expense; and, for that matter, that working people could “save” the 
daily cost of transportation and lunch by staying home instead of go- 
ing to work. 

If eliminating advertising, in one form or another, is a simple mat- 
ter of “saving,” then the hundreds of thousands of American business 
men who are spending some $5 billion on advertising this year are 
the world’s worst simpletons. 

Personally, we don’t believe it. 


—GE Mike and Camera 
“Hmmmm ... must have the wrong frequency.” 


What Theyre Saying 


Artists’ Responsibilities 


Creative advertising men today 
simply cannot afford to be strictly 
‘artistes,’ and that goes for art 
people as well as copywriters. We 
all must interest ourselves in the 
business problems of production, 
management, labor, finance and 
public relations that confront our 
clients in their daily operations. 

Nobody will deny that the most 
effective advertising stems from 
close cooperation and understand- 
ing between copy and art people. 
The copywriter, because it is his 
responsibility to correctly inter- 
pret sales, marketing and mer- 
chandising problems in terms of 
effective printed advertisements, 
has to assume the lead in getting 
an ad started. If his art colleague 
makes no effort to understand the 
economic situation which dictates 
this thinking, the copywriter tends 
to continue and even to expand in 
his role of creative leader, and the 
art director becomes merely a lay- 
out man. 

This is not a problem of lack 
of mutual respect. All copywriters 
recognize and appreciate the spe- 
cialized talents of their art as- 
sociates. Likewise, intelligent art 
directors recognize in the copy- 
writer art of a different sort. The 
goal is to escape resentment, one 
for the other, either petty or real, 
and get down to earth as ad- 
makers, operating as a mutually 


supporting team. 
—George B. Kreer, copy group head, 
J. Walter Thompson Co., Chicago, be- 
fore Art Directors Club of Chicago, 
Sept. 29. 


Publicity Redefined 


This talk is one that is generally 
given along the following lines. 
One says, “Publicity is a tool of 
public relations,” and then goes 
on to say that it is only one of 
many tools. There are the so- 
called “publics” of public rela- 
tions, dealing with government re- 
lations (federal, local, and state); 
there are stockholder relations, 
community relations, employe re- 
lations, relations with suppliers, 


with trade associations, et cetera. 
Then returning to publicity, you 
divide publicity up in about as 
elementary manner as you can and 
say, following Ray Mayers’ defi- 
nition in his very fine book, “How 
To Do Publicity,” that there is 
a publicity “family’—and then 
you start talking about the vari- 
ous media as well as the various 
communication methods which 
make up this “family.” 

There is only one thing wrong 
with this kind of an opening, and 
that is that I’m not sure that pub- 
licity is a tool of public relations. 
When you say that, there is an in- 
ference that there are many other 
tools of public relations, and I be- 
lieve that in one sense publicity is 
public relations. This much I do 
believe, and I have defended as an 
idea and a basic concept with 
which my organization lives, and 
that is that public relations does 
not exist without publicity. In my 
mind it is the tankful of gas that 
drives the shiny new car along 
the highway. To carry this meta- 
phor further, I maintain that an 
automobile manufactured and 
standing handsomely in the deal- 
er’s showroom is an incompleted 
process, and it’s not really a com- 
pletely manufactured item ufitil 
it is rightfully in the hands of 
the customer and has been pur- 


chased and used. 
—William R. Harshe, president, Will- 
iam R. Harshe Associates, Chicago, be- 
fore Mid-South Public Relations In- 
stitute, Memphis, Oct. 4. 


The Role of Selling 


Selling is at the very core of 
economic activity in a free enter- 
prise society. A man who can sell 
is never long out of a job, in good 
times or bad. He can go off to 
work each morning, confident that 
he is not only bettering himself 
but also bettering society, by sat- 
isfying wants that already exist 
and by creating further demand 
for products and services that 
mean, in at least a material sense, 


a better way of life for all. 
—William Benton, publisher, Encyclo- 
paedia Britannica. 
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Rough Proofs 


American League prestige in he 
world’s series was upheld ag in 
in 1949, this time with the aid of 
ex-National Leaguer Casey Sten ‘e| 
and ditto Johnny Mize. 

© 

Branca, Newcombe. and Bar: ey 
were so prolific in manufactur ng 
world’s series passes that they 
were almost signed sight unseen 
by George Halas of the Chicigo 
Bears. 

* 

Gladys the beautiful receptionis: 
says there were so many passes 
issued by Brooklyn pitchers in the 
world’s series, she thought they 
must have had experience as pres; 
agents for Broadway flops. 

* 

When Brooklyn, with the firs: 
Negro battery in world’s series 
history, succumbed to the New 
York Yankees, there was no joy 
in either Flatbush or Harlem. 

. 

Baseball fans in many cities paid 
good money to movie theaters t 
see the world’s series televised, 
while their managers muttered, 
“How long has this been going 
on?” 

2 

Michigan lost to Army after 
having won 25 straight footbal! 
games, leaving only Frank Leahy 
to quote “The Brook” to his fight- 
ing Irishmen at Notre Dame. 

Arizona Al is pleased to report 
that after several years’ experi- 
ence with local competition, he 
is again the sole national repre- 
sentative of the Phoenix neigh- 
borhood. 

3 

Socialized medicine in Great 
Britain, reports Art Nielsen, “al- 
ready has created unbelievable 
dislocations in the drug trade.” 

And the patient is getting n 
better fast. 

* 

Mellin’s Food’s famous slogan 
“We are advertised by our loving 
friends,” is now being paraphrased 
by A&P, which has discovered that 
it is being very successfully pro- 
moted by its admiring competi- 
tors. 

& 

“Travel agencies,” reports the 
world’s greatest advertising joul- 
nal, “think more Americans wil! 
visit Great Britain.” 

And the number would be stil! 
greater if they could be sure 0 
front row seats for the next »0u! 
between Winston Churchill and 
Clement Atleé. 

. . 

“People just don’t behave like 
statistics,” insists the Burea: ° 
Advertising. 

But they still keep on givin ad- 
men their Starch and Hooper »a'- 
ting averages. 

* 

“Northwestern adv. grad 2, 
engr. bkgd.” is looking for . j0 
and hopes you won’t think ! 's ® 
blackguard at engineering, 1°" 
he’s only talking about his | ‘ck 
ground. 

* 

The author of the Wall . 
Journal’s 56-page ad in Apv: T* 
NG AGE is willing to admit ‘h® 
he’s not one of the more en! 5" 


astic proponents of short co} 
Copy 


reel 


borage ae eo She ee sige = J tethe Ee ees tod et tt a mA ee , as <a =. SS . 4 oh, a Pa dps sa et, eee > * Ys eae ~ fete GP os ees 
a te ee see Peg), ae ¥ : 2S oe ee = thes a Lin a ea ee Ome eae or ak ee eee 4 Re : - ge ee ee 2 ee 
ie ie aie as rane les en Beet a = Aig Sw fo an’ Re ee es. Ai wie es ar ees Bh eae be ak a MS fe eae es 
ole 7 ini eer = = ' ey va fo ag een Z E 7 eae ee ‘ 2 ae cre “vin he tts ola ie a: na ae fi a el le aa oe isan 
pec We ee er nen eT One ee ol dame ee eee a ge il Ce a ar eee re : Bo es ; pene ; ee Se 
. = ee Seer A i i. ie a eee ee age - a = ieee hee ee en eae a ce ee ae la epee ei. eee Ne eee ae oe a en” ames ae, eat 
Pd ea ie Re i . 3 Ps . i 2 , - a ae 
Peis a , . 
eee - , ee 
aa eee id ee a 
at te eR _— -_ . a eS ae Se a 
ne ° CR NS i De aE at ed ie Si eee 
ie : Po 
« . 
ee “ ; ss tbe Se pkenh alll SS . —— —_ 
see y é ~ Ps j : . ; . 
aie P Redeem oes ah whee Be 
a F PO 3 ery ea, — ave pe “ia 
a " . ce ‘ eo tte 
aie | a” of , = oe ry i | 
eS Fy Ba a4 | 
# - e bal . 
a - - 7 8; ‘4 ‘ | 
‘i git ie ag Os See oe | 
“ thi i. ‘ , . 
| pes a iis ‘ie - * ] 
eo c res we oc 
2: =. 4 i o 4 * ss fi % , 
Py ‘a i SE. Fs uc A3 Be : ee We ab 
Bia a oo ej : rae % 
ei aay : a Bew gC ' Beet a 
iy hoe 44 re : > ‘ eg | bs at 
mt eae), Pee bes heater m, i, HA, 
bs ¢ - . * x . o Ai i ™ 
, ce i? 7 nv? 2 a 
‘ PeAN ‘ 7 Ta Ps Me 
tee : | he : > 
; sate . : oo * ; a it; 7 Was qo 
3 + 2. wa ty 1 - Se. ae ag 
: \ y 4 ai, x. af 
- : . * 5 Ey Pg ay 
¥ : , dna mas i . “Fy f 
ie NeW Eh A , is ‘ Nef Sh. 
sae ee @ nahn Guns <a) Ae PA j “4 
li - ay . » > + — “ ' 
es: ‘ 4 4 : , 
a a ne * t . Pr 
_ “* : 2 z Dt 
vie ws - i ”" j F 
o =e <a AH, \\ ew ai te | 
‘ of = a \ | ” a | 
91) ee >) en tal 
: % q hat pa 
we o ey i. % Ee ot A ia 
| mee | { m1 ei | 
e a. om F % ha t SS | 
us! R 7 = eS ; "4 4 UG ? ‘inal j 
foe te ae) ie, a 
) a Ie, . laf a | 
ee een é, a - F is " Hr | 
ie ar S ’ ee & . p f i : y f- if § 
‘eo ea ’ f.) : ? : it | j 7 pei 
Cae es 4 . ? if i a 
ee Pe iz -. oc 4 = i » ia r Be) 
~~ : = = c i i at ak: 
sha Maem sean - - J 5 Pris 
Siecks Pass 5 = { b ‘ “me Nie ? ie ‘ ee 
eee ie eee ten eed - er trite ds bs, | 
eel | i or pe nF | she Bo ping” cs 
| ee | E. ae) 7 | 
Giemandee : 4 ; teeta: th : | 
| 4 ~ a . Ry Po " mt % seca tad To oe 
}e eo 3 : 1 ia jf 118g ‘ 
i Pies ae j wo & 5] Bieter nae ; 
4 y ty rarer 
t i ie ¢ x) : ; ine Mi es hap rio | 
a = | 
fos : oo j ee | 
be Pare, | 
ip Sti. 4 
Poa | 
Be i | 
J er: :_— oO | 
¥ | 
i ee 
— ee | 
— | 
an 
are: oe 
| ne: ~ 
Fe ne g 
Satie te : 
Pik po Q 
meh: 
“ea 
ee, 
Pipe a. 5 
USN age 
ae antes F 
oe ae 4 
Aen + 
e 
ee ee 
pas 4 
ht oan . 
eae, 4 
Ai ee * 
te iM Aine ¥ 
i. aa 
a oe 4 
an 
Capers 4 
REN i 
ngs 8 AS 
eee 
eee = 
ogee : 
iit ; 
- 
ig  : 
mec) saw , 
Se Spee 
ier ess ; 
£5 hes % 
Soha a & 
ay er , “a 
Ber eee (e 
eee 4 
paige Ay 
een a 2% 
hehe m4 
iin tet is : 
i + PO 
ae - “ 
a> 4 | | 
Ta > 
ee a 
PT we : 
he ge hae § 
Ree ae r. 
a See: ; 
igi “ | 
i a : f 
eee eee | 
sa a Po ae 
EE | 
etek ae ere 
- * ee . . : * ot . A : ay 


arney 
tur ng 

they 
inseen 
nicago 


ionist 
Dasses 
in the 

they 
press 


. first 
series 

New 
0 joy 


S paid 
ers tc 
vised 
tered, 
going 


after 
otbal! 
Ueahy 
fight- 


eport 
tperi- 
1, he 
epre- 
eigh- 


Great 
| al. 
vable 


ig ni 


ogan 
oving 
rasec 
| that 
pro- 
\peti- 


; the 
jour- 
will 


- still 
re of 


SCOSHSHSHSHOHSSSTOSCHCHOHOSHSSESHEHSSHOOHHOHEOLOLHOOECD 


- There can be only one first... and linag as 
figures prove that in PHILADELPHIA the 
FIRST NEWSPAPER IS THE INQUIRER 
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In the first 9 months of 1949 


THE PHILADELPHIA INQUIRER 
PUBLISHED MORE THAN = 
24,700,000 LINES 3 
OF ADVERTISING” a 


wan) 


SSPSSOSHOSOOOHSSSSSSHOCeSC®D 


This is the largest volume ever published by any Philadelphia 


newspaper in a similar period in any year... and is 3,998,000 


lines greater than the 2nd newspaper published. © 

© 

O 

*Source: Media Records © 

Both the Inquirer and 2nd paper publish 7 days pa 

© 
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NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Prquirer 


Exclusive Advertising Representatives: 


TEL w, LORD, Empire State Bldg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Dr., Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garficld 1-7946 © 449 S. iil! St., Los Angeles, Michigan 0578 
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How it will affect the clothing* business 


Just as 1950-1960 will be a Decade of 
Opportunity for most American business, it 
will be a Decade of Opportunity for the 
people who make clothing and accessories and 
footwear, and for those who clean, maintain, 
and repair them. 

Last year Americans spent some $22.4 
billion for clothing.* How much will they 
spend 10 years from now? 

Conservative estimates indicate a 
potential growth of more than 14% in clothing 
expenditures over the next 10 years. This 
means that by 1960 Americans should be 
spending $25.6 billion a year for clothes. 


Here are some of the reasons these 
expenditures should increase $3.2 billion 
during the decade. 

1. By 1960 there will be 160 million people 
in America—10 million more customers than 
there are today. 

2. The migration from farm to city will con- 
tinue in the next decade. This will help the 
clothing business, for city people spend con- 
Siderably more than farm people on clothes. 

5. Our entire working population, if we have 

no better than an average increase in pro- 

ductive capacity, will earn more money. 

Average family income should go up to $4029 

in 1960 as against a 1950 average of $3646. 


4. Expenditures for clothing rise very 


rapidly as family income rises—up to 
$3000-$5000 levels. So the clothing busi- 
ness should get even more than its normal 
share of dollars from rising family incomes. 

5. The expected increase in travel, especially 
vacation travel, and the growing tendency 
for Americans of all ages to participate 
in sports will also mean more dollars for 
people who make clothes. This will hold 
particularly for those who make play suits, 
Slacks, bathing suits, ski clothes, and 
other active and spectator sportswear. 

6. It is also likely that there will be a 
continued rise in the proportion of people 
in white collar occupations, and a greater 
percentage of women in business. Both 
these trends mean increases in clothing 
expenditures. 


All in all, the picture for the clothing 


business is exceptionally good. But, as in 


other businesses in the Decade of Opportunity, 
the greatest rewards will go to those who see 
the opportunity most clearly, and who set 
their plans to take advantage of it. 

Among the more important phases of these 
plans will be those things that have always 
been important——a flair for style, the ability 
to produce a good article at a good price, 
and lastly, but perhaps most important of all, 
to tell and show the American people what 


*Includes clothing and accessories, footwear, cleaning, repair, and maintenance. 
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you have to sell. 
This last job means, in most cases, adver-— 


tising. And if your business is a big one or 


you want it to be a big one, it means adver-— 


tising that reaches great numbers of people. 


Of all the magazines you can use to'carry 
your advertising, LIFE is by far the biggest. 
It is read by 12.2 million more people than 
read the next biggest weekly, by 14.9 million 
more than read the third biggest. 

LIFE reaches more families than any of the 
10 biggest radio shows in the country. It is 
read by more women than any of the famous 
women's magazines. 

For th. 
has anoth?r unique attribvte. 


people who make clothing, LIFE 


It is more 


significant to retail merchants than any 


other magazine. Because these merchants know 


the great influence of this magazine with 
they tie in with both LIFE's 


editorial and advertising features more than 


customers, 


with any other magazine. 

Thousands of retail windows every week 
feature fashions advertised in LIFE. 
Hundreds of stores have store—wide advertis3ed-— 
in-LIFE promotions at regular intervals 
throughout the year. 
Clothing and 


allied industries spent more than twice as 


Manufacturers know this. 


many dollars in LIFE in the first 6 months 
of 1949 than they did in their next most 
favored magazine. 

As you work out your program for the 
Decade of Opportunity and get down to the ad-— 
vertising phase of it, consider telling 


the story of your product in the youngest big 


magazine, the most vital big magazine, 


the biggest big magazine in America—LIFE. 


* ok _* 
LIFE is indebted to the study made by 
the Twentieth Century Fund and published 
under the title 


Resources," which provided the basis 


"America's Needs and 
for 
most of the facts and figures on the future 


quoted in this 


of America's economy, 


message. 


WASHINGTON—The surge of buy- 
ing which took place around Labor 
Day now appears to be over. De- 
partment store sales throughout 
the United States seem to be set- 
tling down to a level about 8% or 
9% below the dollar volume re- 
corded last year. 

While the Federal Reserve 
Board’s weekly report on retail 
sales does not present statistics on 
unit volume, price declines since 
last fall in many departments sug- 
gest unit volume this year about 
equal to or slightly under that re- 
corded last year. 

The sales picture in different 
sections of the U. S. varies, how- 
ever. New England, where unem- 
ployment still is higher than in 
other areas, makes good and poor 
showings in its dollar volume of 
sales in alternate weeks. 

New York and the Middle At- 
lantic states are fairly stable and 
sales in any one week are at about 
the same level as the average sales 
throughout the country. : 

For the past two months, the 
Ohio and eastern Pennsylvania 
area has been below the national 
average; sales in the Midwest and 
in southern and southwestern 
states have shown better than av- 
erage strength, and West Coast 
cities are slightly under the na- 
tional average. 


% Change from 1948 
Jan.- Mo. Wk. 


Federal Reserve July of Oct. 


A , 
go A oe 


Federal Reserve Figures on Department Store Sales 


District and City inc. Aug. 1 
UNITED STATES ........ —6 —5 —s 
Boston District .............. 3 1 —2 
8 eae —5 3 —2 
IED cctesnaienian 4 4 
Springfield o —18 
Providence 1 --8 
New York District ........ -— s& —6 —-¥ 
IEE * cniceissentiaeseneacenne —9 —6 --6 
Buffalo ........... —1 -—4 7 
New York .... — o> —-6 8 
Rochester ....... —8 —8 --9 
ES —7 —4 --1 
Philadelphia District... —5 —4 Hh 
Philadelphia .................. —5 —4 —& 
Cleveland District ........ — —10 —Ili1 
f at ee —4 -—8 —12 
SID cainsnnicinneicornnre —7 —8 --8 
Cleveland ....ccccce —4 —B —Il 
Columbus 2... —2 —O9 —13 
, SE —4 —5 —5 
TT —3 —ll —13 
Richmond District ..... —3 -—3 —12 


og: Be 


Week to Oct. 1, '49*....p301 
Week to Oct. 2, *48*....327 
Week to Sept. 24, '49*..292 
Week = Sept. 25, '48*..319 
Month of August, ’49..p282 
Month of August, ’48....309 


pPreliminary. 
*Not adjusted seasonally. 


ain. 


Washington .................... 
Baltimore 
Atlanta District .............. —t 
Birmingham 
Miami 
FE NE 


New Orleans 
ee 
Chicago District ............ —7 
CID cxcceesccreee ane 
Indianapolis .... 
Detroit .......... 
Milwaukee 
St. Louis District ............ —5 
Little Rock .. won 
Louisville ....... 


St. Louis ....... asta 
BEE tintieesecccerccessese 
Minneapolis District ...... 6 
Minneapolis .. —4 
ee eee 


LLLLLLL 


L 
oe 


Duluth-Superior ............ —4 
Kansas City District .. —7 
eR eS 
Wichita .......... 
Kansas City ... 
St. Joseph a 
Oklahoma City ............ 
> eee . 
Dallas District 
IL”. otenscces 


LL 


Fort Worth .. 
_ eee 
San Antonio 
San Francisco District. —8 
Los Angeles Area ........ —l1 
0 ae --4 
San Francisco .............. —2 
Portland. .........ccccercccecce0. 
Salt Lake City ............ —6 
ES 2 


*Data not available. 


Promotes Fiberglas Curtain 


Owens-Corning Fiberglas Corp., 
Toledo, is promoting its Fiberglas 
marquisette curtains with full- 
color pages in Good Housekeeping, 
House Beautiful and House & Gar- 
den. In addition the company has 
prepared a merchandising package 
for stores. 


WHAT HAPPENS WHEN YOU 
RUN A"TWO-FOR-ONE’ DEAL? 


Percentage of total purchases 
enjoyed by Brand X with 2 for 1 


deal launched early in 1949 


1.1% 2% 1.2% 9.3% 1.1% 
2nd quarter 3rd quarter 4thquarter ist quarter 2nd quarter 
1948 1948 1948 1949 1949 


HOW GOOD IS A “DEAL”’?—What selling methods can be counted on to 
move a brand upward? What will keep it at the top? The answers to these and 
other questions important in conducting successful merchandising and selling 
operations are available through regular reports of the Chicago Tribune Con- 
sumer Panel, a scientifically constructed sample of metropolitan Chicago. Re- 
flecting the changing picture of this market's buying patterns, the Panel findings 
provide bi-monthly reports on 50 food classifications and quarterly reports 
on 20 drug and toilet requisites which enable advertisers to plan and evaluate 
their Chicago sales drives with greater effectiveness and economy. (Adv.) 
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CLINCH SALES 


with AUTOMATIC 


FILM SLIDES 


3 2” x 2” color slides are magnified 
upon the large ADmatic cabinet screen. 


ADMATIC automatically exhibits every six sec- 
onds sharp, clear pictures or copy messages even 
under bright over-head lights. Fool-proof, long 
life, sensibly priced. A “Natural” for point-of-sale 
promotion. Synchronized sound attachment at 
nominal added cost. 


ADMATIC PROJECTOR COMPANY 
111 West Jackson Blvd., Chicago 4, Ill 
ADMATIC OF CANADA, 69 York. $t., Toronto 


California Broadcasters 
Will Promote Medium 


Broadcasting will be promoted 
competitively as an advertising 
medium by a newly appointed 
sales promotion committee of 
Southern California Broadcasters 
Association. Chairman of the com- 
mittee is Kevin Sweeney, director 
of sales promotion and publicity of 
KFI-AM, FM and TV, Los Ange- 
les. 

Other members are Robert Laws, 
sales manager of the western divi- 
sion of ABC; Stanley Spero, 
KFAC; William Shaw, assistant 
sales manager, KNX and CBS 
Pacific Network, and Maury Gres- 
—_ sales manager of KLAC- 
AM. 


Haire Issues Directory 

Haire Publishing Co., New York, 
has issued the 1950 edition of the 
“House Furnishing Review Direc- 
tory,” issued annually as the 13th 
issue of House Furnishing Review. 
The directory contains more than 
4,800 resources in the housewares 
and appliance field, features 829 
different product classifications 
and lists 6,360 trademarks in these 
markets. 


{Dell Panel Study 


to Show Reader 
Characteristics 


New YorK—Dell Publishing Co. 
has announced a continuing panel 
study of consumers, and has is- 
sued a report showing the similari- 
ties and differences between a 1,- 
200-family National panel and a 
1,200-family panel of Dell readers. 

The panels were set up by Na- 
tional Family Opinion, Toledo, O. 
The National panel consists of 1,- 
200 families who do not read Dell 
Modern Group magazines and 
who are a perfect cross-section of 
the United States with respect to 
age, income, city size and geo- 
graphical distribution. The Dell 
panel consists of 1,200 families 
who are a cross-section of Dell 
readers by the same _ standards. 
Each panel is aimed at providing 


D UP.. 


Use the NEW Holland's to SELL the NEW South 


wre the January, 1950 issue of Holland’s Magazine 


reaches its half-million subscribers, they’re going to 


find this 45-year-old Southern favorite in a new dress... 


sparkling and vivacious from cover to cover, with new page 


size (7 x 10 3/16), new format, new editorial zest, new 


emphasis on homes and home-making, new paper stock, 


new and better color reproduction. They'll find the NEW 


Holland’s geared to the NEW South! 


Published in the South, for the South... 


Holland's covers the South, from cover to cover! 


R 


m- 


—\ 


= 
_—; 


Advertising Age, October 17, 1: 49 


an accurate, continuing index of 
the two groups. 

National Family Opinion, D>»! 
said, has conducted national cc n- 
sumer panels for several years ad 
has served various clients, includ- 
ing General Electric Co., Lever 
Bros. Co., General Mills, Brist )- 
Myers Co., California Packing 
Corp., J. Walter Thompson Co. and 
McCann-Erickson. 


a The first report, released } st 
week, is devoted to the charact«r- 
istics of the families, both Natio a] 
and Dell. The second study, to be 
released in about a week, is a 
thorough report on family food 
consumption, based on a two-week 
diary, in which the housewife lists 
all purchases by size and quantity 
This covers 113 different types 
of food products. 

The first report reveals these 
National (and Dell) figures: 

39% (55%) of the homemakers 
are under 35. 

.66% (88%) went to high schoo! 
or further. 

51% (55%) have a savings ac- 
count. 

71% (81%) of the families have 
children in the home. 

48% (57%) of the families have 
children under 5. 

The typical family has 3.6 (3.9) 
people living at home. 

The median expenditure for 
food eaten in the home for the 
National panel family is $61 per 
month; 42% of these families 
spend over $65 a month; 54% o! 
Dell families spend more than $65 
a month for food consumed in the 
home. 

The usage of household ap- 
pliances, such as toasters, irons, 
radios, vacuum cleaners, home 
freezers, etc., is covered by the 
survey. In addition to the food 
purchase and inventory survey 
next to be released, a study is now 
being completed on the baby and 
children’s market. Broad market- 
ing patterns, such as reactions to 
price levels, will also be studied 
in this continuing series, which 
will be made available at least 
four times a year, and probably 
six. 


Dorothy Lamour Fashions 
Names Scheibner Agency 


Hugo Scheibner Inc., Los Ange- 
les, has been appointed to handle 
the advertising of the newly 
formed Dorothy Lamour Fashions, 
a division of 20th Century Frocks, 
Los Angeles. Miss Lamour will 
manufacture her own _ original 
junior designs in association with 
the 20th Century Frocks company 
The line will be sold on a fran- 
chise basis that will limit it to 
one store in each city. Promotion 
and advertising plans now being 
completed include store promotion, 
newspaper and magazine sched- 
ules, and personal appearances )b) 
Dorothy Lamour. 


Reports on Brazil's Economy 

The Twentieth Century Fund, 
New York, will soon issue a report 
entitled “Brazil: An Expancing 
Economy,” which has been }re- 
pared by George W. Wythe, vh 
headed the special research « a! 
that was sent to Brazil by ‘he 
fund. The report points out a! 
Brazil offers a rewarding field for 
increased American investm nts 
and business relationships 12! 
can be profitable to both c un- 
tries. 


Anderson Joins McCann 


Walter E. Anderson, former! *' 
account executive of Young & | !)- 
icam, New York, has joined '- 
Cann-Erickson. He will be <« s° 
ciated with the food group in ‘he 
agency’s Chicago office. 


KLX 


COVERS OAKLAND, CALIFOR 
AT LOWEST COST PER 1, 


oft 


West Coast Reprasefiotives. “Simpson- 
Reilly, Ltd., Russ Bidg., San Francisco 4 
* Halliburton Bidg., Los Angeles 14 © 
618 Second Ave., Seattle 


Branch Offices: 122 East 42nd St., New 
York 17 © 333 North Michigan Ave., 
Chicago | @ 408 Forsyth Bidg., Atlanta 
3 * 1523 Broad St., Nashville 1 


Represented nationally , 
by Burn-Smith Co., Inc 
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CORONET DELIVERS 


MOST BUYERS arcuaton 


Multiple readership? You know a 
magazine like Coronet has it! (And 
independent research findings prove 
it.) BUT... maybe you're a bit fed 
up with the big, fuzzy phantasma- 


goria of readership claims. Like to LIFE 


start with old-fashioned paid circu- 
lation records? Like to continue with 


the obvious next step — circulation COLLIER’S 
per dollar? You’re talking Coronet’s LOOK 


language! 


5,341,626 
S. E. POST ....4,034,169 
3,072,298 
3,041,630 
CORONET 2,650,759 


PER DOLLAR 


AVERAGE 
NET PAID 
CIRC. PER 
DOLLAR 
(based on 
4-color 
page rates) 


— 
++. 252 


273 
.... 253 


..463 


Yes! Coronet delivers almost twice as much net-paid-circulation- 


per-dollar as any of the four other mass-circulation magazines! 


EVER BEFORE has a major, mass- 
circulation magazine dared to guaran- 
tee its own advertising power, and the 
responsiveness of its readers, in such un- 
compromising terms. 
Either Coronet proves to be the 
most powerful selling force 
among the great national maga- 
zines — “most powerful” as 
measured by the only direct 
effectiveness yardstick known to 
advertising — or your money 
back. It’s as simple, and as revo- 
lutionary, as that. 


But if you consider buying this page as a 
gamble, our best advice is: “don’t.” 


We know that we'll seldom, if ever, 
lose. We have file after file of proof that 
Coronet’s multi-million readers see 
Coronet advertising, believe in it, act on it. 


Why? Because the relationship between 
Coronet and its readers is something 
deeply different from that of the entertain- 
ment magazines. Yes, and we’d change 
that “different” to “unique” if it weren't 
for one other magazine that evokes in its 
readers the same kind of confidence and 
loyalty. That one other magazine is, of 
course, Reader’s Digest. 

Many magazines—including those fine 
and respected leaders, Life, Look, Post and 
Collier’s—are “edited for the family.” But 
Coronet and its elder brother, Reader’s 
Digest, almost literally join the American 
family. They share the family’s living phi- 
losophy, its innate courage and basic good- 
ness, its automatic reaction to real life 
stories of inspiration and achievement, its 
love of America and what we still choose 


Because it’s a 
Trusted “Friend 
of the Family”. . . 


to call the American Way of Life. Both 
Coronet and the Digest devote page after 
page to articles of service to the family. 
(Did you know that Coronet has a higher 
percentage of family service pages than 
most women’s service magazines devote to 
similar articles for women only?) 


Both magazines are clean, cover to cover 
and issue by issue. In this bewildered era 
of the atom and anarchy, Coronet’s out- 
look on the future of country and home is 
precisely the outlook of the American 
family: an intelligent optimism that the 
people’s will to happy and constructive 
lives will prove stronger than the old, 
blind urge towards destruction. 

People believe in Reader’s Digest and 
Coronet, as they believe in a trusted friend 
of the family. 

They’re different magazines because 
of it. 

They’re stronger for it. 

Reader’s Digest does not accept adver- 
tising. Coronet does. It does as a duty to 
advertisers—to give them the benefit of its 
intimate relationship with the American 
family. So today, Coronet is the only me- 
dium offering to advertisers this intangible 
but very provable power of reader-confi- 
dence. 


Today, Coronet makes this dar- 
ing, unprecedented challenge: 
prove this unique selling power 
with your own advertising—on a 
money-back guarantee. 
Today, you can't lose. Today, you can win 
the most eagerly responsive family market 
in America, the 2,500,000-circulation mar- 
ket that is Coronet. Today! 


It’s Advertising’s 
Most Powerful 


Mass Magazine 


Copyright 1949 by Coronet Magazine 
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Joins SoundScriber Corp. 


Walter J. Niles, formerly pres- 
ident and director of Frederick 
Hart & Co., has joined Sound- 
Scriber Corp., New Haven, Conn., 
manufacturer of dictating equip- 
ment, as vice-president. 


Longini Joins Sarra 


Robert J. Longini, formerly with 
Coronet Instructional Films and 
Bowman Films Inc., has joined the 
Chicago production staff of Sarra 
Inc., film producer. 


Thompson Joins Otto Agency 


Harry C. Thompson has joined 
the media department of Robert 
Otto & Co., New York, interna- 
tional agency. He formerly was as- 
sociated with Empresa Editorial 
Haynes, Buenos Aires. 


Getschal & Richard Named 


Sales Affiliates, national dis- 
tributor of beauty salon products, 
has appointed Getschal & Richard, 
New York, as its advertising agen- 
cy. 


MORE 


WANT TO MAKE 


SALES 


MR. CAR 


MANUFACTURER? 


year...and 30.7% 
two years. 


THE 


When you drive your sales message 
home in The Elks Magazine you’re 
tooting your horn before 950,000 
men, 83.3% of whom own 1 to 3 
pleasure cars. Of this vast number, 
14.2% purchase a new car every 


buy one every 


Here's the reason The Elks Magazine 
delivers such a receptive market 
for motor cars. Elks, with their median 
annual combined family income of 
$5,472.33, earn twice the national 
average. They can afford new cars 
and buy them as a matter of pride 
as well as necessity. So, to sell Elks 
on buying your “make,’”’ make The Elks 
a must on your schedule. 


YOU'LL SELL IT... 1F YOU TELL IT IN 


MAGAZINE 


NEW YORK + CHICAGO + DETROIT + LOS ANGELES 


Despite a Week-Long 
Rain, Chicago's TV 
Show Drew Throngs 


Cuicaco—The Television and 
Electrical Living Show, second an- 
nual instalment of which closed 
Oct. 9, probably will become as 
much an annual fixture for tele- 
vision manufacturers as the pre- 
war automobile shows were for 
the auto makers. 

This year’s exhibition, at the 
Chicago Coliseum, attracted large 
numbers of visitors (at $1 a head) 
despite a week of rainy weather. 
Exhibitors said that they could be 
classified in three general groups. 

First, and most important to the 
manufacturers who displayed their 
TV products, were the people who 
came with pencil and paper in 
hand to compare screen sizes, per- 
formance, features and prices with 
the intention of buying sets soon. 

Second were the people who 
wanted to see as many different 
types of sets as possible, since 
dealers rarely carry more than 
four or five lines. For the most 
part, these persons appeared to 
have a definite idea of eventually 
buying a set and wanted to see 
what was available. 


es Third, a large number of people 
came primarily for the entertain- 
ment (Eddie Cantor and his crew 
put on three or four shows daily 
and the “House of Magic,” which 
General Electric Co. first presented 
at the Chicago World’s Fair in 
1933, was in operation). 

According to several of the ex- 
hibitors, many of these last named 
persons were changed from dor- 
mant to active prospects following 
their tour around the exhibit hall. 
Two of the exhibitors were most 
impressed by the intelligent ques- 
tions which visitors asked. Ap- 
parently, many persons know more 
about TV than some manufactur- 
ers had supposed. 

Technical schools and the armed 
forces also had TV and radionic 
exhibits. The show was sponsored 
by the 600 members of the Electric 
Association. 


Durkee-McCadam Co. Formed 
to Serve New England States 


Glidden Co., Cleveland, of which 
Durkee Famous Foods is a division, 
and McCadam Cheese Co., Ogdens- 
burg, N. Y., have announced the 
formation of a new Durkee divi- 
sion, which will operate under 
the name of Durkee-McCadam Co. 
The division will distribute Dur- 
kee’s margarine and salad prod- 
ucts as well as McCadam’s Yankee 
brand cheddar cheese, processed 
cheese and cottage cheese threugh- 
out the New England states. 

Headquarters and warehouse of 
the new division will be located 
in Cambridge, Mass., with Robert 
J. McCadam as resident man- 
ager. John McClung will be sales 
manager. 


Ad Man Forms Law Firm 


Blackwell Smith, former treas- 
urer of the Kudner Agency, New 
York, has become a partner in a 
new firm for the general practice 
of law, known as Hewes, Smith, 
Mitchell & Shepherd, which will 
have offices in New York, Hart- 
ford and Washington. During the 
war Mr. Smith was general counsel 
of the raw material division of the 
National Defense Advisory Com- 
mission, and held important posts 
with the Office of Production Man- 
agement and the War Production 
Board. Following the war he be- 
came an officer of the Kudner 
Agency. 


GM Advances Norton 


General Motors Corp. has pro- 
moted Wilbur H. Norton from spe- 
cial assignment work to vice-pres- 
ident in charge of developing poli- 
cies and procedures in connection 
with parts merchandising, includ- 
ing supervision of the United Mo- 
tors Service division. Mr. Norton 
formerly was president of Mont- 
gomery Ward & Co. 


Salvatore Pino, promotion director of Il Progresso Italo-Americanc 
New York, celebrated 40 years of service with the paper when th 
entire staff held a dinner in his honor at the Sherry Netherland Hotel. . 
Talbot O. Freeman, vice-president of the Pepsi-Cola Co., has accepte: 
the campaign chairmanship for the 1949 drive of Volunteer Servic: 
Photographers. The organization will try to raise $50,000 for continuin; 
and expanding a program of rehabilitation photography in veteran: 


and civilian hospitals. . 


Cleveland’s veteran deer-stalker, Cliff Kroenig, v.p. of Meldrum é 
Fewsmith, has an article on antelope hunting in the October issue o! 
Field and Stream. He has left for another antelope and deer hun: 


around Big Horn, 
Wyo. . Bill Malo, 
commercial manager 
of WDRC, Hartford, 
is back at work after 
a three-week, 2,250- 
mile automobile tour 
of New England and 
Canada. .. And E. F. 
Schwerdt, mgr. of the 
International division 
of McBee Co., Colum- 
bus, O., has returned 
from a 15-week trip 
to Mexico and South 
America. . . 

“A more leisurely 
pace” is what H. M. 
“Doc” Hamilton, v.p. 
of Ross Roy Inc., De- 
troit, is looking for- 
ward to. He will 
resign at the end of 
the year to make his 
home in Florida after 
26 years in the auto- 


motive advertising business. . 
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‘TRIBUNE’ GOLFERS—W. R. Blend (center), classified 

advertising, and W. C. Kurz (right), manager, gen- 

eral advertising, discuss scores at an outing of the 

Chicago Tribune’s advertising department in Pewav- 
kee, Wis. 


. Thomas Ferguson, president and pub- 


lisher of the Herald, Manchester, Conn., has been receiving congratu- 
lations from employes and community leaders on his completion of 
60 years with the newspaper. He observed the anniversary by appearing 


at his desk as usual... 


Wyandotte Chemicals Corp., Wyandotte, Mich., presented a handsome 
wrist watch to Harry A. Rightmire, manager of its detergent department 
in observing his 25th anniversary of service with the company. . . 
Another 25-year man is Angus Ahern, secretary-treasurer and director 
of Ronalds Advertising Agency, Montreal. Executives and staff gave 
him a silver tray to mark the anniversary. The agency’s president and 
founder, Russell C. Ronalds, received a similar memento in March, 1948, 
in celebration of the company’s silver anniversary. . . Ralph M. Nelson, 
pres. and sales mgr. of Sloan Valve Co., Chicago, celebrates his 40th 
anniversary with the company on Oct. 18... 


TEAMWORK—Robert W. Foulke, president of Foulke Agency, Minneapolis, and hs 

son, Bud (Princeton, ‘52), took top honors in their division at the week-long Inland 

Lakes Yachting Association regatta at Lake Geneva, Wis., with their sloop ““Cptim':! 
111.” Bob is commodore of the Calhoun, Yacht Club, Minneapolis. 


The Hon. Lionel Berry, deputy chairman of Kemsley Newspape' ., 
Great Britain, and eldest son of Viscount Kemsley, chairman of the chai ., 
and Lady Helene, his wife, were guests of Ted Dealey, pres. of t! ° 
Dallas Morning News, last month when they visited the new Ne: s 


building. . . 


KLZ’s national sales mgr., Lee Fondren, will be radio instructor 


— 


Colorado Woman’s College, Denver, for the third consecutive ye: . 


And the station’s public service director, Mack Switzer, has been r 
appointed radio instructor at Denver’s Regis College and at Lore! 
. Irvin Graham, account executive of Roberts 
Reimers, New York agency, and advertising instructor at City Colle 
school of business and civic administration, is the author of “How 


Heights College. . 


7G 


Sell Through Mail Order,” published by McGraw-Hill. . . 


Ruth Hooper Larison, for many years moderator of the Job-Findi 
Forum of the Advertising Club of New York, has written a book cal! 


“How to Get and Hold the Job You Want,” to be published by Lon 


mans, Green & Co. 


. . New director of typographic development 


Mergenthaler Linotype Co. is Jackson Burke, former assistant manag 
of the Stanford University Press. He succeeds C. H. Griffith, who 
retiring after 43 years of service with Mergenthaler. . . 

Rod Maclean, assistant v.p. and ad director of Union Bank & Tru 
Co., Los Angeles, has been appointed to serve on the Los Ange! ° 
Chamber of Commerce television committee. The group was organiz' ' 
to coordinate various business fields in a cooperative effort to hast: 


development of television. . . 
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Announcing two of the most 


significant editorial projects of the year 


~The New York Times 


\nnual Review and Forecast | Annual Review and Forecast 


dl U.S. Business Of International 


| Industry and Finance Trade and Industry 


with the issue of January 3, 1950 with the issue of January 4, 1950 


= 
ge 


Only The New York Times, with its unrivalled world-wide news gathering organiza- 
tion, the biggest maintained by any newspaper or magazine, could undertake and 
carry through an editorial assignment of this magnitude—an authoritative and 
on-the-spot appraisal of the state of the national and international economy at the 


beginning of a new year. 


Universal recognition of The Times skill and authority in covering such news 
completely, accurately, and impartially will make these sections must reading 


among policy-making leaders in business, industry, finance, and government. 


The opportunity for advertisers who seek a top-level audience nationally or inter- 


_—_ Eel OS 


nationally, or both, needs no word embroidery. The editorial impact and significance 


-~- ew 


of these sections will lend the advertising they carry unusual persuasiveness. 


If you haven’t already planned to include either or both of these sections in your 1950 
advertising and public relations programs, you ought to get full information today. 


’ Any of our advertising offices will be happy to oblige, at your convenience. 


The New Pork Times 


““ALL THE NEWS THAT’S FIT TO PRINT” 


New York: 229 West 43rd Street 
Boston: 140 Federal Street 
Chicago: 333 North Michigan Avenue 
Detroit: General Motors Building 
Los Angeles: Sawyer-Ferguson-Walker Co., 645 South Flower Street 
San Francisco: Sawyer-Ferguson-Walker Co., Russ Building 
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Appoints W. M. Wallace 


Muller & Phipps Ltd., New York, 
export representative, has ap- 
pointed William M. Wallace, for- 
merly with Kenyon & Eckhardt, 
as sales promotion manager. He 
replaces W. N. McCormick, who 
will head the export management 
division. 


Fischer to Royal Worcester 


Alfred R. Fischer, formerly gen- 
eral sales manager of United Mills 
Corp., has joined Royal Worcester 
Corset Co., New York, in the same 
capacity. 


SELL 


Put your sales message on signs that 
ore talked about and remembered 


PAINTED DISPLAYS * NEON SIGNS 
* CHOICEST LOCATIONS + 
STERLING NEON SIGN CO. 


2706 Collingsworth Houston 11, Texas 


SPECTACULAR SIGNS BY 


STERLING 


Neison Explains 
Main Purposes 
of Trade Shows 


Long, Narrow Booths 
Less Efficient, Steel 
Executive Tells ANA 


New YorK—How advertisers 
can use trade shows and exhibits 
to better advantage was outlined 
here last week at the industrial 
advertising session of the Associa- 
tion of National Advertisers by M. 


ANA Meeting 


L. Neison, exhibits manager of the 
United States Steel Corp., Pitts- 
burgh. 

“It is my firm belief,” Mr. Nei- 
son said, “that trade shows pri- 


marily should be used to acquire 
new prospects and to demonstrate 
new products or services in the 
third dimension, by media impos- 
sible to use in other forms of ad- 
vertising and with dramatic ef- 
fects envied by all other creative 
advertising production men. 

“To do this job in the best way 
possible, you must take into con- 
sideration many factors. Over 
some of these factors you, as an 
individual exhibitor, have little or 
no control. Others come directly 
under your full control; and these 
are the ones that you must become 
acquainted with. By means of or- 
ganized planning through associa- 
tions such as the ANA, the Na- 
tional Industrial Advertisers As- 
sociation, the Exhibitors’ Advisory 
Council, and others, we can and 
must do something about these 
factors if the trade show as an 
advertising medium is to continue 
to function.” 


a Mr. Neison enumerated five 
factors that exhibitors control: (1) 
proper selection of space; (2) ad- 


vance publicity; (3) planning of 
the exhibit; (4) training of per- 
sonnel, and (5) follow-up of leads. 

In discussing each of these 
points, he used slides to illustrate 
his remarks. On the selection of 
space, he said that he and his as- 
sociates “have found that in a 
quadrangular or rectangular space, 
totalling 800 to 1,200 sq. ft., it is 
not only less expensive to build 
an adequate display, but the ex- 
hibit does many times the business 
with fewer personnel than the 
long, narrow booth with equal 
square feet.” 

With respect to advance pub- 
licity, Mr. Neison declared that 
few exhibitors do anything at all 
to see that the right audience is 
encouraged to attend their exhibi- 
tions. Use in advance of full-page 
ads in business papers, he said, 
or direct mail to a selected mail- 
ing list, is good insurance. 


s Planning the exhibit, he said, is 
the most complex problem facing 
the display man. “Many a good 
idea has been wasted because in 


Big orders are dandy...BuT— 


< 


Last Friday the Hypete office in New York 
was out to lunch all afternoon, in honor of 
Os Swheel. Os brought in the biggest order 
since the War...sold Abchemco two Hypete 
units for each of its fifty-eight branches. 

Hypete’s Pres. gave Os a big bonus check, 
and made a speech, sort of... Now that Os 
had shown the way (he said), every man in 
Sales should raise his sights, go after the big 
companies and the big orders. Peewee orders 
wasted manpower and order forms. And you 
remember how the government during the War 
felt about wasting paper! (Laughter) And so on. 
A good time was had by all. 

Naturally the Pres. didn’t tell the boys that 
it took Os two years—and a whopping extra 
discount—to land that big order...And Os 
didn’t tell the Pres. that each Abchemco branch 
authorizes its own purchases, and Hypete’s 
offices could have gotten the business at regular 
prices from the individual Abchemco branches 
in their territories! . .. Also, in view of Hypete’s 
quota of 1,500 units per month, an order for 
116 seemed less than colossal! 

But big orders from the big companies are 
impressive— prestige stuff. Though usually 
they take a long time, lots of calls, manpower 


and expense account. The identical effort spent 
on the smaller companies would show a better 
volume, and better profit. 

According to the U. S. Dept. of Commerce 
in the year 1947 there were only 7,237 firms 
employing more than 500 people—more than 
thirty times as many with 20-499 employees! 
Thesmallercompany involves less competition, 
less red tape, few call-backs; and a lot of them 
can be canvassed in less time and with less 
effort than is required to force a decision from 
a big company. 

Since one firm in five is of postwar origin, 
and not on old prospect lists... your advertising 
as well as your salesmen needs to get around 
more these days! 


Nartron’s BUSINESS, with 650,000 circulation 
currently, reaches more prospects in more big 
and small companies than any other business 
publication. More than 91% of NB subscribers 
influence the purchase of the business supplies 
and equipment in their companies (National 
Analysts study, 1949)...And big circulation 
makes a lower advertising cost—the lowest in 
the business field. It’s today’s best buy in its 
field. ..Call any NB office for all facts. 


NATIONS BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, DETROIT, 


CLEVELAND, SAN FRANCISCO AND LOS ANGELES 


Advertising Age, October 17, 1949 


the planning someone forgot to 
consider that important person, t 1¢ 
show visitor or the prospective ci s- 
tomer. To do a good job, you mi st 
know people; how they react to 
certain things you do with the lay- 
out of display space; what eff: ct 
the visitor in your booth, along 
with your sales personnel, has > 
the traffic strolling down tne 
aisle.” 

It is necessary to keep in mind 
at all times when planning a d's- 
play, Mr. Neison pointed out, what 
the addition of people will do to 
the display. “We try to design cur 
booth so that visitors in conversa- 
tion with sales people can be 
moved without embarrassment to 
some section designated for that 
purpose and in such a way that 
they will not conceal our sales 
message from the rest of the au- 
dience. 

“Another thing to consider is 
that trade show audiences are 
known to run in peaks, thus mak- 
ing it still more important that 
we design a display to do its job 
We have tried to design all our 
displays in such a way that even 
in the absence of a salesman the 
display can and will do a repre- 
sentative job.” 


a Mr. Neison mentioned the need 
of training sales personnel specif- 
ically for exhibition selling, and 
characterized inadequately trained 
exhibition sales personnel as “one 
of the weakest spots in exhibits.” 
Discussing the follow-up of 
leads, Mr. Neison emphasized that 
this is quite complicated and dif- 
fers with different companies. 
“All leads secured at any trade 
show,” he said, “are sent into ou 
office for sorting and tabulating, 
and are then sent to the adver- 
tising divisions of our respective 
subsidiaries. There they are again 
sorted and turned over to the 
proper department for forwarding 
to the district office managers who 
handle them as they see fit. 


ws “We have had all sorts of re- 
ports on the worth of these leads 
—mostly excellent. The original 
card filled in by the prospect is 
finally turned over to the district 
salesman who takes the card with 
him on the call. Thus he has a 
definite request, signed by the 
prospect himself, for additional in- 
formation about a given product. 
This gives him an excuse to by- 
pass the purchasing office and tell 
his story directly to the man who 
is going to be responsible for the 
successful use of the product. Many 
salesmen with whom I have talked 
tell me they have found this sys- 
tem works.” 

In closing, Mr. Neison stated that 
the Exhibitors’ Advisory Council 
is doing commendable work to 
help develop trade shows as 3 
clean-cut advertising medium, «nd 
that the ANA’s greater awareness 
of exhibitions as an advertising 
tool should contribute materially to 
further developments. 


‘Date-Book’ to Be Offered 
in Bulk Subscription 


Date-Book, the student sec ion 
of What’s New in Home Econo1) ‘cs, 
Harvey & Howe publication, il! 
continue as a “magazine-wit 1n- 
a-magazine,” but from Janu:ry, 
1950, will be available to sch ols 
and colleges on a bulk subsc p- 
tion basis. 

Date-Book was formerly kn w? 
as Flair, until the recent ag °e- 
ment with Cowles Magazi 'é¢5 
whereby the name became the °x- 
clusive property of the Cowles °l- 
ganization (AA, Oct. 10). 


Gas Association Unit Elect: 


F. Donald Hart, executive v °° 
president of Tennessee Ené »¢! 
Mfg. Co., Nashville, has |e 
elected chairman of the mar: °&- 
ing committee of the Gas Ap |! 
ance Manufacturers Associat 0! 
D. R. Meckstroth, associate di! °° 
tor of Sales Research Inc., Ev '5~ 
ville, Ind., has been named v--& 
chairman. 
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Every day is Newspaperboy Day for Los Angeles Times Carriers 


October is the month for special tribute to newspaper boys 
throughout the nation. Los Angeles Times carrier boys, who take care 
of the largest home delivered circulation in the West, merit and 

receive recognition and top treatment the year around. These 
boys’ services are indispensable to advertisers with messages 


pointed to the homes of the nation’s third largest market. 


LOS ANGELES TIMES 


REPRESENTED BY CRESMER AND WOODWARD, NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 
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BE SURE TO LOOK AT HIS RECORD 


A MAGAZINE IS ONE OF YOUR SALESMEN IN PRINT. AND HERE IS 
NEWSWEEK’S 11'2-YEAR RECORD IN THE TRANSPORTATION FIELD. 


SOUTHERN 
RAILWAY SYSTEM 


A NATIONAL) ® 


Norfpotk. Wester. 


RAILWAY 


Pptih 6. rik 


RAILWAYS, inc. 


ey 


Rock NORTHWEST CUNARD | 
Island we AIRLINES | |Waite Star £ 
AIR FRANCE regents 
spinesise. try oO Serevng Te Mailer o 
NEW YORK SPEEDBIRD SERVICE 
GHD abi — MOORE-MeCORMAL \ 
aN B-0-A-C st 


BRITISH OVERSEAS AIRWAYS CORPORATION 
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Newsweek’s Acceptance 
Has Grown 


Rank Among ALL Magazines by Pages of Transportation Advertising 


Time 

New Yorker 
Nat’l Geog. 
Travel 

Atlantic Monthly 
Sat. Eve. Post 
Town & Country 
Harper's 
Fortune 

Vogue 
NEWSWEEK 


Newsweek Ranks So High with the Transportation Industry 


6 6 ¢ out of every dollar spent for travel and 

recreation comes from only 2/5 of all 
U. S. families ...the 2/5 who earn the 
highest family incomes.* 

85.5% of Newsweek’s families is concen- 
trated in this highest-income group that 
accounts for 66% of all dollars spent for 
travel and recreation. 

Newsweek offers more top-income families 
per advertising dollar—at the lowest cost per 
thousand—than any other weekly, biweekly, 
or monthly magazine. 

Newsweek’s more than 800,000 families 


UNION PACIFIC 
RAILROAD 


CANADA 
STEAMSHIP LINES 


travel over 3% billion miles a year. They 
travel 4 times as much as the U. S. average by 
air and 3 times as much by rail. 

Moreover, Newsweek delivers more leaders 
in business, industry, and government per 
advertising dollar than any other weekly, bi- 
weekly, or monthly magazine. And these are 
the leaders who are directly and indirectly 
responsible for the shipment of vast freight 
tonnage within this country and abroad. 

No wonder the 15 largest transportation 
advertisers place more pages in Newsweek 
than in any other magazine. 


Keeping pace with Newsweek's advertising growth, 
Newsweek's 1949 circulation is the highest in its history. 


Transportation Companies Advertise in Newsweek 


1938 —> 1949 
(First Six 
Months) 
1 Time 
2 NEWSWEEK 
3 3 Business Week 
4 4 Sat. Eve. Post 
5 5 New Yorker 
6 6 Holiday 
7 7 U. S. News 
8 8 | Nat'l Geog. 
9 9 Sunset 
10 Life 
11 Collier's 


PAN AMERICAN 


ka Worto AlRHAYS 
Sa? The System of the Tying Chypers 


URACKE LINE 


Go linn 


AMERICAN 
Export LINES 


A & 


Santa Fe 


NI 


The friendly 
Southern Pacific 


Erie Railroad 


sieving tHe OF MmOUETEIAL amenica 


LYKES LINES 


-ykes Bros. Steamship Co., Inc. 


AMERICAN 
PRESIDENT LINES 


WS | 


British Commonwealth 
Pacific Airlines Ltd. 
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Stanley Appoints Hoyt 

Stanley Home Products, West- 
field, Mass., has selected Charles 
W. Hoyt to handle advertising and 
promotion. A new national adver- 
tiser, Stanley will soon launch a 
campaign for its 96 household pro- 
ducts. No media plans have been 
made as yet. 


Heads KSFO-KPIX Promotion 


Kay Mulvihill, formerly assistant 
promotion manager, has been 
named to direct promotional ac- 
tivities for KSFO and KPIX, San 
Francisco radio and television sta- 
tions. 


Gilbert Returns to TV 


“Roar of the Rails” will be 
sponsored by A. C. Gilbert Co., 
New Haven, over 17 CBS-TV 
stations starting Oct. 24. The 15- 
minute program features Ameri- 
can Flyer trains, Talking Stations 
and other Gilbert railroad toys. 
Charles W. Hoyt Co. is the agency. 


Two Join WFIL Sales Statf 


Irving F. Teetsell, formerly with 
WFPG, Atlantic City, and Charles 
J. Hoban, former public relations 
counselor, have joined the sales 
staff of Station WFIL, Philadel- 
phia. 


MOSTLY HOME FURNISHINGS—Notable in the 88-page Chicago Daily 
Tribune of Oct. 6 was the eight-page section devoted mainly to home furnish- 
ings and housewares offered by Wieboldt stores to cash in on the final week’s 
momentum of the 3rd annual Tribune-sponsored Chicagoland Home & Home 
Furnishings Festival which closed Oct. 10. Of the more than 190,000 lines of 
advertising in the Oct. 6 issue, a total of 74,400 lines appeared in 30 full page 
units placed by retailers.(Adv.) 


ANA Told How 
to Communicate 
with Employes 


New YorK—It is the advertis- 
ing manager who is most capable 
of selecting the proper media for 
his company’s employe communi- 
cations program, in keeping with 
the character of the company, the 
habits of the employes, and the 


ANA Meeting 


funds available, Guy Berghoff, 
public relations director of the 
Pittsburgh Plate Glass Co., told 
members of the Association of Na- 
tional Advertisers here last week. 

“Essentially the same techniques 
are used in employe communica- 
tions as in product selling,” Mr. 
Berghoff said. “Both require good 
hard-selling copy, interesting dis- 
play, and appeal to personal in- 
terests. That is why the advertis- 
ing man is the one best qualified 
to guide a communications pro- 
gram. He has the know-how in the 
graphic arts and is accustomed 
to using the same methods in sell- 
ing his products. 

“In some ways,” Mr. Berghoff 
added, “the job of developing a 
successful communications pro- 
gram is simpler than selling mer- 
chandise. For one thing, we know 
that industrial employes are hun- 
gry for facts and figures concern- 


For Economical Reproduction 
of PHOTOGRAPHS in Quantity 
ase VITAPRINTS 


“photographs in every way but cost” 


VITAPRINTS are reproductions of photographs with every detail 
and tone so faithfully reproduced that they are accepted as 
actual photographs. The cost of VITAPRINTS is far less than 
that of photographs. 


Use VITAPRINTS for Direct Mail Enclosures - Blotters - Window 
and Counter Display Cards - Post Cards - Radio Act Photos - 
Salesmen’'s Portfolios - Magazine Inserts. VITAPRINTS are made 


in either black and white or colors-plain or die-cut. They attract 


and hold attention. 


Chesterfield - Alka-Seltzer - General Mills - Wrigley 
Ralston-Purina - Procter & Gamble - Quaker Oats 
Pepsodent - Murine - and a host of other radio sponsors 
have used VITAPRINTS for many years. 


Use VITAPRINTS for give-aways — premiums 
— or as a means of checking radio coverage. 


We will be pleased to send samples on request. 


THE VITAPRINT PROCESS CORP. 
2336 SOUTH WABASH AVE. 
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ing their company. Contrary to 
some opinions, it can be demon- 
strated that they want to know 
more about those same subjects 
that we on the management side 
want them to have.” 


ein a recent test comparing 
“Pittsburgh People,” house maga- 
zine of the Pittsburgh Plate Glass 
Co., with the union publication, 
“CIO News,” the findings showed, 


Mr. Berghoff said, that “Pitts- 
burgh People” was read by 85% 
as against 59% for the “CIO 


News.” The test on readers’ en- 
joyment showed 60% for the for- 
mer paper and 8% for the latter. 
On the score for “most carefully 
read,” the company’s paper rated 
55% against 14% for the union 
paper. Mr. Berghoff said that 82% 
of the company’s employes be- 
lieve what they read in the com- 
pany’s paper as against 56% for 
the union publication. 

Citing the experiences of other 
companies, Mr. Berghoff said that 
the Calco chemical division of 
American Cyanamid Co. issues a 
tabloid-size weekly for its em- 
ployes. It contains chiefly news 
about employes and their activi- 
ties, with the front page given to 
company news. Management views 
are presented primarily through 
news stories, Mr. Berghoff said. 

In a recent readership survey, he 
said, American Cyanamid found its 
tabloid had a readership among 
its employes of 71% and a score 
of 86% on believability. In addi- 
tion, 62% said they wanted the pa- 
per enough to pay for it out of 
their own pockets. 


es Some companies prefer to use 
letters rather than weekly or 
monthly magazines or newspa- 
pers, Mr. Berghoff pointed out. 

“The International Harvester 
Co. had a survey conducted among 
the employes at its Fort Wayne 
plant. On readership it was dis- 
closed that 61% of the employes 
who said they had received the 
company’s latest letter proved that 
they had read it by recounting de- 
tails of its contents. 

“On the point of believability, 
70% said they believed most of 
the statements while 24% _ believed 
some. Only 1% believed practically 
nothing in the letter. 

“What about posters?” Mr. Berg- 
hoff asked. “Koppers Coke,” he 
said, “studied idea-retention on a 
poster program and found 88% 


Advertising Age, October 17, 1:49 
of the employes said they /raj 
seen the posters and 50% ie. 
scribed specific posters. 

“Koppers also made a study cf; 
comic book on free enterprise. °%e. 
sults: 83% recalled receiving hy: 
comic with 53% demonstrating re. 
tention of at least one thou;h 
Only 1% labeled it ‘propaganda’ 


a “Even story cartoons have me 
with success. American Type 
Founders ran a cartoon in it; 
financial report to employes. Abou; 
80% proved that they had see, 
the cartoon and had absorbed the 
thought, ‘production is the key t 
higher wages.’ ”’ 

Mr. Berghoff discussed also the 
use of meetings and compan) 
schools as means that can be use; 
to enlarge employes’ understand- 
ing of company problems and oj 
basic economic facts. He mentioned 
among others, the Cleveland 
Graphite Bronze Co., which gave 
a course designed “to give the rank 
and file employes the economi 
facts of life.” Before these 
courses, Mr. Berghoff said, while 
54% of the employes had believed 
that the employes received the 
largest share of the income dollar 
received by the company, 85% 
were convinced of this after the 
course. 

“These and better results can 
be achieved,” Mr. Berghoff con- 
cluded, “as the advertising pro- 
fession applies more and more 
pressure behind the wheel of : 
better economic understanding 
which is beginning to move slow- 
ly forward.” 


CBS Promotes Oppenheim; 
Hathaway Joins B&B 


Charles Oppenheim has _ been 
named director of program pro- 
motion of the Columbia Broad- 
casting System, New York. He ha: 
been assistant director since Octo- 
ber, 1948. 

Mr. Oppenheim replaces Neal 
Hathaway, who resigned to join 
Benton & Bowles. Mr. Hathaway) 
has been made assistant accoun! 
executive for Prudential Insurance 
Co. of America. 


Cotton Group Opens NY Oftice 


The National Cotton Council ha: 
opened a sales promotion office 
in New York at 271 Church St 
Paul M. Jones, who for the past 
four years has served as council 
sales promotion manager in Mem- 
phis, will be in charge of th 
new office. 


Dont fot the BIG ONES get outny'| 


Shooting for sales ? Every shot y« ' 
take in TRANSPORT TOPICS (the on / 
ABC paper devoted to truckin: | 
doubles your exposure to. sale 
Ninety-six percent of Class | Moto 
Freight Carriers read it regularly, we« 
after week. In addition, TRANSPO 
Topics’ Third-Monday issue has 
distribution of over 43,000 copi: 
(ABC plus controlled). 


Gransport Topic 
The National Journal of the Motor-FreightCorr * 


Washington 6, D.C. 
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So says Media Records about The Milwaukee Journal's 


lines of advertising in 12 months 


To reach this mark, it takes a pace-setting retail 
market like Milwaukee, plus a great selling news- 
paper like The Milwaukee Journal with 95% 
coverage of all homes in the City Zone. Investigate 


this sales producing team. 


THE MILWAUKEE JOURNAL 
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Represented by O'MARA & ORMSBEE, Inc. 


New York Chicago Detroit Los Angeles fan Francisca 
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Newspaper Admen Elect 


Martin Livingston, Halifax Her- 
ald Ltd., Halifax, N. S., has been 
elected president of the Newspaper 
Advertising Managers Association 
of Eastern Canada. Other officers 
are: St. Clair McCabe, Thomson 
Dailies of Ontario, Ist vice-presi- 
dent; L. Phil Vezina, L’Action 
Catholique, Quebec, Que., 2nd 
vice-president, and W. J. Garner, 
Peterborough, Ont., secretary- 
treasurer. 


Martin Machine to Butler 


Kenneth B. Butler & Associates, 
Mendota, IIl., has been retained to 
direct the advertising of Martin 
Machine Co., Kewanee, IIl., man- 
ufacturer of industrial trailers. 
Full-page ads will appear in trade 
publications. 


America's first engraver 


Rever € : 


‘ii WAbash 2-8816 


Klein Demonstrates 
Role of Aptitude 
Tests in Ad Field 


Cuicaco—Jack Klein, head of 
the Klein Institute for Aptitude 
Testing, New York, last Monday 
gave the Chicago Industrial Ad- 
vertisers Association a demonstra- 
tion as to how intelligence, per- 
sonality and interest tests can be 
used to evaluate potential ability. 

Mr. Klein used three unknown 
employes of association members 
in his presentation. They had pre- 
viously taken the battery of tests, 
his organization had evaluated the 
test results and his verdict as to 
their potentialities had been placed 
in sealed envelopes distributed to 
members before the meeting. 

As might have been expected, 
the predictions as to the employes’ 
work potentials corresponded rea- 
sonably faithfully to their positions 
with the various companies. 

While the CIAA demonstration 
succeeded in identifying the men 


tested with their present work, Mr. 
Klein did not hazard predictions 
as to exactly what specifications 
various types of advertising jobs 
require. 


Longyear Book on Color 
Covers Ad Design, Etc. 


William Longyear, chairman, de- 
partment of advertising design, 
Pratt Institute, Brooklyn, has 
written a 40-page paper-bound 
book on “How to Use Color in Ad- 
vertising Design, Illustration, 
Painting.” 

The book, which contains 14 
pages in full color, is an excellent 
summarization of methods of 
painting, particularly valuable to 
the novice. It is published by Pit- 
man Publishing Corp., New York, 
at $1.95. 


John Farrell Promoted 


John A. Farrell, regional adver- 
tising and promotion manager, has 
been promoted to assistant adver- 
tising and promotion manager of 
National Distillers Products Corp., 
New York. He has been with the 
company since 1939. 


Advertising Age, October 17, 


FIRST NIGHTERS—In attendance at the premiere of Esso’s ‘Tonight on Broadway’ 

over CBS-TV in New York were (left to right): S.H. Giellerup, partner in Marschalk 

& Pratt; M. J. Rathbone, president of Esso Standard Oil Co.; and Frank Stanton, Co- 
lumbia president. 


Korn Appoints Dubins 


Milton A. Dubins, formerly art 
director of Deane, Klein & David- 
son, has been appointed art di- 
rector of J. M. Korn & Co., Phila- 
delphia. 


‘alte California without the 


illion ollar alley ofthe ees 


De" COME into California the hard way. Nowadays 
you can drive, fly, or ride the train. Whichever way 


National Representatives . . . O'Mara & Ormsbee, Inc. 
Los Angeles * Detroit * Chicago * San Francisco 


New York * 


CENTENNIAL OF THE 


CALIFORNIA - 1849-1949 


C 


ing power nets 24 Billion . . 


you come in, the view of the Sierra is still a stopper. 
Mountains, forests, lakes, and far below — a valley nearly 
500 miles long. That's California's great inland market 
—the Billion Dollar Valley of the Bees... 
. and food sales alone are 
twice as high as San Francisco’s.* 

Yes, you can’t miss seeing the Valley. But you do miss 


where buy- 


selling it if you rely on outside newspapers. Valley people, 


remember, live well inland from the coast... 


naturally 


prefer their own /Jocal papers. The buy for you, then, is 
the three McClatchy newspapers — The Sacramento Bee, 
The Modesto Bee and The Fresno Bee. Only with them— 
can you adequately cover the Billion Dollar Valley. 


*Sales Management's 1949 Copyrighted Survey. 


latchy 
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(Bp THE SACRAMENTO BEE 
THE MODESTO BEE 
or THE FRESNO BEE 


Crelley Describes 
Pattern in Buying 
of Industrial Goods 


New YorK—Buying factors and 
purchasing practices of the coun- 
try’s $210 billion capital goods 
market follow an established pat- 
tern by size of plant, type of pur- 
chase and dollar value involved 
William D. Crelley, chairman o/ 
the National Industrial Advertis- 
ers Association committee for the 
study of industrial buying prac- 
tices, told members of the Indus. 
trial Association of New York last 
week. 

Mr. Crelley, who is manager of 
the contract department of Sweet; 
Catalog Service division of F. W 
Dodge Corp., pointed out that pur- 
chasing agents become increasing] 
important as plant size increases 
Companies with well-developed 


purchasing departments tend to be 
more selective and consider more 
makes or products before buying 


than smaller companies. 


ws The NIAA study revealed, Mr 


Crelley said, that an average ol 
2.7% makes of products were con- 
sidered by all plants for all pur- 
chases studied. “An important con- 
sideration for sellers to remem- 
“is that the aver- 
age number of makes considered 
per purchase is less for equipment 
than for materials or for compon- 


ber,” he added, 


ent parts,” 


Buyers are far ahead of sellers, 
in recog- 
importance 
intelligently pre- 


Mr. Crelley pointed out, 
nizing the unilateral 
of advertising, 
pared product information, and 
personal salesmanship. 

In 60% of the purchases studied 
by the committee, he said, buyers 
used one or more sources of in- 
formation to compare makes. |! 
40% of the purchases, printed in- 
formation was the basis upol 
which buyers decided which man- 
ufacturers’ salesmen would be 
called in. Previous experience wit! 
product or vendor was responsible 
in 36.4% of the reported purchases 

The committee’s report is ex- 
pected to be published about ‘Vov 
15. 


American Bakeries Co. 
Buys ABC-TV Program 


American Bakeries Co., Atl 
is sponsoring the television “ one 
Ranger” over five ABC south as! 
ern stations. Tucker Wayne & © 
is the agency. American Bak 
made its bow as a regional ! 
sponsor this year with the 
chase of 36 southeastern ABC sté 
tions for the “Lone Ranger.” 

General Mills sponsors thé 
thrice-weekly adventures of 
“Ranger” on the ABC net) 0 
stations and on the eastern 4! 
midwestern video networks. 


Atlantic Research to Graff 


Harry Graff, New York, 
been named to direct the ac 
tising and public relations of ‘4 
Atlantic Research Corp., Ale.” 
dria, Va., chemical and cher! 
engineering research organiza! 0" 
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Payner, Koehler 
Vie to Bring Out 
; B ‘Advertising Daily’ 


New YorK—Advertising Daily, 
deseribed as a daily newspaper 
or the advertiser, will start pub- 
lication this fall as the first of a 
number of business papers planned 
by Trade Newspapers Inc. 

Announcement of this was fol- 
lowed by one from E. C. Rayner 
that he had already begun pub- 
lication of a paper called Adver- 
tising Daily, which now appears 
in four-page 8x11” size but re- 
portedly will be expanded later 
into newspaper size and format. 
ay’ Mr. Rayner said he will pro- 
tect What he terms “his prior right 


Co Mito the name ‘Advertising Daily’ 
in every way.” He said that Bill 
—— # Bros. Publishing Corp., publisher, 
owns the corporation, Advertis- 
ing Daily Inc., New York, which 
has an option on a controlling in- 
terest of his publication. 
) s Joseph M. Koehler, formerly ed- 
anim itor of Sponsor and now editor 
oun-@@ of Trade Newspapers’ Advertising 
oods #® Daily, reported that “regardless of 
pat how the conflict on the name is 
pur-@@ settled, we shall come out with an 
lved,@ advertising daily. At this time we 
n off have a going organization and in- 
rtis- Mi tend to go ahead with our plans 
r the to issue a tabloid daily, with five 
orac-@™% columns, about 12x15” over-all 
idus-@% size, and a minimum of 12 pages 


: last i an issue.” 

Mr. Koehler also reported that 
on Aug, 22, 1949, it was determined 
that the corporate name, Advertis- 
*. W. ing Daily Inc., was available. How- 
pur- 


er of 
veets 


ever, on Aug. 26, four days later, 
ingly a corporation listed otherwise 
2ases. MH changed its name to Advertising 
loped## Daily Inc., for which the Rayner 
to bel publication is now issued. 
more 
uyingg@#« Mr. Rayner’s publication has 

now been appearing daily, in four- 

page form, for several days. Ad- 
, Mr@§vertising Daily Ine. has offices 
ge off at 101 W. 55th St., New York, but 
_con- Mr. Rayner has not yet assembled 
pur-@ 4 staff sufficient to put out the pa- 
| con-@ per as eventually planned. The 
mem-™ publication is now comparable to 
aver-@ 2 newsletter in appearance. No 


dered 
yment 
npon- 


mention of present circulation was 
made by Mr. Rayner, nor any date 
for its expansion given. 

Mr. Rayner has had a long and 
checkered career in publishing. In 
1946 he brought out a magazine 
called American Culture, which at- 
‘empted something called “story- 
zed” advertising. Ten years before 
he published a magazine dubbed 


ellers, 
"ecog- 
rtance 
pre- 

and 


tudiedil Advertising Agency, which suc- 
yuyersi™ Cumbed after a few issues. He has 
of in-4lso published Postwar Digest. 
es. In Trade Newspapers has appointed 
ed in-f Kendrick Welles Diller, former 
upon Vice-president of A. W. Advertis- 
man-@§'ng Agency, as advertising direc- 
id beMtor of Advertising Daily and “Ad- 
e with vertising Men of America,” first 
nsible “‘Who’s Who” of the advertising 
‘hases#j 4nd marketing field. 
is eX- 
t Novi Name Aikin-McCracken 
Aikin-McCracken Ltd., Toronto, 
las been appointed to handle the 
bublicity for the Macmillan Co. 
of Canada Ltd., Toronto, book pub- 
., fa .-er. Daily newspapers across the 
tl n'@g Doninion and trade publications 
om il’ be used this fall. The agency 
th Oe ils. has been named to direct the 
& * advertising of Johnson, Matthey 
ak i * Mallory Ltd., Mount Dennis, 
| 1a" On, manufacturer of electrical 
e UME cor acts, ete. 
IC sta 
sth lo Ross, Gardner & White 
of th@™,ferman’s House of Style, Los 
et: orn eles, men’s tailored-to-meas- 
-» an@gte suits, has placed its adver- 
:. Ad ig with Ross, Gardner & White 
AC 


ertising, Los Angeles. Tele- 
{ iS on, radio and newspapers will 

*€ ised. The agency also has been 
‘’ar.ed to direct the advertising 
* Lindy’s Industries, manufac- 
“rr of car visors and other auto 
«cc -ssories. Trade publications and 


To Hixson & Jorgensen 


General Controls, manufacturer 
of automatic pressure, tempera- 
ture, level and flow controls, has 
placed its advertising with Hix- 
son & Jorgensen, Los Angeles, ef- 
fective Dec. 1. 


Ogden Names Covington 


Ogden Publishing Co., New 
York, has named H. Thorpe Cov- 
ington Co., Chicago, as midwest- 
ern representative of Glass Pack- 
er and Glass Industry. 


Names Stewart and Meyer 


Roderick Stewart has been 
named district manager and Char- 
les Meyer has been appointed spe- 
cial sales representative of Cin- 


cinnati Lithographing Co., Cin- 

cinnati. 

Bailey Transferred to NY 
Morton Bailey Jr. has _ been 


transferred from the San Fran- 
cisco office of Sawyer-Ferguson- 
Walker Co., newspaper representa- 
tive, to its New York office. 


Cole Joins Lippman 


Gordon E. Cole has joined Lipp- 
man Advertising Associates, Buf- 
falo, as vice-president and a di- 
rector. He will be in charge of all 
production and will serve as an 
account executive. 


Names Roy S. Durstine 


Browne Vintners Co., New York, 
has named Roy S. Durstine Inc., 
New York, to handle its Captain 
Morgan Jamaica rum, now being 
introduced in this country. 


a 


advertisers, publishers, and editors 


MANN GRAPHIC ARTS 


DESIGN 


Service for 


Mount Morris, Illinois 


e Standard Oil’s outstanding employee magazine, 


the Standard Torch, is typical of the fine printing 
results being obtained by many leading concerns 
who haveswitched to Consolidated Enamel Papers 
at a substantial saving in net paper costs. 

In many of these cases, where premium-priced 
enamel papers of comparable quality were 
formerly used, this saving has amounted to an 
important 15 to 25% or more without sacrifice 


of quality or effectiveness. 
The lower cost of Consolidated Enamels which 
makes these savings possible is the end result of 


applying modern production methods to the 
making of fine printing paper. This revolutionary 
process, introduced by Consolidated, reduces 


“rect mail will be used. 


Conetole 


PRODUCTION GLOSS 


CONSOLIDATED WATER 


Main Offices: Wisconsin Rapids, Wisconsin 


Sinclar’ Chi Cipaaay, (INDIANA) 


ae 


eG te —. 


and switched to lower. cosd, high filelity 


J bredoldtelecd \X\Mi\. PERS 


manufacturing cost by eliminating many expen- 
sive operations still in use by other paper makers. 
It produces a sheet of highest quality, fully coated 
on both sides, in a single high-speed operation— 
a previously unheard-of accomplishment in the 


paper industry. 


If your own company is not already benefiting 
from the lower costs of this modern manufactur- 
ing improvement, we suggest an immediate in- 
vestigation of the facts. You will probably find 
many places where a switch to Consolidated 
Enamel Papers will mean not only a sharp reduc- 
tion in your printing costs, but at the same time, 
an increase in the selling effectiveness of your 
@c, W. P. & P. Co, 


printed material. 


ENAMEL PAPERS 


MODERN GLOSS 
POWER & 


FLASH GLOSS 


PAPER COMPANY 


Sales Offices: 135 So. La Salle $t., Chicago 3 
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Crosley Appoints Bradley 


John L. Bradley, formerly as- 
sistant to the general manager of 
Vogue pattern division of the Con- 
de-Nast Publications, New York, 
has been appointed sales promo- 
tion manager of Crosley Distribut- 
ing Corp., New York, succeeding 
Charles L. Schafer, who has re- 
signed to return to the West Coast. 


Moore to Burlington Mills 


William L. Moore, formerly pro- 
duction manager of Walter Weir 
Inc.. New York, has been ap- 
pointed assistant advertising man- 
ager of Burlington Mills Corp., 
New York. He will have charge of 
sales promotion and production 
under A. Stanley Kramer, adver- 
tising manager. 


KLX 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally | 
by Burn-Smith Co., 


Inc. 


Patents Commissioner Bans 
Coupons in Attorney Ads 


WasHINGTON—A sharp fight is 
shaping up over the advertising 
copy used by patent attorneys. 
Only a handful of the fraternity 
advertise, but the advertising at- 
torneys do a big volume of busi- 
ness. For more than two years, the 
Patent Office has hunted for a 
way to eliminate what it considers 
practices beneath the dignity of 
the profession. 

Prodded by so-called “ethical” 
members of the bar, the patents 
commissioner tried to invoke a 
rule confining practitioners to bus- 
iness card type ads. His ruling 
was appealed to Commerce Secre= 


By STANLEY E. COHEN, Washington Editor 


tary Charles Sawyer, who would 
have no truck with a blanket pro- 
scription of advertising. 

Unable to put through the busi- 
ness card rule, Patents Commis- 
sioner Lawrence Kingsland began 
to crack down on effective selling 
techniques. A year ago, he tossed 
out first person ads, insisting that 
all copy be written in the third 
person. Now he has ruled that at- 
torneys must not include coupons 
in their ads. 

The ban on coupons, effective on 
all ads published after Jan. 1, has 
the attorneys and agencies burned 
up. They consider the coupon an 
effective and legitimate device 
which is neither more nor less 
“ethical” than other advertising. 


“WE SEND HOSPITAL MANAGEMENT TO 
ALL DEPARTMENTS™ 


FITKIN ME 


MORIAL HOSPITAL 


Neptune, New Jersey 


ANTHONY w. ECKERT 


Administrator 


Hospitel Management 


Onio St. 
Chicago 22, Tiiinots 
Gentlemen: all departments A. Ww. ECKERT 
4 Per 
we cond “Hospital Managenent” 6° Administrator 
as follows: ne Dept. FITKIN MEMORIAL HOSPITAL 
tor a 4 
Asst. Ain ee a ee Neptune, New Jersey 
Record Librarie® Dietery 9 " 
ting Roam sekeep 
retetrical Dept- Centrel Supply 
Business Office Pharmacy 


Laundry out-Patient Department 


We find your magazine 


ts, and we ell refer to it 
pe rtmen’ 


Fitkin Memorial Hospital. A $1,500,000 establishment with 154 beds and 36 bassinets, and a total personnel of 248. 


Here’s Penetration That Saves Time 
and Talk in Selling to Hospitals 


Because HOSPITAL MANAGEMENT is de- 
liberately and skilfully edited to make it valuable 
reading for department heads as well as adminis- 
trators, it gives you full penetration of the buy- 
ing group—permits those who may never hear 
your salesman’s story to see your story as part of 


their professional reading. 


While there is a buying group (not just an 


is very belpful ae 


Very truly yours, 


A.W. Eckert 
pdministretor 


Says 


© ell de- 


individual) to be reached in almost any industry 
today, this is peculiarly true of the hospital field 
where hundreds of specialized purchases must be 


initiated by expert department heads who are 
specialists in the most exacting sense of the word. 


In some fields there are “hidden” buying in- 
fluences that editors try to reach through a 
generalized approach. In this field the buying 
influences are easily identified, and HOSPITAL 


MANAGEMENT is editorially 


ized to serve them with specific, useful material. 
The result—gratifying to us, and vitally im- 


PREFERRED READING AMONG HOSPITAL EXECUTIVES 


departmental- 


portant to advertisers—is that 88.56% of hos- 
pital administrators regularly route HOSPITAL 
MANAGEMENT to their department heads. 
When you consider this deep and effective pene- 
tration in the light of our leadership in ABC 
hospital circulation, it is clear why those who 
know the market best consider HOSPITAL 
MANAGEMENT a must buy in the field. 


MVienagiennemt 


100 E. OHIO STREET ° 


Largest net paid ABC hospital circulation. 
Send for your copy of our new reader 
Penetration study; 


—— 


tsfilial 


CHICAGO 11 


it ts interesting and 
valuable. 


They expect to appeal to Mr. Saw- 
yer. 
e « @ 

Postage rate increases were left 
high on the list of unfinished bus- 
iness as a thoroughly exhausted 
Congress sped back to the home 
districts to rest and commune with 
the voters. In theory, at least, the 
rate increases are ready for fast 
action when Congress reassembles 
in January. But it is an “iffy” 
question. To get about $100,000,- 
000 Congress must strike a hard 
blow at thousands of small busi- 
nesses which depend on direct 
mail promotion. It is a distasteful 
thought, particularly in a period 
when the bankruptcy curve shows 
a sharp increase. 

- ae le 

As Congress bowed out, the 
Supreme Court roared in. On its 
opening day it extinguished the 
last prospect of a reversal of the 
far-reaching decision outlawing the 
exclusive-dealer contracts used by 
Standard Oil of California. It re- 
fused to consider a tax refund for 
BBDO on stock which had been 
repurchased for distribution to em- 
ployes, and it offered no sympathy 
to a West Coast broadcaster who 
was kept outside a courtroom 
while his competitor had exclusive 
opportunity for on-the-site de- 
scription of an exciting murder 
trial. The court did agree to take 
another look at obscenity statutes, 
however, after the owner of alleg- 
edly obscene records said there is 
nothing in the law to prevent their 
shipment across state lines. He 
said the obscenity statute applies 
only to visible matter. 

e e« @ 

Leopold M. Kay, engineering 
vice-president of Air King Prod- 
ucts Inc., New York, told FCC 
simply and effectively how he had 
gone about designing a color set 
on CBS: principles which would 
sell for about $300 and deliver a 
12%” image. “Would you buy color 
television?” Commissioner Frieda 
Hennock asked. “I never watch 
television for pleasure,’ said Mr. 
Kay. 

e @« @ 

Despite the fact that its color 
TV demonstration for the FCC and 
top government officials was 
amazingly bad, RCA remains con- 
fident that it will win out over 
CBS. No two of the RCA receivers 
operating during the tests de- 
livered similar color combinations. 
However, RCA feels its theory 
is sound; that the next step is to 
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design more practical and reliab e 
equipment. RCA tests on wi|! 
known personalities confirm this 
department’s observation of la: 
week. Even though the RCA se s 
reproduced red and green faces. 
and all kinds of wunbelievab e 
shades, people whose every utte - 
ance is news came away con - 
menting: “I never imagined color 
was that good.” 
e e« @ 

Federal Trade Commission: r 
John Carson has picked an e- 
perienced FTC staff member 1s 
his legal assistant. The commis- 
sion’s newest member has selected 
John F. Richter, whose service 
with FTC goes back to prewar 
days. Recently, Mr. Richter has 
been active in trade practice con- 
ference work. An indication of Mr. 
Carson’s interests... maybe? 

e e« @ 

Airline income is climbing, ac- 
cording to the Civil Aeronautics 
Board. And so is airline advertis- 
ing activity. For three months end- 
ing June 30, airline net income was 
$15,334,414; for the comparable 
period of 1948 it was $3,262,026. 
The total passenger revenue for the 
second quarter of 1949 was $104,- 
499,552 against $89,805,000 for the 
same period of 1948. Total adver- 
tising and publicity expenditures 
of 16 trunk airlines was $3,700,675 
in April-May-June, 1949; $3,065,- 
683 in second quarter ’48. 

e* ee @ 

Central station electrical service 
has reached 78.2% of U. S. farms, 
the Rural Electrification Adminis- 
tration reports. This compares with 
68.6% 12 months ago and only 
10.9% in 1935. REA says there 
are 4,582,016 electrified farms, and 
1,277,153 still to be served. A state- 
by-state compilation reveals 11 
states still have less than 78.2% 
of their farms electrified. REA 
feels the electrification problem is 
licked. It is ready to take on rural 
phone service promotion, under 
legislation whipped through clos- 
ing days of the congressional ses- 
sion. 


Southeastern Names Russell 
Edward Russell Jr. has been ap- 
pointed manager of merchandis- 
ing and sales promotion of dress 
goods 
New York, sales agent for Avon- 
dale Mills, Sylacauga, Ala. He suc- 
ceeds Robert W. Zabriskie, re- 


for Southeastern Cottons, | 


aera 


signed. Mr. Russell joined Avon- | 
dale Mills last year as advertis- | 
ing manager, and will continue to 
serve in this capacity. 
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WARDER 


at those Buffalonians with Money to 
Travel...Use the Courier-Expres; 


@ The Courier-Express is Buffalo’s travel medium. In 1948 it carrie | 
59% of all travel advertising in the territory. Five tours sponsore | 
editorially by the Courier-Express last year were sold out to the 
combined capacity of 3,300 participants at a cost to them of $131,00 
If you want to sell the type of folks with ircome to travel...yo ' 


can do it more economically in t) ° 
Courier-Express. 

Your dollar buys greater impa 
in the Courier-Express on the fa: 
ilies with money to spend. 
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NEW Subscription Order Form... 


Please enter immediately my subscription to 
Advertising Age for 


[] One Year at $3.00 [] Two Years at $5.00 [| Three Years at $6.00 
[] Payment enclosed [7] Bill me later [) Bill my firm 


Name Title 


City 
ADVERTISING AGE CHICAGO 11, ILLINOIS 


:: 
) 4 
> 


A: 


Basic Formula: STEEL 


Carbon, pig iron, scrap and brawn make steel. The added in- 
gredient is Business Week... to sell the product in its many 


Steel Advertisers* 
forms. 


In Business Week 


(5 years or more) 


REASON: The industry knows that Business Week is read by 


the most highly concentrated audience of Management-men... Acme Steel Company 
executives who make or influence important buying decisions Armco Steel Corp. 
for their firms. Follansbee Steel Corp, 

Ryerson & Son, J. T. 
RESULT: Business Week carries more steel advertising than Pittsburgh Steel Co. 
any other general business or news magazine. It sells goods, Sheffield Corp. 


reaches selected prospects, at less cost, because— 


Superior Steel Corp. 
Timken Roller Bearing Co., 
National Steel Division 

U. S. Steel Corp. 


WHEREVER YOU FIND IT, YOU FIND A Veungeous Sheet 6 Tube Co. 


*Source : Publishers’ Information Bureau Analysis 


MANAGEMENT-MAN...WELL INFORMED 


A McGRAW-HILL PUBLICATION 
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Crosley Appoints Bradley 


John L. Bradley, formerly as- 
sistant to the general manager of 
Vogue pattern division of the Con- 
de-Nast Publications, New York, 
has been appointed sales promo- 
tion manager of Crosley Distribut- 
ing Corp., New York, succeeding 
Charles L. Schafer, who has re- 
signed to return to the West Coast. 


Moore to Burlington Mills 


William L. Moore, formerly pro- 
duction manager of Walter Weir 
Inc.. New York, has been ap- 
pointed assistant advertising man- 
ager of Burlington Mills Corp., 
New York. He will have charge of 
sales promotion and production 
under A. Stanley Kramer, adver- 
tising manager. 


KLX 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


' Represented nationally 


by Burn-Smith Co., Inc 


Patents Commissioner Bans 
Coupons in Attorney Ads 


WASHINGTON—A sharp fight is 
shaping up over the advertising 
copy used by patent attorneys. 
Only a handful of the fraternity 
advertise, but the advertising at- 
torneys do a big volume of busi- 
ness. For more than two years, the 
Patent Office has hunted for a 
way to eliminate what it considers 
practices beneath the dignity of 
the profession. 

Prodded by so-called “ethical” 
members of the bar, the patents 
commissioner tried to invoke a 
rule confining practitioners to bus- 
iness card type ads. His ruling 
was appealed to Commerce Secre- 


By STANLEY E. COHEN, Washington Editor 


tary Charles Sawyer, who would 
have no truck with a blanket pro- 
scription of advertising. 

Unable to put through the busi- 
ness card rule, Patents Commis- 
sioner Lawrence Kingsland began 
to crack down on effective selling 
techniques. A year ago, he tossed 
out first person ads, insisting that 
all copy be written in the third 
person. Now he has ruled that at- 
torneys must not include coupons 
in their ads. 

The ban on coupers’ “ffectien a= 
all ads published ; 
the attorneys and 
up. They consider 
effective and le; 
which is neither 
“ethical” than ot! 


“WE SEND HOSPITAL MANAGEMEN 
ALL DEPARTM 


FITKIN MEMORIAL HOSPITAL 
Neptune 


, New Jersey 


ANTHONY Ww. ECKERT 
Adminsstratot 


We send 
as follows: 


past. Administrator 


departments 


{neering ne 
bs = Department 


Says 


Director of Nurses tory 

Record Librerie® seen Department 
rating Rom sekeeping 

Cratetricel Dept. eeubeat Supply 

Business Office Pharmacy 


Laundry out-Patient Department 


magazine 1 ve 


we all refer to it 


We find your 
pertments, and 


Fitkin Memorial Hospital. A $1,500,600 establishment with 154 beds and 36 bassinets, and a total personnel of 248. 


Here’s Penetration That Saves Time 
and Talk in Selling to Hospitals 


Because HOSPITAL MANAGEMENT is de- 
liberately and skilfully edited to make it valuable 
reading for department heads as well as adminis- 
trators, it gives you full penetration of the buy- 
ing group—permits those who may never hear 
your salesman’s story to see your story as part of 


their professional reading. 


While there is a buying group (not just an 


to all de- 
a ae alerly- 


Very truly yours, 


A.W. Eokert 
administrator 


individual) to be reached in almost any industry 
today, this is peculiarly true of the hospital field 
where hundreds of specialized purchases must be 


initiated by expert department heads who are 
specialists in the most exacting sense of the word. 


In some fields there are “hidden” buying in- 
fluences that editors try to reach through a 
generalized approach. In this field the buying 
influences are easily identified, and HOSPITAL 
MANAGEMENT is editorially departmental- 
ized to serve them with specific, useful material. 


The result—gratifying to us, and vitally im- 


PREFERRED READING AMONG HOSPITAL EXECUTIVES 


A. W. ECKERT 


Administrator 
FITKIN MEMORIAL HOSPITAL 
Neptune, New Jersey 


portant to advertisers—is that 88.56% of hos- 
pital administrators regularly route HOSPITAL 
MANAGEMENT to their department heads. 
When you consider this deep and effective pene- 
tration in the light of our leadership in ABC 
hospital circulation, it is clear why those who 
know the market best consider HOSPITAL 
MANAGEMENT a must buy in the field. 


Mane fetuent 


100 E. OHIO STREET 


Largest net paid ABC hospital circulation. 
Send for your copy of our new reader 
Penetration study; 


They expect to appeal to Mr. Saw- 
yer. 
e* « e@ 

Postage rate increases were left 
high on the list of unfinished bus- 
iness as a thoroughly exhausted 
Congress sped back to the home 
districts to rest and commune with 
the voters. In theory, at least, the 
rate increases are ready for fast 
action when Congress reassembles 
in January. But it is an “iffy” 
question. To get about $100,000,- 
000 Congress must strike a hard 
blow at thousands of small busi- 
nesses which depend on direct 
mail promotion. It is a distasteful 
thought, particularly in a period 
when the bankruptcy curve shows 
a sharp increase. 

e ee @ 
As Congress bowed out, the 


Supreme Court roared in. On its 
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design more practical and reliab e 
equipment. RCA tests on wi/! 
known personalities confirm thi; 
department’s observation of les 
week. Even though the RCA se's 
reproduced red and green faccs 
and all kinds of unbelievabie 
shades, people whose every utter- 
ance is news came away cor- 
menting: “I never imagined col», 
was that good.” 
e - 

Federal Trade Commissioner 
John Carson has picked an ervr- 
perienced FTC staff member as 
his legal assistant. The commis- 
sion’s newest member has selected 
John F. Richter, whose service 
with FTC goes back to prewar 
days. Recently, Mr. Richter has 
been active in trade practice con- 
ference work. An indication of Mr 


Carson’s interests ... maybe? 


FIRST CLASS 
Permit No. 95 
(Sec. 34.9 P.L.&R.) 
CHICAGO, ILL. 


USINESS REPLY 


Postage Stamp Necessary if Mailed in the United States 


CARD 


Atipiita 


CHICAGO 11 


it is imteresting and 
val le. 


B.. Ory 
a 


— POSTAGE WILL BE PAID 


Advertising Age 
100 EAST OHIO STREET 
CHICAGO 11, ILLINOIS 
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simply and effectively ‘how he had 
gone about designing a color set 
on CBS: principles which would 
sell for about $300 and deliver a 
12%” image. “Would you buy color 
television?” Commissioner Frieda 
Hennock asked. “I never watch 
television for pleasure,’ said Mr. 
Kay. 
e @« @ 

Despite the fact that its color 
TV demonstration for the FCC and 
top government officials was 
amazingly bad, RCA remains con- 
fident that it will win out over 
CBS. No two of the RCA receivers 
operating during the tests de- 
livered similar color combinations. 
However, RCA feels its theory 
is sound; that the next step is to 


BY — 


Vy~euuNce 1cvecure an 


states still have less than 78.2% 
of their farms electrified. REA 
feels the electrification problem is 
licked. It is ready to take on rural 
phone service promotion, under 
legislation whipped through clos- 
ing days of the congressional ses- 
sion. 


Lv Trepeemuevit 


Southeastern Names Russell 
Edward Russell Jr. has been ap- 
pointed manager of merchandis- 


ing and sales promotion of dress | 


goods for Southeastern Cottons, 


New York, sales agent for Avon- | 
dale Mills, Sylacauga, Ala. He suc- | 


ceeds Robert W. Zabriskie, 
signed. Mr. Russell joined Avon- 
dale Mills last year as advertis- 


re- 5 


Se ery 


ing manager, and will continue to 


serve in this capacity. 
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_ WIT HARDER 


at those Buffalonians with Money to 
Travel...Use the Courier-Expres;: 


@ The Courier-Express is Buffalo’s travel medium. In 1948 it carrie | 
59% of all travel advertising in the territory. Five tours sponsor | 
editorially by the Courier-Express last year were sold out to the © 
combined capacity of 3,300 participants at a cost to them of $131,00 . 
If you want to sell the type of folks with ircome to travel...y« ' 


can do it more economically in t) ° 
Courier-Express. 

Your dollar buys greater impa ‘ 
in the Courier-Express on the fa: - 
ilies with money to spend. 
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Carbon, pig iron, scrap and brawn make steel. The added in- 
gredient is Business Week... to sell the product in its many 


forms. 


REASON: The industry knows that Business Week is read by 
the most highly concentrated audience of Management-men... 
executives who make or influence important buying decisions 


for their firms. 


RESULT: Business Week carries more steel advertising than 
any other general business or news magazine. It sells goods, 
reaches selected prospects, at less cost, because— 


WHEREVER YOU FIND IT, YOU FIND A 


MANAGEMENT-MAN...WELL INFORMED 


Basic Formula: STEEL 


*Source 


Steel Advertisers* 
In Business Week 
(5 years or more ) 

Acme Steel Company 
Armco Steel Corp. 
Follansbee Steel Corp. 
Ryerson & Son, J. T. 
Pittsburgh Steel Co. 
Sheffield Corp. 
Superior Steel Corp. 


Timken Roller Bearing Co., 
National Steel Division 


U. S. Steel Corp. 
Youngstown Sheet & Tube Co. 


Publishers’ Information Bureau Analysis 


A McGRAW-HILL PUBLICATION 
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Quaker Oats Pushes 


Roy Rogers Contest 


pace ge Oats Co. last 
reek opened a one-month Roy 
Rogers contest, which includes 
among the prizes an opportunity 
© appear in his next motion pic- 
ure. 

Announcement ads, some in two 
polors and some b&w, are running 
n approximately eight grocery 
and food trade publications. 

In addition, announcements of 
he contest to consumers ran in 95 
hewspaper comic sections, includ- 
ng those papers carrying Puck— 
he Comic Weekly and Metropoli- 
an Sunday Comic Group. 

The campaign is handled by 
Sherman & Marquette. 


Stamford Division of Y&T 
evamps Sales Department 
The Stamford division of Yale 

Towne Mfg. Co., Stamford, 
onn., has reorganized its sales 
epartment, consolidating the sale 


of the Yale brand locks, builders’ 
finishing hardware and pumps in- 
to three sales functions under the 
general sales manager, replacing 
a former organization of about a 
dozen product sales managers. 

The three units are: Trade sales 
manager, Raymond K. Watkins, 
formerly manager of builders’ 
hardware sales; industrial sales 
manager, A. Charles Amann, for- 
merly vice-president in charge of 
sales of Illinois Lock Co.; and 
pump sales manager, William D. 
Jameson, formerly sales manager 
of Commonwealth Engineering Co., 
Dayton. 


Names Rehbock-Hollinger 
Vaughan Mannequins, Long Is- 
land City, N. Y., manufacturer of 
display mannequins, has appointed 
Rehbock-Hollinger Advertising 
New York, to direct its advertising. 
Business papers will be used. 


Gould Promotes McCartney 

N. J. McCartney, sales mana- 
ger, has been named vice-presi- 
dent in charge of sales for Can- 
ada of Gould Storage Battery of 
Canada Ltd., Kingston, Ont. 
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A local live-talent show that delivers over one million family 
impressions per week. It’s ‘‘Gold Coast Rhythm’’ on 50,000- watt WBBM 
(8:15-8:30 a.m. and 4:45-5:00 p.m., Monday through Friday). There's a 
participation available—if you call Radio Sales before it’s sold. 


VIDEO TROPHY—P. A. Sugg, station manager of WKY-TV, Oklahoma City, received 
a historical trophy when Jo Martin (left), player-manager of Oklahoma City’s Down- 
town Chevrolet Sooner Queens, presented the first ball used in the first softball 
contest televised by the station. Teammate Alma Wilson witnesses the presentation. 


Big Week Planned 
in N. Y. Jan. 15-21 


for Printing Trade 


New YorK—With Mayor Will- 
iam O’Dwyer as honorary chair- 
man, Printing Week in New York 
will be celebrated early in 1950 
by a schedule of events already set 
for Jan 15-21. 

Although exact details of the 
program, traditionally devoted to 
honoring Ben Franklin, patron 
saint of the printer, have not been 
worked out, present plans call for 
an all-industry send-off dinner on 
the evening of Jan. 16 at the Hotel 
Biltmore. 

Included will be an exhibition 
of outstanding printing, daily and 
evening production and planning 
clinics, and an exhibition of the 
Direct Mail Advertising Club’s 
“Best of Industry” award winners. 

Open house will be held at the 
New York School of Printing dur- 
ing the week. An annual luncheon 
and traditional exercises at the 
Ben Franklin statue downtown are 
planned by the International Ben- 
jamin Franklin Society. 


a Also planned are the appear- 
ances of the industry representa- 
tives with exhibits before busi- 
ness groups such as the Sales 
Executives’ Club, Rotary, Lions, 
Kiwanis and Junior Chamber of 
Commerce. 

Serving with Mayor O’Dwyer as 
representatives of various adver- 
tising groups are: Andrew J. 
Haire, president, Advertising Club 
of New York; Elon G. Borton, 
president, Advertising Federation 
of America; Paul B. West, pres- 
ident, Association of National Ad- 
vertisers; Ray Vir Den, chairman, 
New York Council, American As- 
sociation of Advertising Agencies; 


Edward N. Mayer Jr., Direct Mail 
Advertising Association; Grace M. 
Johnsen, president, Advertising 
Women of New York; Philip C. 
Carling, president, Association of 
Advertising Men; and John J. Far- 
ley, president, Production Mana- 
gers Club of New York. 


Returns to Houck Agency 


Lincoln Industries, Marion, Va., 
manufacturer of Virginia House 
chromed dinette sets and Virginia 
House bedroom furniture, has re- 
turned to Houck & Co., Roanoke, 
Va., agency, after a two-year ab- 
sence. Since 1948 the account has 
been handled by Courtland D. Fer- 
guson Inc. An extensive magazine 
campaign in shelter and women’s 
fiction groups, plus dealer promo- 
tional material, is planned. 


CBS Names James Fonda 


James Fonda has been named 
a program supervisor in the CBS 
network program department, Hol- 
lywood. He will work with Harry 
Ackerman, vice-president and di- 
rector of network programs from 
Hollywood, and Guy della Cioppa, 
associate director. Mr. Fonda will 
continue as radio contact man on 
the “Amos ’n’ Andy” program. 


Plywood Group Starts Drive 


Its first consumer advertising 
in national magazines opens this 
fall for Douglas Fir Plywood As- 
sociation, Tacoma, Wash., promo- 
tion body for the West Coast ply- 
wood industry. Advertising in the 
series offers a booklet, for 10¢, 
showing uses for fir plywood. Con- 
don Co., Tacoma, is the agency. 


Opens London Office 


Robert S. Taplinger & Asso- 
ciates, public relations concern 
with offices in New York, Chicago, 
Washington and Los Angeles, has 
opened a London branch office at 
17 Hertford St., Mayfair. The new 
office will be headed by John A. 
Stephen. 
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Food Locker Group 
Plans First Drive 
on National Scale 


Cuicaco—The Frozen Food 
Locker Institute has decided to 
launch, on a small scale, its first 
national campaign designed to 
increase the number of lockers 
rented and to promote the service 
functions of locker plants. 

Following talks by Beaumont & 
Hohman executives, delegates to 
the locker men’s convention here 
tacitly approved the initiation of 
a national advertising campaign, 
which probably will utilize farm 
publications and home _ service 
magazines. 

Details of the promotion will be 
worked out in coming months by 
institute officers and directors, and 
the appropriation will be set at 
the same time. Initial efforts un- 
doubtedly will be on a small scale, 
although the budget is expected to 
be increased steadily during the 
next several years. 


ws Principal problem faced by the 
locker operators is the increasing 
use of home freezers. Members and 
the institute’s agency already are 
working on plans to turn the use 
of such freezers into assets for 
locker plants through properly 
slanted local advertising and mer- 
chandising. 

Newspapers form the basis of 
the local drives, and copy and mats 
supplied to plant operators will be 
designed to meet the competitive 
promotion of food stores in the 
area. 

The institute, composed of about 
500 plant owners, equipment man- 
ufacturers, suppliers and contrac- 
tors, previously held joint meet- 
ings with the National Frozen Food 
Locker Association, composed ex- 
clusively of plant operators. The 
two groups failed to agree on a 
number of points, however, and 
the 1949 meetings were held sep- 
arately. 

Most heartening fact presented 
at the meeting was information 
that the number of locker plants 
increased from 10,300 in 1948 to 
10,948 this year and the percentage 
of lockers rented also rose in the 
past year from 88% to 92%. 


a The implication, of course, is 
that the frozen food locker busi- 
ness is gradually emerging from 
the doldrums of 1948, when opera- 
tors were greatly concerned over 
the diminishing per cent of lock- 
ers rented. 

Also, while about 260,000 locker 
renters relinquished their leases 
in the past year, about 650,000 new 
renters came into the picture, for 
a net gain of 400,000 rented units. 

Such improvements in the gen- 
eral locker situation, however, only 
appeared to needle operators into 
doing a more aggressive job of 
selling the advantages of locker 
rentals—and to sell the services 
offered in most plants. 


Issues Comic Book on 
American Economic System 

Teamwork Publications, New 
York, has released its first issue 
of “Steve Merritt,” a comic book 
designed to increase public under- 
standing of the American eco- 
nomic system. 

Bulk subscriptions for company 
distribution cost $1 a year per em- 
ploye. 


Durkee-Mower Ups Ad Budget 

Durkee-Mower Inc., East Lynn, 
Mass., has increased its fall adver- 
tising campaign for Marshmallow 
Fluff and Sweeco to include news- 
papers, magazines, radio and tele- 
vision. The agency is Harrv M. 
Frost Co., Boston. 


Names Donald McLaren 

Donald J. K. McLaren has been 
appointed director of sales edu- 
cation and production of Canada 
Health and Accident Assurance 
Corp., Waterloo, Ont. 
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Union-Printer 
Group Improves 
Chicago Setup 


Cuicaco—This city has lost its 
role as pattern-setter for wage 
contracts in the printing industry, 
but it may set another kind of rec- 
ord through the industry’s joint 
labor-management committee, C. 
L. MacKinnon, general manager of 
the Franklin Association, indicated 
last week. 

This spokesman for Chicago’s 
letterpress printers told the Chi- 
cago Business Papers Association 
that employers’ contracts with 
printing trades unions in other ma- 
jor cities expire long before the 
Chicago pact ends next Dec. 27. 


ws Negotiations already under way 
in other cities have ended Chi- 
cago’s traditional role as the focal 
point of negotiations over wages 
and working conditions in the in- 
dustry. The New York contract ex- 
pired July 11 and negotiations are 
under way there, as well as in 
Washington, Cleveland and In- 
dianapolis, Mr. MacKinnon ex- 
plained. 

In Chicago, he said, a much bet- 
ter relationship has been estab- 
lished between employers and the 
unions since mid-1948, when ne- 
gotiating groups finally agreed on 
an 18-month contract, ending a 
four-month enforced plant idle- 
ness. Contacts have been much 
more frequent, with a more sea- 
soned leadership discussing prob- 
lems as they arise instead of wait- 
ing until contract negotiating time. 


s There should be little “trouble” 
over negotiations this year, Mr. 
MacKinnon forecast, and it is 
deemed unlikely that pensions will 
be an issue, as in the strike-bound 
steel industry. 

Greater harmony in the industry 
has been achieved through the 
“Print It in Chicago” campaign 
undertaken by the joint labor- 
management committee of union 
employes and Chicago printing 
trades unions. Joint sponsors are 
the Franklin Association and the 
Chicago Allied Printing Trades 
Council. Major objectives are to 
enhance Chicago’s position as the 
printing center of the world; to 
prove to buyers of printing that 
employer-union cooperation will 
maintain stability in the industry, 
and to tell buyers about Chicago’s 
advantages. 

The committee may make sur- 
veys on Chicago printing and on 
the use of competitive offset print- 
ing by potential or former letter- 
press customers. The group also 
may sponsor a series of public 
lectures on fine printing and may 
approve other public relations sug- 
gestions. 


Westinghouse Develops 
New Instalment Sales Plan 

Westinghouse Electric Corp., 
Pittsburgh, has completed a new 
development in its “equality plan,” 
started last year to simplify instal- 
ment buying and encourage local 
bank financing of electric appli- 
ance purchases by dealers and re- 
tail customers. 

C. F. Gilbert, manager of the re- 
tail finance division, said finance 
representatives have been added 
to the seven merchandising dis- 
tricfs to provide on-the-spot ad- 
vice to banks and dealers through- 
out the country. They will work 
out financing arrangements be- 
tween dealers and banks within 
their territories. 


Suzanne Godart to Dorland 

Dorland Inc., New York, has 
been named to direct the advertis- 
ing of Suzanne Godart, manufac- 
turer of girls’ dresses under the 
names of Suzanne Godart and 
Three Little Girls. Class maga- 
zines will be used. 


Derby Joins Richards 


Ken Derby, previously an as- 
sistant supervisor of night opera- 
tions, National Broadcasting Co., 
has joined Fletcher D. Richards 
Inc., New York, as a radio and 
television copywriter. 


Dobbs Joins Pace Press 


Arthur T. Dobbs, formerly sales 
manager of Williams Colorprint, 
Columbus, Ga., has become sales 
director of Pace Lithographic 
Corp., New York, division of Pace 
Press. 


Bond Stores Appoints Cayton 


Bond Stores Inc., New York, has 
appointed Cayton Inc. to handle 
its television advertising. The 
clothing company is sponsoring a 
five-minute film sports show over 
all available NBC-TV intercon- 
nected stations. 


Miller Joins O’Connell 


George Laflin Miller has been 
named a vice-president of R. T. 
O’Connell Co., New York. He for- 
merly was associated with Doyle, 


Appoints Helen Berg 
Her Majesty 


31 


cent in charge of sales. Miss Berg 


Underwear Co.,| was formerly merchandise man- 
New York, has appointed Helen ager of Textron’s wcezen lingerie 
Berg as a director and vice-presi-' division. 


Kitchen & McCormick. 


BOAT CONSTRUCTION 


More boots constructed in the 
South in 1948 than in the rest 
of the nation combined. 


WRITE FOR RATES AND MARKET DATA 
624 GravierSt. New Orleans 12, La. 
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To Dishwashers — 


V — You are selling power plants, appliances or almost 
any other product, printed selling aids can help clinch the first 
sale, and make repeat sales more certain. For fifty years, 
producers and users of printing have looked to Oxford Papers 
for extra help in making catalogues, brochures, direct mail, in- 
struction manuals and other items more profitable. 

This confidence in Oxford Papers comes from our specializ- 
ing in fine papers for offset, lithography, letterpress and roto- 
gravure printing. The result is a range of coated and uncoated 
grades that assures the right paper to give your printing greater 


Your Oxford Paper Merchant 
is a Good Man to Know 


OXFORD MIAMI PAPER C 


helpful Oxford Paper 


35 East Wacker Drive, Chicago 1, Ill. 


Albany, N. Y. 
Augusta, Maine . 
Baltimore, Md. . . 
Bethlehem, Pa. " 
Boise, Idaho 

Boston, Mass. 
Buffalo, N. Y. 
Charlotte, N.C. . 
Chattanooga, Tenn. 
Chicago, Ill. 


Cincinnati, Ohio . 


Cleveland, Ohio . 
Columbus, Ohio 
Dayton, Ohio . 


Des Moines, lowa 
Detroit, Mich. 
Fresno, Calif. . 
Hartford, Conn. 
Indianapolis, Ind. 
Jacksonville, Fla. 
Kalamazoo, Mich. 
Kansas City, Mo. . 
Knoxville, Tenn. . 
Lincoln, Neb. . 
Little Rock, Ark. . 
Long Beach, Calif. 
Los Angeles, Calif. 
Louisville, Ky. 
Lynchburg, Va... 
Manchester, N. H. 
Memphis, Tenn. 
Miami, Fla. 
Milwaukee, Wis. 


Minneapolis, Minn. 
Nashville, Tenn. . 
Newark, N. J. 

New Haven, Conn. 


New York, N. Y. . 


Oakland, Calif. 
Omaha, Neb. . 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 
Portland, Maine 
Portland, Ore. . 
Providence, R. 1. 
Richmond, Va. 
Rochester, N. Y. 
Sacramento, Calif. 


St. Louis, Mo. 


St. Paul, Minn. 

San Bernardino, Calif. 
Salt Lake City, Utah 
San Diego, Calif. . 


San Jose, Calif. 
Seattle, Wash. 
Sioux City, lowa 
Spokane, Wash. 
Springfield, Mass. 


Surest way to learn the full scope of Oxford service is 
through your Oxford Paper Merchant. His 

ke of paper can help you get extra value from 
your investment in printing. Get in touch with him 
today for your copy of t 
Selector Chart, or write direct to us. 


OXFORD PAPER COMPANY 
230 Park Avenue, New York 17, N.Y. 
MILLS AT RUMFORD, MAINE AND WEST CARROLLTON, OHIO 


ractical 

Stockton, Calif. 
Tacoma, Wash. 
Tampa, Fla. 
Toledo, Ohio 
Tucson, Ariz. . 


OMPANY 


Worcester, Mass. 


San Francisco, Calif. . 


Washington, D.C. . 


Nation-wide Service 
Through Oxford Paper Merchants 


.W. H. Smith Paper Corp. 
.Carter, Rice & Co. Corp. 

- « «+ «The Mudge Paper Co. 
. Wilcox-Walter-Furlong Paper Co. 
. Blake, Moffitt & Towne 
.Carter, Rice & Co, Corp. 
.Franklin-Cowan Paper Co. 
.Caskie Paper Co., Inc. 
.Bond-Sanders Paper Co. 
.Bermingham & Prosser Co. 
Bradner, Smith & Co. 

The Whitaker Paper Co, 

.The Johnston Paper Co. 

The Whitaker Paper Co. 

.The Cleveland Paper Co. 
Scioto Paper Co, 

.Cincinnati Cordage Co. 

The Whitaker Paper Co. 
.Bermingham & Prosser Co. 
.Chope Stevens Paper Co, 

. Blake, Moffitt & Towne 
-Green & Low Paper Co., Ine. 
.MacCollum Paper Co, 
Jacksonville Paper Co, 

. Bermingham & Prosser Co. 

. Bermingham & Prosser Co, 

. Louisville Paper Co. 

. Western Newspaper Union 

. .  .Roach Paper Co, 

. Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 
-Louisville Paper Co. 

.Caskie Paper Co., Inc. 

.C. H. Robinson Co. 

. Louisville Paper Co. 

° . Everglades Paper Co. 
-Allman-Christiansen Paper Co. 
Sensenbrenner Paper Co. 

. Wileox-Mosher-Leffholm Co. 
.Bond-Sanders Paper Co. 
Bulkley, Dunton & Co., Inc. 
Bulkley, Dunton & Co., Inc. 

. .Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Inc. 
Green & Low Paper Co., Inc. 
Miller & Wright Paper Co. 
The Whitaker Paper Co. 

. Blake, Moffitt & Towne 

. Western Paper Co. 

. . . . «Atlantic Paper Co. 
Wilcox-Walter-Furlong Paper Co. 
. Blake, Moffitt & Towne 
-General Paper Corp. 

.C, H. Robinson Co. 

. Blake, Moffitt & Towne 
.Carter, Rice & Co. Corp. 
.Cauthorne Paper Co. 

.Genesee Valley Paper Co. 

. Blake, Moffitt & Towne 


Shaughnessy-Kniep-Hawe Paper Co. 


Tobey Fine Papers, Inc. 
.Inter-City Paper Co. 

. Blake, Moffitt & Towne 

. Western Newspaper Union 
. Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 
.Blake, Moffitt & Towne 

. Western Newspaper Union 
Blake, Moffitt & Towne 


Bulkley, Dunton & Co., Inc. 
(Div. of Carter, Rice & Co. Corp.) 


Mill Brand Papers, Inc. 
.Blake, Moffitt & Towne 
.Blake, Moffitt & Towne 

; .Tampa Paper Co. 

. .Paper Merchants, Inc. 
. Blake, Mofiitt & Towne 

. The Mudge Paper Co. 


- . « ©, A, Esty Paper Co. 
(Div. of Carter, Rice & Co. Corp.) 
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Merrill to Eagle-Picher 


Harwood F. Merrill, formerly 
editor of Modern Industry and 
vice-president of its publishing 
company, Magazines of Industry 
Inc., New York, has been named 
general manager of the paint and 
varnish division of Eagle-Picher 
Co. and vice-president of the 
Eagle-Picher Sales Co. Mr. Merrill 
will make his headquarters in the 
Lyons, Ill., plant. 


THE NEGRO 
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food, drinks, jeweliy. ay oe 


magazines. Interstate News- 
Papers, yb Fifth Ave., N. ¥., can 


Magazines Spend 
26% of Revenues 


for Paper Alone 


Figure Once Was 21%; 
Less Paper Now Used, | 
NAMP Members Report 


New YorK—Ten years ago the 
average magazine publisher spent 
one out of every five dollars he 
received for paper. Today he is 
spending one of every four, ac- 
cording to a survey just released 
by the National Association of 
Magazine Publishers (AA, Oct. 
10). 

The paper committee of NAMP, 
headed by A. L. Cole, Reader’s 
Digest, gathered the data from 
publishers who used three-fourths 
of all the paper used by maga- 


North Carolina 


char ts on WNAO and WDUK 


coverage of the Raleigh-Durham area of 


show about the best 


fishin’ ground you'd ever want. 


Lines are dropped from early morning 


til midnight and our hooks, WNAO and 
WDUK, have been sharpened with a dis- 


count (as a combination incentive). 


Ask Avery-Knodel, our “reps”, about the 
size of catches advertisers (excuse us, we 
mean fishermen) report. 


And there are plenty that get away each 
day —to be caught tomorrow. 


You'll do better with the 


* 
= same line . 


.. and 2 hooks! 


: if 


YX ONE NETWORK, ABC 
YY ONE LOW RATE 
v2 KEY OUTLETS 


METROPOLITAN MARKET 


REVENUE - PAPER COSTS- 
NET PROFIT 


Percentace CHances, 1935-1948 
(By t Billions of Square Inches of Pages Printed) 


“20 . 4 4 4 i i 
Ce a ae) 
ar) 
35 PUBLISHERS - 114 MAGAZINES ; 


MAGAZINE SQUEEZE—This chart illus- 
trates the paper cost report of the Na- 
tional Association of Magazine Pub- 
lishers. It demonstrates the skyrocketing 
rise of paper cost, and the gradual, and 
related, decline of publishing profit. 


zines in the U. S. last year. 

Questionnaires were sent to 105 
NAMP members and 25 non-mem- 
bers, asking figures on revenue, 
paper cost, paper usage, all other 
costs, and profits before and after 
taxes. Thirty-five publishers filled 
in their questionnaires, submitting 
detailed figures for each of the 
14 years since 1935. The year 1935 
was chosen because the five-year 
period from 1935-1939 represented 
the normal (both good and bad 
business) period of magazine pub- 
lishing. 


ws Findings showed 26% of the 
revenue received by publishers in 
1948 went to paper manufacturers, 
compared with 21% in the 1935- 
1939 period. Profit margins for 
the same period dipped from 6.7% 
to 4.9% and are still declining. 

In general, the report presents 
a disturbing picture of the re- 
lationship between paper prices 
and magazine revenues and profits. 

Magazines (as represented by 
the 35 publishers) used twice as 
much paper (measured in square 
inches instead of tonnage, to al- 
low for the flyweight papers used 
in wartime) in 1948 as they did in 
the base period of 1935-39. How- 
ever, for the full year of 1948, 
magazines used less paper than 
they did in 1947, and they used 
2% less paper in the second half 
of ’48 than in the first half. 

Next, the NAMP report em- 
phasizes the role of paper cost in 
the economy of magazine publish- 
ing. “All other operating costs (ex- 


cept paper cost) now represent a 
smaller percentage of revenue than 
they did in the base period... pa- 
per cost is the largest single cost 
item for the average magazine 
publisher. There seems to be an 
inverse ratio between publishers’ 
profits and publishers’ paper 
costs.” 


s Nor do booming magazine reve- 
nues offset these costs. By the 
end of 1948, publishers had in- 
creased revenue 43% over the ’35- 
°39 base, per square inch of pa- 
per, but they were paying 79% 
more per square inch for paper 
used. Profits after taxes were 11% 
lower than in the base period. 

The report points out the im- 
portance of magazines to paper 
makers: 40% of the annual pro- 
duction of groundwood and book 
paper mills in the U. S. is used 
by magazines. Paper makers have 
greatly expanded their production 
facilities, but the only way in 
which magazines can expand their 
consumption is by increased cir- 
culation or linage. 

Circulations, the report notes, 
are still advancing, but at a much 
slower rate. In the first half of 
1949, 10% of ABC members, whose 
magazines account for one-third of 
total ABC circulations, showed 
only a 2.5% gain over the first 
half of 1948. Increases in circula- 
tion can be brought about only by 
reducing copy prices or by greater 
editorial appeal, the report says, 
and publishers can do neither while 
their paper prices cut profits to the 
4.1% prevailing in the last half of 
1948. 


s Similarly, advertising linage in 
magazines has been moving down- 
hill since 1946 (“when advertis- 
ing rates were increased’’). Pub- 
lishers feel that increases in lin- 
age could be gained by being able 
to offer advertisers lower rates 
or larger circulation at the same 
rates. While paper costs per square 
inch are up 79% over the 1935-39 
base, rates per page per thousand 
in magazines are still at 1935-39 
levels. 

And, compared to newspapers 
and radio, magazines—while still 
getting the largest percentage of 
the advertiser’s dollar—have been 
getting a smaller percentage since 
1946, the NAMP says. 

Publishers think they could use 
more paper if paper prices were 
cut; if paper prices remain the 
same, they will probably use less 


Advertising Age, October 17, 1949 


PERCENT OF ADVERTISING DOLLAR 
SPENT ON MAGAZINE. NEWSPAPER AND 
RADIO ADVERTISING 1935-1939 (Est. 
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COMPETITION—This chart shows the rela- 
tive percentage of the national adver- 
tising dollar obtained by the major media 
for the postwar years and the 1935-39 
base period. Note that magazines and 
radio have declined from their 1946 
peaks, while newspapers gained. 


than they are now using. 

In fact, 8 of the 35 reporting 
publishers operated at a loss in 
1948. 


s The report closes by summariz- 
ing that: 

1. The health of the paper in- 
dustry is related to the health of 
the magazine industry. Many mag- 
azine paper mills operated at 80% 
capacity during the first half of 
1949, partially because of too-high 
inventory. Now they are operating 
at 90%, and hope to be back to 
100%. 

2. “We believe that full pro- 
duction and sustained profits for 
the producers of magazine paper 
can best be assured by technologi- 
cal advances which reduce the 
cost of manufacturing paper and 
by an intelligent pricing policy 
which will make it possible for 
publishers to give their customers 
more value per dollar spent.” 


Names Nathaniel Wood 


Nathaniel Wood has been named 
editor and advertising manager of 
Iowa News Flashes and Northwest 
News Flashes, lumber and building 
material dealer publications pub- 
lished by W. H. Badeaux, secre- 
tary of the Northwestern Lumber- 
men’s Association, Minneapolis. 
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*Through the distribution of 


National Service Life Insurance Refunds. 


sod Sele am tat See es “fe a sy ie Yee. Bay re oe ae a Be ae. oe dation : 2 ene Oe 
gs tis a gate Tis Bitete Nc ee ee er , ee * fe ee : - cy 1 tape ic. 2 ere ae 
— ee 
ae t 
a : 1 eee esa PAPER COST 
ie 4 ($144 muLLION 
— “« o 8 
al f REVENUE 
? w: . , o— fx “7 — 253.0 
anne eis . y ™,. j 
3 — Ye } Die 
. gee ; ae , | : | | | a \ | | 
eee : \ WET PROFIT | 
cle \ Arren was | 
— | | 
ae ‘ 
ee —CSCFE 
a a 
BU prota Wite'ca%oaay HST and pac aro aa AL | 
ae a e : 
9 NOTES eecrcy Co" or Aine on brand 
ae 2 : ‘erenc egroe 
i % m Write now for this tree tatonmation. si aaray 
‘ii 
| ee a 
— an 
stat ts 
ree 
* pos a f 
‘i eee 
= i ; | ee 
eS " 
15 eee 3 eee EEO 
aan —- . . as _- . = 
a _ — Var whl Bart, ache A ¥ “fe ity * 
— = we ee iy 28M, fas 
eS = » on >» Cri a oe 2 & , 
oe - 5 7 3 | . a: . be : 2 ' 
wi > x Ao. a Gl 
arog ie Cif <a zx => mae : i ae ‘ eb { 4 é +, 
oe ; ; a Fit a : me a , 7 é : " ve 
a _ __—___# —* 6) Ss be ¥, TAs § re - ¥ , 
“a a wweneuees ae ¢ os te 
ce % ; +. A ; 
io F—\ Gf = 850 KILOCYCLES- “ . \ ‘iie ‘a 
fears ea 4 Fs ies’ > deme pe ' . 7 : 
ay | cae -—\— a "$000 WATTS. © 7 oe e , 
ee t ee . ‘ . * 
7) a —-== RALEIGH @, 350 MIL a Ngee oe’ 
7 =a : LION d _ 
Se aan = - = — ° Ollars 2 | 
ees in thi In ex# 
.— And A hh 'S market du>; "a sales : 
— a A) alf of 19 * Uring the first | 
fer sia “es — I a a - 5 @) Wh 
Ease * What will be 
a 5 ij 
— VAP \ ne : your Share ? : 
ee ‘ a ; . . : fg 
ae % } — ig —— ed ' We MNLECYCLES ee 4 - ‘re. p 
eae Sin : oy ‘Sais oom " P , : 
a) LASNeS DURHAM | ®& Weer 4 4+%- be 
a > ~ y <= ao ee Pe _. = “ B Wis. 
eee = ! irs ei ea - 
ee a ‘ a: 
CO ————_ | ee ee i Boe 
mm) 0% — Sa a g Pa: ao (Oe... 
ge _ = —a = a a te ~ ad 
nn : i ane eR ee ee 
ee =|©6©6€CUNOORTH 6(CAROLINA’S LARGEST ee ee 
“ ; SL TT TTT TS ET NSS SE SA SE TT, LT OTE : 


SR Owe Leet 


YS Vey Ve 


families buy 
Editorial Vitality 


2,000,000 young REDBOOK families again step up the number of copies they buy. 
Total circulation of the August issue of REDBOOK rose to an all-time high of 


Young 


2,020,000. Smart Advertisers buy in a rising market. 


Newsstand sales only 


™ 


1st6Mos.1948 ist6 Mos. 1949 Change * 
Better Homes and Gardens 1,118,661 1,223,602 104,941 9.4 
Redbook 819,155 850,992 31,837 3.9 
Good Housekeeping 1,116,056 1,124,907 8,851 0.8 
American 906,400 911,215 4,815 0.5 
Saturday Evening Post 1,740,891 1,730,600 | — 10,291 | — 0.6 
Cosmopolitan 827,057 802,155 | — 24,902 | — 3.0 
Look 1,374,002 1,331,325 — 42,677 | — 3.1 
American Home 818,831 753,432 | — 65,399 | — 8.0 
Ladies’ Home Journal 2,091,865 2,026,032 | — 65,833 | — 3.1 
Coronet 1,335,460 1,261,069 | — 74,391 | — 5.6 
Collier’s 872,970 780,186 — 92,784 | —10.6 
True Story 1,335,976 | 1,228,734 | —107,242 | —'8.0 
Woman’s Home Companion 1,502,192 1,365,804 [| —136,388 | — 9.1 
McCall’s 1,637,844 1,456,985 | —180,859 | —11.0 
Life 2,282,205 2,051,347 | —230,858 | —10.1 
True Confessions 1,778,158 1,467,799 | —310,359 | —17.5 


aenBof 


Smart Advertisers buy in a rising market! 


ABC Publishers Statements Ist half of 1948 and Ist half of 1949. 
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OF SPORTS AFIELD’S 
SUBSCRIBERS OWN 
ONE OR MORE 

AUTOMOBILES 


CP Pee ky 


*A sportsman with an appreciation of the finer things of life 
—and the leisure and means to enjoy them. For instance, a 
recent survey shows that Spend-o-crats not only own more auto- 
mobiles but dctually drive them farther than non-sportsmen. 
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MORE and more automotive advertisers 
are finding that Sports Afield’s famous 
Spend-o-crat’ market represents the most 
responsive audience of men available today... 


THE CASITE CORP. 

CHAMPION SPARK PLUG CO. 

CHRYSLER CORPORATION 
CHRYSLER SALES DIVISION 

CROSLEY MOTORS. 

EXIDE BATTERY 


GENERAL MOTORS CORPORATION | 
A. C. SPARK PLUG DIVISION 


PONTIAC MOTOR DIVISION 
HASTINGS MFG. CO. 


HULL MFG. CO. 
INDIAN MOTOCYCLE CO. 
KAISER-FRAZER SALES CORP. 
LORRAINE DRIVING LIGHT 
NASH-KELVINATOR CORP. 
NASH MOTORS DIVISION 
PREST-O-LITE BATTERY 
PRESTONE ANTI-FREEZE 
QUAKER STATE OIL 
WILLYS-OVERLAND MOTORS 
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Pabst-ett Premium 
Promotion Features 
New ‘Super-Slicer’ 


Cuicaco—Phenix Pabst-ett Co., 
in one of the most extensive cam- 
paigns for this food product, is 
featuring a “super-slicer” pre- 
mium to boost sales of its Pabst- 
ett cheddar cheese. 

The promotion, to continue until 
the end of January, includes four- 
color half pages in The American 
Weekly, Parade and This Week 
Magazine; large display space in 
the rotogravure and picture sec- 
tions of Sunday newspapers in 
seven major markets, and half- 
page copy in November issues of 
American Home, Better Homes & 
Gardens, Family Circle, Ladies’ 
Home Journal, Western Family, 
Woman’s Day and Woman’s Home 
Companion. 

The ads carry an actual size 
illustration of the thin-blade 
“super-slicer” and a coupon which 
the consumer can use in ordering 


Everywhere you look 
it’s EXCELLO Printing! 


e PRINTED BETTER 

e PRINTED QUICKER 

¢ PRINTED TO FIT 
YOUR BUDGET 


One of the outstanding offset 
and letterpress printers in the 
Middle West! 


xe“eL.o Press... 
Sy 400 North Homan Avenue 
Chicago 24, Illinois 
NEvada 2-2100 


| 


one or more of the premiums. 
They’re offered for 25¢ each, with 
a top label from the round Pabst- 
ett package or the red arrow from 
the two-pound carton. The com- 
pany introduced the larger eco- 
nomy loaf earlier this year. 

Retailers have been provided 
with merchandising kits, including 
dealer broadsides, window stream- 
ers, counter cards, order blank 
cards and order blanks. 

Needham, Louis & Brorby is 
the agency. 


3-Volume Series Answers 
Human Relations Problems 


D. Van Nostrand Co. Inc., New 
York, has published “The Dynam- 
ics of Human Relations,” a series 
of three volumes dealing with ef- 
fective methods of solving the uni- 
versal problems of human rela- 
tions. The books were written by 
Richard W. Wetherill. 

The books’ titles are “How to 
Succeed with People,” “How to Put 
Your Ideas Across” and “How to 
Get Leadership and Influence.” 
Each volume retails at $2.75. 


Continues Giveaway Case 
Judge Michael L. Igoe of the 
federal court in Chicago has con- 
tinued until April 17 the suit of 
Radio Features Inc. attacking the 
Federal Communications Commis- 
sion’s ban on giveaways. Judge Igoe 
held up the case pending outcome 
¢ oy radio networks’ suit in New 
ork. 


Hutchinson Joins ‘Coronet’ 
William D. Hutchinson, former- 

ly with Seventeen, has joined the 

sales staff of Coronet, New York. 


Advertising Age, October 17, 1949 
CBS-TV Names Kraber 


Tony Kraber, formerly manager 
of program presentation, DuMont 
Television Network, New York, 
has been appointed executive pro- 
ducer of CBS-TV. Mr. Kraber was 
a prewar member of the Columbia 
television staff. 


Smith Leaves Emerson Drug 
Walter B. Smith, sales manager 
for the eastern division of Emer- 
son Drug Co., Baltimore, has re- 
signed to specialize in the syn- 
dicate store and chain drug fields. 
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Hudnut Names Export Agency 

Richard Hudnut Inc., New York, 
cosmetic manufacturer, has ap- 
pointed National Export Adver- 
tising Service, New York, to han- 
die foreign advertising for Chen 
Yu lipstick. Newspapers and mag- 
azines in export areas will be used. 


S. O. S. Starts Test Drive 


S. O. S. Co., Chicago, manufac- 
turer of scouring pads, is using 58 
newspapers in a national test cam- 
paign. McCann-Erickson, San 
Francisco, handles the account. 


Holds TV-Radio Exposition 

The Southern California Radio 
and Electrical Appliance Associa- 
tion, Los Angeles, is holding a Na- 
tional Television-Radio Exposi- 
tion called “Hollywood, the Tele- 
vision Capitol of the World,” Oct. 
15-23, in Los Angeles. 


Chelsea Clock Plans Drive 
Chelsea Clock Co., Chelsea, 
Mass., will soon launch a cam- 
paign in consumer magazines and 
business papers. The agency is 
Daniel F. Sullivan Co., Boston. 


SKF Industries to Tyson 

SKF Industries, Philadelphia, 
ball and roller bearing manufac- 
turer, has appointed O. S. Tyson 
& Co., New York, as its advertising 
agency, effective Jan. 1. Geare- 
Marston, Philadelphia, has been 
servicing the account. 


Ritter Appoints Price 

Edward W. Price, formerly pub- 
lisher of Food Trade News, has 
been appointed sales manager of 
the Philadelphia office of P. J. 
Ritter Co. 


Acquires Trade Publication 

Yankee Food Merchant, Boston, 
a weekly newspaper covering the 
New England retail food market, 
has been acquired by Bill Brothers 
Publishing Corp., New York. The 
publication was formerly owned 
by Eastern Publications. 


Names Fashion Advertising 


Fashion Advertising Co., New 
York, has been retained to han- 
dle the advertising and promotion 
of H. & J. Nalibotsky Co., manu- 
facturer of Nali-Bee cotton dresses. 


1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 

10. 


Best coverage buy 


Quality circulation 


Reader confidence 


No mass small-town circulation 


Farm-tested editorial material 


Merchandised editorial content 
Market dominated by farmers 


Most quoted farm magazine 


...ten distinctive advantages 


that set Capper’s Farmer apart 
from all other farm magazines! 


Largest rural publisher in America 


Richest farm market in the world 


only Cappers Farmer 


Topeka, Kansas 


.--OR ANY ONE 


Although fine engraving is mainly 
responsible for its enviable reputa- 
tion, G. R. Grubb & Co. (estab- 
lished 1909) is fully staffed to give 
top service in all types of photog- 
raphy, retouching, creative design 
and finished art as typified above. 
Customers . . . using any or all, as 
needs demand .. . are highly com- 
plimentary. You, too, can benefit 
from this complete service. Why 
not write or call for full details? 


GR. GRUBB & CO, 


ENGRAVERS ~~ 
Artists - Photographers © 
CHAMPAIGN, ILLINOIS © 

PHONE 5209 


pha es oe ee i nae ks? & j eee ee ae ne ay Peter ee , eo au a : rs ee ah . Magi gs PE ae cc i a a 
a ae 2% , : Pe og era oe a ete gee ey ae goo we + Ae. aad a a me Pere ade Saag 8 
; ae sg ‘ iia <i ager a i: y 3 ae hei as ee ae igen : : <e ‘ia eee ul Bat eee septa: a ne eee aie = 
i ‘sla a + aaa oot a 2  Epettrh a. & in 1 Re ae . oe ee ats Sete ok a ga ici a a oe i fae eS gee cD Gee ee eee Be ee ae Pega 
. ae Ben ; fe, a, on or gee oS .— 2 se, I a Ba ae Se cin oh 
vo ee i 2 : a i i es y ‘ fg ys i oe : : a : le Pi 1 re, a ra ma) ee wae Une Peewee cs ee i Se ae . ge r= eS ne 
s r P . i . e's y i ie = 
a Pay 7 
ne 
Pe Se tie 
BRET ogee 
A " 
hee ae 
P j | _ 
ger ne 3 4 ey » = 7 
ont eee oe ae 
eke ¥ ma, =. 
ae t 
—-— " -_ 
ro- 4 , ae 
ne a eae 
: = poeta 0 n 
as — n4 aoe ey 
bia * bh ‘ : 
| oe = 
FCS 4 ae 
ger aa 
er- — Pte 
re- ee 
> ae | 
yn- 3 
ids. | | | 3 : rose 
—_—— eA ee Co 
Fae. mE The 
eas ae 
? eee | 
baie ts ia 
‘ : on 
a ae 
f ; are 
73 eee 
7 q 2 
Oo: 
@ : @ 
a, a 
% ° % \ 
= ¢ Bs |i 
Me oy 
oO A ae ee 
ued a zt ote re 
By a0 Sa ae A 
. : > - ; _ 
sie Zz il Sun 
ae a od ‘J 
ee +h — | 
“ set Eo » ee = 2 Figg 7 
: a s i‘ P TES Oe ‘ 
ae Fe es ae 
. . %, * a 
y ' “+ Ties eee : 
. Fae a ae eT a 
a pe . eee Rae a ee A } 
ae, ee SE, le 
j fi ae es 2 rae ee ee : 
\ ue SP ee be se | 4 : 
; . oS? ag) “ eo. - 
| tae deg eh ho % 
| SS ae, aa eae 
Be SEE OS. ge? 
j i \. RS Pee — 
a : ~ Ge Le > ~~ a3 , 
7 * Cees. "ee . é eae 
ag E NAS ‘ ; 
j . . 
a WY - ys 
* % ¢ , * Roegt 3" 
_ by Zn 5 ae 
= gg a 
A : 7 € +) i Seas 
re ay 4 : tor 3 ey 
= oo ee OR sy 
rr . He : ve fe 5 
nga ees gg OS eee — 
“ap a j AOR ] 
‘a ie ee 7 iiss 
“a Be: si a ia 
an j ae 
yo Y a 
ak iz he bs 
ef ey / Ree ts 
at Ge en j Oe i ES 
pe. A Rasa | 
Ee 2 ie ie ee eat, Pe 
“a na : » | eee ce : 
: “Big y 5 e pots eet Mai 
~— Se — het: : 
a t r pal Ps ’ 
ime ans 0 f 
a F * ag * Per = ds ie 
ks : % - es, ee 
ae a one 
- ae ee 
é te es . ae ee 
i 2 ot are 
2 sagec* om ‘ * => on 
gl oh _ 9 —) i 
e . ; } — . 
i % VO i ; 
; 4 ‘ J 3 , : 
¢ , May 
y ‘ ; a a 7 
i yy I —-_ 
: ‘ os - 
ey tt + 4 * 
: Po 4 /, wy : . a 
+4 i 
¥ w » ; —-— 
} y/ 4 yy) : * ee 
| , vy! yy Se : - 
ek fy on a 
ty, een ‘ + 1 5 
re y gues —_ 
| ao me. 
. i Pi a ee 
i pe ee ae 
¥ iar ~~ 4 : Moy * : 
ioe } =. : oe 
8 i. 
— _ ent ee a 
} ' ‘ “s" AA tee bere 
es Bee V eh Roca 
- ’ . te aN po gern == 9 
° ae cae ee 
” Cull”, ° ite oe 
. RENT eee 
' By wey 
H . aes 
Ree sk 
No other farm magazine has them all... not one 8 =o 
ey eee 
oe ea 
eeery yt 
‘ eon 
wero 
aes 
eee 
soy 
rete 
cones 
abides 
Par esat 
Eaachert 
: 
‘ 
i‘ 
a 
a é 
Po pe 
a 
a> 
et; 
Be ae. 
ee te gee 
ie os a ye - 
+ cor 
ae a 
i 3g 
2A ae 
Be a ied rE nk oy Ss ian a ie Motel: ener hay sata ot Sas ‘ Tea ict + eee = DT ei ae oe Fics et mie gu ‘— e py a 4 c . Ad Siete Prev as 
es a Fey ae Coney a seta ae ee Pe EOP Beare menme Can ee Te Bee es Pn OF Bie SONS gr Ca re eT ee ue APRS ee ie lh edi i ghee ae cases Sak te Tay > moe tay eRe Ee ee Pe eT oe, te De ee ge eae er bry te Mea Mey ae Vi RATE TW ee Siig Fig ahh a 4 en ioe atl age ie inate we 
ag - ? SF TEPC EEE eer Pg SE EEN SRY gS Be BERS COG ae a OB ALR sea ROAR TRE ON RR net Meche CSO gel ee oa Ay ire i cee 
Fan aictes a A ee Ue ts ee eae Rs RE aac Reta ON I aS cc 
% 


Admen Told How 
Jobbers Assist 
Coke, Seagram 


New YorK—Methods of increas- 
ing distributor effectiveness held 
the attention of the Association of 
National Advertisers’ merchandis- 
ing session. 

Robert T. Kesner, Coca-Cola Co., 
described the impact of additional 
newspaper advertising by the com- 
pany’s bottlers. The company 
wanted to know if additional 
newspaper advertising by bottlers 
could be merchandised to grocers 


(both chain and independent) to 
obtain: (1) tie-in Coca-Cola ad- 
vertising in local newspapers, for 
free; (2) increased shelf and floor 
displays, for free; (3) a higher 
percentage of dealer beverage in- 


ANA Meeting 


ventory; (4) larger reserves; (5) 
posting reprints of the current 
newspaper schedule, for free. 

By proper merchandising of the 
newspaper advertising, the bottlers 
were able to obtain all these things. 
A newspaper tie-in feature run- 
ning the week after a Sunday sup- 
plement insertion boosted sales 
as much as 37% at the expense of 
competitive brands. When the sup- 
plement reprint was used at point 


Dike (IOWA) 


WMT’s 2.5 mv line. 


Iowa’s best frequency, 600 ke. 


WAT has its finger on 


. and all the other 1058 communities within 
It’s a strong finger, carried on 


It’s a finger that 


beckons listeners with exclusive CBS network shows, 
an informative finger kept on the pulse of the news 
via AP, UP, INS, and local correspondents through- 


out the state. 


It’s a finger that points the way to sales in Eastern 
Iowa, where agricultural income increased 33% last 
year and industrial income keeps up its steady 


growth. 


Ask the Katz man to show you how a plug on 
WMT is better than a hole in your Eastern Iowa 


market. 


5000 Watts 
BASIC 


600 K.C. 
COLUMBIA 


Day & Night 
NETWORK 


of sale, an additional 15% increase 
in sales was gained. 


@ As chains and independents 
gave Coke more floor space, it was 
discovered that total sales (up to 
a maximum of 50% of soft drink 
sales) were in direct proportion 
to the amount of floor space 
permitted. The company also 
learned that when average store 
stocks were boosted 10%, this re- 
duced telephone calls for extra 
deliveries by 90%. 

“The easiest way to sell more 
goods is to merchandise them well 
at the point of purchase,” con- 
cluded Mr. Kesner. 

George Mosely, advertising man- 
ager, Seagram Distillers, showed 
the ANA group how Seagram 
brings distributor salesmen into 
its merchandising. A distributor or 
wholesale salesman “is so habitu- 
ally no more than an order taker 
that he is up to now a missing link 
in getting the full forces of the 
manufacturers advertising and 
promotion and the retailer to join 
hafids.” Seagram, moving a com- 
pact line of extreme dollar value 
to distributors, has emphasized, 
Mr. Mosely said, that “we could no 
longer condone an attitude of 
apathy...toward merchandising 
effort with the retailer.” 


ws After research on the problems 
of the dealers, Seagram discovered 
that 80% of them wanted the fol- 
lowing services from distributors’ 
salesmen: Display arrangements; 
sales methods and sales promotion; 
advice to clerks on better selling; 
and ideas that have proved suc- 
cessful in merchandising other 
products. 

To convince distributors, Sea- 
gram unveiled simple sleeves, ped- 
estals and back-bar displays, and 
proved by Kardex records that 
in 8,000 pre-tested accounts, in- 
stallation of services like these 
nave helped to increase sales. 

Then a packaged display was 
created for 676 outlets, and sales 
were recorded before and after in- 
stallation. The installations boosted 
sales 121%, and aided materially 
in convincing distributors. 


MAKE MERCHANDISING 
FIT RETAILER: FATT 


New YorK—Many advertisers 
make the error of trying to make 
one all-inclusive merchandising 
program fit all retailers, Arthur 
C. Fatt, vice-president, Grey Ad- 
vertising Agency, warned the ANA. 


The merchandising practices of a 
Sears, Roebuck, an A&P or a Wal- 
green bear little resemblance to 
those of their smaller competitors, 
he pointed out. 

In Mr. Fatt’s opinion, “80% of 
the blood, sweat and tears as well 
as 80% of the dollars that go into 
merchandising the advertising 
wind up in those small retail units 
as the minor part of the total re- 
tail volume.” 

He urged advertisers to’ realize 
that advertising must be a part of 
a complete merchandising pack- 
age, that building first a series of 
national ads and then trying to 
weave a merchandising program 
around it is reverse thinking. 


@ Retailers complain, Mr. Fatt re- 
ported, that “so much national ad- 
vertising has no merchandising 
significance; no merchandising im- 
pact; no merchandising hook on 
which the retailer can hang a 
merchandising tie-up.” 

Merchandising material, he said, 
must be (1) in accordance with 
sound retail merchandising prac- 
tices; (2) consist of material that 
is retail promotional material, not 
manufacturer promotional materi- 
al; (3) properly presented to the 
salesmen; (4) furnished to the 
sales force so they can use it; and 
(5) adapted to the various sizes 
and types of retailers who will 
handle it. 


# Frank Gianninoto, chairman of 
the American Designers Institute, 
in a discussion on how to enhance 
the advertising dollar by point of 
sale display and packaging ideas, 
which he illustrated with colored 
slides, emphasized the importance 
of planning tomorrow’s market to- 
day. 

Advertising must be supported 


by effective packaging and point 


of sale material, he said, if the 
advertiser is to get the most out of 
his advertising dollar. Millions of 
people are half sold on a product 
by advertising but never reach the 
buying point because the adver- 
tiser’s packaging and point of sale 
material doesn’t follow through 
with sales clinching appeal. 
Continual testing is essential, Mr. 
Gianninoto said, to determine the 
effectiveness of packaging and 
dealers’ helps. Remember, he sug- 
gested, that 67% of the people in 
this country wear giasses, so make 
your displays and labels legible 
and see that there is plenty of 


light so people can see and read 
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them. 

Mr. Gianninoto characterized ef- 
fective displays as the best type of 
circulation, and urged his listeners 
to make more use of their shipping 
containers and trucks to adver- 
tise their products, trademarks and 
company names. 


HENRY TELLS WAY TO 
CHECK SALESPEOPLE 


New YorK—Porter Henry, pres- 
ident of Horton & Henry here, last 
week outlined to ANA members a 
technique he recently developed 
to discover whether retail sales- 
people make or lose customers for 
manufacturers. 

Basically, the technique invc!ves 
the installation of hidden micro- 
phones and a wire recorder at the 
point of sale. Using the technique, 
Mr. Horton found that: (1) In 
about half the sales, the retail 
clerk makes no attempt to close 
the sale; (2) in 10% of the cases, 
the clerk employs such a negative 
approach as “think it over” or 
“come back later”; (3) when the 
sales person used a good closing 
method, the sale was made in 
about 70% of the cases, and (4) 
once the sale was made, 90% of 
the time there was no attempt to 
sell an additional item. 

To illustrate this “professional 
eavesdropping,” Mr. Horton played 
back word-for-word recordings of 
retail sales. The company has re- 
corded about 600 over-the-counter 
sales. Mr. Henry pointed out that 
“this wire-recorder method not 
only gives us the basic information 
on which to build a training pro- 
gram, but when we show the sales- 
people how we get our information 
we'll be able to convince them 
that we...know what we're talk- 
ing about.” 


Reproduces Ads in Booklet 


The public education committee 
ef the Investment Bankers Asso- 
ciation of America, Chicago, has 
issued “Reproductions of I. B.A. 
Member Firm Advertisements,” 
the first of a series of booklets. 
The booklet contains ads used by 
both large and small investment 
banking houses. 


K&E Adds Two Copywriters 


Kenyon & Eckhardt, New York, 
has appointed Robert W. Garrison 
and Tomi Block to its copy staff. 
Mr. Garrison, formerly with Ross 
Roy Inc., is assigned to the Detroit 
office, and Mrs. Block, previously 
with Federal Advertising Agency, 
is with the New York office. 


Yo 


and day. 


uU 
SE THE cnier...WE* 
Do you have a production load? Need the best printing 


plates—at the exact time you want ‘em?... Just CALL US, 
CHIEF ... we'll be the indians and carry the burden, nite 


L Be we NPlay, 


See eeeeeeeeeeeee 
LALAALAAAA hl 
Seeeeeeeeeeeeeeee 


WASHINGTON 


COMPANY 


118 SOUTH CLINTON ST. 
CHICAGO 6, ILLINOIS 
TELEPHONE FR 2-6343—44-—45 
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Oct. 17-18. Inland Daily Press Associa- 


ton, annual meeting, Congress Hotel, 
Chicago. 
Oct. 18. Agricultural Circulation Man- 


avers Association, second annual conven- 
tion, Drake Hotel, Chicago. 

Oct. 18-19. Agricultural Publishers As- 
sociation, annual meeting, Chicago Ath- 
letic Association, Chicago. 

Oct. 19-21. Association of Canadian Ad- 
vertisers, 35th annual convention, Royal 
York Hotel, Toronto. 

Oct. 19-22. Financial Public Relations 
Association, 34th annual convention, 
Edgewater Beach Hotel, Chicago. 

Oct. 20-21. Audit Bureau of Circulations, 
annual meeting, Drake Hotel, Chicago. 

Oct. 31-Nov. 3. Southern Newspaper 
Publishers Association, Mineral Wells, 


Tex. 
Nov. 4. Fifth district, Advertising Fed- 


Hickok Claims Its 
Dealers Will Spend 
$1,000,000 on Ads 


ROCHESTER—Hickok Mfg. Co. es- 
timates that merchants will spend 
$1,000,000 of their own money for 
newspaper advertising and store 
merchandising promotions in sup- 
port of “Profile Initial Week,” 
Oct. 24-31, to launch sales of a 
new belt buckle. 

The fastening device on the belt 
is hidden, giving the personal ini- 
tial of the wearer what Hickok 
calls a “floating” appearance. 

Local retail support is in addi- 
tion to Hickok’s advertising of the 
buckle in the Oct. 21 Collier’s and 
Oct. 26 Saturday Evening Post. 


The $1,000,000 local advertising 
expenditure estimate is based both 
on information obtained by a tele- 
phone survey and on a total of 7,- 
000 newspaper mats ordered from 
the company by retailers in ad- 
vance of the scheduled promotion. 

Kastor, Farrell, Chesley & Clif- 
ford, New York, handles the ac- 
count. 


Art School Names Seitlin 

Percy Seitlin, who formerly han- 
dled the publicity for the Marcel 
Breuer-designed house in the mus- 
eum garden for the department of 
architecture and design, Museum 
of Modern Art, has been named 
to handle the publicity of the 
Workshop School of Advertising 
Art, New York, which specializes 
in the training and development 
of artists for industry. 
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Plans New Trade Publication 
Starting January, 1950, Irving- 
Cloud Publishing Co., Chicago, will 
publish a new monthly trade news- 
paper, Hardware, Housewares & 
Sporting Goods. The new publi- 
cation will be in tabloid format 
with an advertising page size of 
11”x15%”. Editorial content will 
feature new product information, 
sales aids, business trend reports 
and news about people and com- 
panies in the hardware, house- 
wares and sporting goods fields. 


Whitehall Signs Baker Agency 


Whitehall Pharmacal Co., New 
York, has retained Lynn Baker 
Inc. to handle advertising for Mys- 
tic cream. The account was for- 
merly handled by Harry B. Cohen 
Advertising Co. 


Tomlinson Joins ‘Harper's’ 


Warren Alan Tomlinson, for- 
merly with United Nations World, 
has joined the advertising sales 
staff of Harper’s Magazine. 


ages. 


816 PHILLIPS AVE,, 


> for point-of-sale material or advertising mess- _ 
Easel or Wall hanger styles. Made of 
steel in any color Baked Enamel or Laquer. 
THE YARDER MANUFACTURING CO. 


TOLEDO 12, OHIO 


NEW Subscription Order Form... 


Please enter immediately my subscription to 


Advertising Age for 


[] One Year at $3.00 [1 Two Years at $5.00 [| Three Years at $6.00 
C) Bill me later [) Bill my firm 


[) Payment enclosed 


Name Title 
Firm 

Street 

City Zone _State. 
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Advertisers Association, annual con- 
ference, Hotel Biltmore, Los Angeles. 


Wortman, Barton & Goold 
and Advertising House Merge 


Ernest A. Wilcox and former 
staff members of Advertising 
House have joined forces with 
Wortman, Barton & Goold, New 
York, under the name of Wort- 
man, Wilcox & Co. Officers, direc- 
tors and personnel of the former 
Wortman agency remain in their 
previous capacities. 

Mr. Wilcox becomes executive 
vice-president and Eleanor Dunn 
becomes a _ vice-president. The 
riginal Wortman agency was 
started in 1921 by Elbert B. M. 
Wortman, formerly of the Erickson 
Co. Mr. Wilcox was president of 
Advertising House for nine years 
and is a specialist in market re- 
search in the toilet goods and 
house furnishings field. 


Givaudan Moves Offices 

Givaudan Advertising, formerly 
at 345 Madison Ave., New York, 
has moved to larger offices at 34 
E. 39th St. 
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IND IN SERIES—Nescafe’s 
“mi aign of full pages in newsprint 
was continued last week when 
‘ond in the series was placed be- 
ne Chicago Tribune audience of 
« nakers. Doherty, Clifford and 
‘eld is the agency. (Adv.) 
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ACTUAL DEMONSTRATION, combining the sciling power of 
sight, sound and action, in color or black and white, is the key to the 
unmatched selling impact of Spot Movie ads in theatres. That’s why 
Westinghouse selected Spot Movie ads to sell its Laundromats and 


Clothes Dryer is in eves Bead s sanaceedle 
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WESTINGHOUSE oot Movie ads tell prospects where to buy by 
featuring local dealer’s name and address in special “‘trailers’’. Spot 
Movie ads can be used in this way as powerful local advertising with 
direct dealer tie-up, or they can be used on a national scale in over 


13,000 theatres. 


fovie Ads in Theatres Sell 
undromats and Clothes Dryers 


CLEVER SITUATIONS amuse as they dramatize appliance selling 
points. Spot Movie ads are like short features in the theatre’s regular 
program. As such, they are bound to be seen, bound to focus the 
virtually undivided attention of your prospects on your selling 


message. 


pany 
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BUDGETS for Spot Movie ads can be small or large, depending on 
the job to be done. Booking, billing and all other details are handled 
by Movie Advertising Bureau Members as part of their service. They 
will be glad to give you full details, work with you on your selling 


problems. 


ATTENTION ADVERTISING EXECUTIVES! Get all the facts about Spot Movie Advertising. Call or 
write for your free copy of The Story of the $100,000 Continuing Study of Theatres for Movie Advertising. 


MOVIE ADVERTIS 


ING BUREAU 


NEW YORK 
70 E. 45th St. 


CHICAGO 


KANSAS CITY 
2449 Charlotte St. 
Phone: Harrison 5840 


CLEVELAND 


NATIONAL OFFICES 


333 N. Michigan Ave. 
° @) Phone: MUrray Hill 6-3717 Phone: ANdover 3-3022 


460 Leader Bldg. 
Phone: Main 9333 


MEMBER COMPANIES 
UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 


NEW ORLEANS 
1032 Carondelet St. 
Phone: Magnolia 4545 


SAN FRANCISCO 
870 Market St. 
Phone: YUkon 6-6164 
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Admen Told How 
Jobbers Assist 
Coke, Seagram 


New YorK—Methods of increas- 
ing distributor effectiveness held 
the attention of the Association of 
National Advertisers’ merchandis- 
ing session. 

Robert T. Kesner, Coca-Cola Co., 
described the impact of additional 
newspaper advertising by the com- 
pany’s bottlers. The company 
wanted to know if additional 
newspaper advertising by bottlers 
could be merchandised to grocers 


(both chain and independent) to 
obtain: (1) tie-in Coca-Cola ad- 
vertising in local newspapers, for 
free; (2) increased shelf and floor 
displays, for free; (3) a higher 
percentage of dealer beverage in- 


ANA Meeting 


ventory; (4) larger reserves; (5) 
posting reprints of the current 
newspaper schedule, for free. 

By proper merchandising of the 
newspaper advertising, the bottlers 
were able to obtain all these things. 
A newspaper tie-in feature run- 
ning the week after a Sunday sup- 
plement insertion boosted sales 
as much as 37% at the expense of 
competitive brands. When the sup- 
plement reprint was used at point 


WATT has its finger on 


| Dike wow 


. . . and all the other 1058 communities within 
It’s a strong finger, carried on 


WMT’s 2.5 mv line. 


Iowa’s best frequency, 600 kc. 
beckons listeners with exclusive CBS network shows, 
an informative finger kept on the pulse of the news 
via AP, UP, INS, and local correspondents through- 


out the state. 


It’s a finger that points the way to sales in Eastern 
Iowa, where agricultural income increased 33% last 
year and industrial income keeps up its steady 


growth. 


Ask the Katz man to show you how a plug on 
WMT is better than a hole in your Eastern lowa 


market. 
CEDAR RAPIDS 
5000 Watts 600 K.C. 
BASIC COLUMBIA 


It’s a finger that 


Day & Night 
NETWORK 
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of sale, an additional 15% increase 
in sales was gained. 


@ As chains and independents 
gave Coke more floor space, it was 
discovered that total sales (up to 
a maximum of 50% of soft drink 
sales) were in direct proportion 
to the amount of floor space 
permitted. The company also 
learned that when average store 
stocks were boosted 10%, this re- 
duced telephone calls for extra 
deliveries by 90%. 

“The easiest way to sell more 
goods is to merchandise them well 
at the point of purchase,” con- 
cluded Mr. Kesner. 

George Mosely, advertising man- 
ager, Seagram Distillers, showed 
the ANA group how Seagram 
brings distributor salesmen into 
its merchandising. A distributor or 
wholesale salesman “is so habitu- 
ally no more than an order talka~ 
that he is up to now 
in getting the full 
manufacturers adv 
promotion and the r 
hands.” Seagram, m 
pact line of extreme 
to distributors, has 
Mr. Mosely said, that 
longer condone an 


The merchandising practices of a 
Sears, Roebuck, an A&P or a Wal- 
green bear little resemblance to 
those of their smaller competitors, 
he pointed out. 

In Mr. Fatt’s opinion, “80% of 
the blood, sweat and tears as well 
as 80% of the dollars that go into 
merchandising the advertising 
wind up in those small retail units 
as the minor part of the total re- 
tail volume.” 

He urged advertisers to’ realize 
that advertising must be a part of 
a complete merchandising pack- 
age, that building first a series of 
national ads and then trying to 
weave a merchandising program 
around it is reverse thinking. 


s Retailers complain, Mr. Fatt re- 
ported, that “so much national ad- 
vertising has no merchandising 


significance; no merchandising im- 


os. oe 
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them. 

Mr. Gianninoto characterized ef- 
fective displays as the best type of 
circulation, and urged his listeners 
to make more use of their shipping 
containers and trucks to adver- 
tise their products, trademarks and 
company names. 


HENRY TELLS WAY TO 
CHECK SALESPEOPLE 


New YorK—Porter Henry, pres- 
ident of Horton & Henry here, last 
week outlined to ANA members a 
technique he recently developed 
to discover whether retail sales- 
people make or lose customers for 
manufacturers. 

Basically, the technique involves 
the installation of hidden micro- 
phones and a wire recorder at the 
point of sale. Using the technique, 
Mr. Horton found that: (1) In 
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apathy...toward r 
effort with the retail 
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sw After research on 
of the dealers, Seagri 
that 80% of them wi: 
lowing services from 
salesmen: Display ¢ 
sales methods and sal 
advice to clerks on t 
and ideas that have 
cessful in merchan 
products. 
To convince distri 
gram unveiled simple 
estals and back-bar | 
proved by Kardex records that 
in 8,000 pre-tested accounts, in- 
stallation of services like these 
have helped to increase sales. 
Then a packaged display was 
created for 676 outlets, and sales 
were recorded before and after in- 
stallation. The installations boosted 
sales 121%, and aided materially 
in convincing distributors. 


MAKE MERCHANDISING 
FIT RETAILER: FATT 


New YorK—Many advertisers 
make the error of trying to make 
one all-inclusive merchandising 
program fit all retailers, Arthur 
C. Fatt, vice-president, Grey Ad- 
vertising Agency, warned the ANA. 


by effective packaging and point 
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of sale material, he said, if the 
advertiser is to get the most out of 
his advertising dollar. Millions of 
people are half sold on a product 
by advertising but never reach the 
buying point because the adver- 
tiser’s packaging and point of sale 
material doesn’t follow through 
with sales clinching appeal. 
Continual testing is essential, Mr. 
Gianninoto said, to determine the 
effectiveness of packaging and 
dealers’ helps. Remember, he sug- 
gested, that 67% of the people in 
this country wear glasses, so make 
your displays and labels legible 
and see that there is plenty of 


light so people can see and read 


Reproduces Ads in Booklet 


The public education committee 
ef the Investment Bankers Asso- 
eiation of America, Chicago, has 
issued “Reproductions of I. B.A. 
Member Firm Advertisements,” 
the first of a series of booklets. 
The booklet contains ads used by 
both large and small investment 
banking houses. 


K&E Adds Two Copywriters 


Kenyon & Eckhardt, New York, 
has appointed Robert W. Garrison 
and Tomi Block to its copy staff. 
Mr. Garrison, formerly with Ross 
Roy Inc., is assigned to the Detroit 
office, and Mrs. Block, previously 
with Federal Advertising Agency, 
is with the New York office. 
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Oct. 17-18. Inland Daily Press Associa- 


tion, annual meeting, 
Chicago. 

Oct. 18. Agricultural Circulation Man- 
acers Association, second annual conven- 
tion, Drake Hotel, Chicago. 

Oct. 18-19. Agricultural Publishers As- 
sociation, annual meeting, Chicago Ath- 
letic Association, Chicago. 

Yet. 19-21. Association of Canadian Ad- 
yvertisers, 35th annual convention, Royal 


Congress Hotel, 


York Hotel, Toronto. 
Oct. 19-22. Financial Public Relations 
Association, 34th annual convention, 


Edgewater Beach Hotel, Chicago. 

Oct. 20-21. Audit Bureau of Circulations, 
annual meeting, Drake Hotel, Chicago. 

Oct. 31-Nov. 3. Southern Newspaper 
Publishers Association, Mineral Wells, 
Tex. 

Nov. 4. Fifth district, Advertising Fed- 
eration of America, Indianapolis. 

Nov. 4-5. Sixth district, Advertising 
Federation of America, Racine, Wis. 

Nov. 11-13. Southwestern Association 
of Advertising Agencies, Tulsa Hotel, 
Tulsa, Okla. 

Nov. 14-17. Printing Industry of Amer- 
ica, 63rd annual convention, Biltmore 
Hotel, Los Angeles. 

Nov. 17. National Business Publications, 
annual meeting, New York. 

Nov. 18-19. Pacific Northwest Newspa- 
per Advertising Executives Association, 
fall meeting, Spokane, Wash. 

Nov. 29-Dec. 2. Outdoor Advertising 
Association of America, 54th annual con- 
vention, Hotel Book-Cadillac, Detroit. 

Jan. 23-25, 1950. Newspaper Advertis- 
ing Executives Association, annual con- 
vention, Edgewater Beach Hotel, Chi- 
cago. 

March 28-31, 1950. Premium Advertising 
Association of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

April 11-12, 1950. Annual symposium 
and exhibit, Point of Purchase Advertis- 
ing Institute, Waldorf-Astoria Hotel, New 
York. 

May 14-17, 1950. National Newspaper 
Promotion Association, annual conven- 
tion, Schroeder Hotel, Milwaukee. 

June 29-July 1, 1950. National Industrial 
Advertisers Association, annual con- 
ference, Hotel Biltmore, Los Angeles. 


Wortman, Barton & Goold 
and Advertising House Merge 


Ernest A. Wilcox and former 
staff members of Advertising 
House have joined forces with 
Wortman, Barton & Goold, New 
York, under the name of Wort- 
man, Wilcox & Co. Officers, direc- 
tors and personnel of the former 
Wortman agency remain in their 
previous capacities. 

Mr. Wilcox becomes executive 
vice-president and Eleanor Dunn 
becomes a _ vice-president. The 
riginal Wortman agency was 
started in 1921 by Elbert B. M. 
Wortman, formerly of the Erickson 
Co. Mr. Wilcox was president of 
Advertising House for nine years 
ind is a specialist in market re- 
search in the toilet goods and 
house furnishings field. 


Givaudan Moves Offices 
Givaudan Advertising, formerly 
at 345 Madison Ave., New York, 


has moved to larger offices at 34 
E. 39th St. 


Oe Niscrt 


than al cher instant calles 


PEC OND IN SERIES—Nescafe’s 
‘Mpaign of full pages in newsprint 
lor was continued last week when 
N€ s cond in the series was placed be- 
*e he Chicago Tribune audience of 
ome nakers. Doherty, Clifford and 
Bhen eld is the agency. (Adv.) 


Hickok Claims Its 
Dealers Will Spend 
$1,000,000 on Ads 


ROCHESTER—Hickok Mfg. Co. es- 
timates that merchants will spend 
$1,000,000 of their own money for 
newspaper advertising and store 
merchandising promotions in sup- 
port of “Profile Initial Week,” 
Oct. 24-31, to launch sales of a 
new belt buckle. 

The fastening device on the belt 
is hidden, giving the personal ini- 
tial of the wearer what Hickok 
calls a “floating” appearance. 

Local retail support is in addi- 
tion to Hickok’s advertising of the 
buckle in the Oct. 21 Collier’s and 
Oct. 26 Saturday Evening Post. 


The $1,000,000 local advertising 
expenditure estimate is based both 
on information obtained by a tele- 
phone survey and on a total of 7,- 
000 newspaper mats ordered from 
the company by retailers in ad- 
vance of the scheduled promotion. 

Kastor, Farrell, Chesley & Clif- 
ford, New York, handles the ac- 
count. 


Art School Names Seitlin 

Percy Seitlin, who formerly han- 
dled the publicity for the Marcel 
Breuer-designed house in the mus- 
eum garden for the department of 
architecture and design, Museum 
of Modern Art, has been named 
to handle the publicity of the 
Workshop School of Advertising 
Art, New York, which specializes 
in the training and development 
of artists for industry. 


Plans New Trade Publication 
Starting January, 1950, Irving- 
Cloud Publishing Co., Chicago, will 
publish a new monthly trade news- 
paper, Hardware, Housewares & 
Sporting Goods. The new publi- 
cation will be in tabloid format 
with an advertising page size of 
11”x15%”. Editorial content will 
feature new product information, 
sales aids, business trend reports 
and news about people and com- 
panies in the hardware, house- 
wares and sporting goods fields. 


Whitehall Signs Baker Agency 


Whitehall Pharmacal Co., New 
York, has retained Lynn Baker 
Inc. to handle advertising for Mys- 
tic cream. The account was for- 
merly handled by Harry B. Cohen 
Advertising Co. 


Tomlinson Joins ‘Harper's’ 


Warren Alan Tomlinson, for- 
merly with United Nations World, 
has joined the advertising sales 
staff of Harper’s Magazine. 


816 PHILLIPS AVE., 


> for point-of-sale material or advertising mess- 
Easel or Wall hanger styles. Made of 
steel in any color Baked Enamel or Laquer. 
THE YARDER MANUFACTURING CO. 


TOLEDO 12, OHIO 


How Spot Movie Ads in Theatres Sell 
Wes nghous Laundromats and Clothes Dryers 


— pe Fuller & Smith & Ross 


er 0s: 


pha 


ACTUAL DEMONSTRATION, heliaere the selling power of 
sight, sound and action, in color or black and white, is the key to the 
unmatched selling impact of Spot Movie ads in theatres. That’s why 
Westinghouse selected Spot Movie ads to sell its Laundromats and 
Clothes Sayers | in ae *‘Buyer’s Market”. 


Titi 


WESTINGHOUSE B toot Movie ads tell prospects where to buy by 
featuring local dealer’s name and address in special “‘trailers’’. Spot 
Movie ads can be used in this way as powerful local advertising with 
direct dealer tie-up, or they can be used on a national scale in over 
13,000 theatres. 


ATTENTION ADVERTISING EXECUTIVES! Get all the facts about Spot Movie Advertising. Call or 
write for your free copy of The Story of the $100,000 Continuing Study of Theatres for Movie Advertising. 


Movie ADVERTIS! 


* 
P29 oa oee005 oe ese eee 


SING BUREAU 


CLEVER SITUATIONS amuse as they dramatize appliance selling 
points. Spot Movie ads are like short features in the theatre’s regular 
program. As such, they are bound to be seen, bound to focus the 
virtually undivided attention of your prospects on your selling 
mesage. 


Fi acct 


_ 


BUDGETS for Spot Movie ads can be small or large, depending on 
the job to be done. Booking, billing and all other details are handled 
by Movie Advertising Bureau Members as part of their service. They 
will be glad to give you full details, work with you on your selling 
problems. 


NATIONAL OFFICES 


NEW YORK CHICAGO 
70 E. 45th St. 333 N. Michigan Ave. 
° 2) Phone: MUrray Hill 6-3717 Phone: ANdover 3-3022 


NEW ORLEANS 
1032 Carondelet St. 
Phone: Magnolia 4545 


KANSAS CITY CLEVELAND SAN FRANCISCO 
2449 Charlotte St. 460 Leader Bidg. 870 Market St. 
Phone: Harrison 5840 Phone: Main 9333 Phone: YUkon 66164 


MEMBER COMPANIES 
UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 
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Stations Should 
Raise Local Rates, 
Headley Believes 


BIRMINGHAM—Frank M. Head- 
ley, president of Headley-Reed Co., 
New York, told a meeting of the 
Alabama Broadcasters’ Association 
here that radio stations need to re- 
vise local and national rates to 
gain additional revenue and cut 
operating costs. 

Mr. Headley said that in in- 
numerable instances stations car- 
ried four costs to sell an adver- 
tiser on a local level. He pointed 
out that (1) a local rate, (2) sales- 
men selling time at lower local 
levels, (3) the maintenance of a 
program and promotion depart- 
ment, and (4) 15% discount to 
local agencies, are all costs in- 
curred in maintaining rates. 

Reviewing rate structures and 
the income of stations, he declared: 

“These costs reduce quite sub- 
stantially your rate of return for 
local business. I don’t know how 


Globe-Democrat Tower Bidg. 
Saint Lovis 


The KATZ AGENCY 
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More than ever before you need a station 
especially good at KWK...Sponsors 
always seek out the performers...like KWK. 
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YOU NEED PULL IN YOUR FALL CAMPAIGN! 


you can avoid giving an advertis- 
ing agency a commission, that is, 
a local agency of record, regard- 
less of whether or not it performs 
a service. It would be pretty diffi- 
cult to be the judge and jury in 
every case. 

“I am sure you are not going 
to give up your local selling effort, 
nor your local program and copy 
service. So the correction that ob- 
viously suggests itself is that the 
local rate should be the same as 
the national rate, thereby reduc- 
ing to some extent your operating 
costs.” 


sw Citing the discrepancies between 
network and spot rates, Mr. Head- 
ley said that the higher cost-unit, 
network time, is sold to the ad- 
vertiser at a lower price than spot 
radio. 

“Networks have high adminis- 
trative costs and high research 
costs, which the advertiser, if he 
wants the benefit of network facil- 
ities, should pay for,” he pointed 
out. “On the contrary, the adver- 
tiser buys the network time at a 
lower rate than he pays for spot 
time, as you can easily figure for 
yourself if you will add up the 
rates for the affiliates of any of 
the networks and apply the dis- 
counts. 

“If you would like to encourage 
national spot business, then it is 
perfectly easy to see that you 
should make that national spot 
more attractive to the advertiser.” 


es Mr. Headley, who is president 
of the National Association of Ra- 
dio Station Representatives, at- 
tacked per-inquiry deals by warn- 
ing: 

“If you are subject to haggling, 
if you bill at rates and on terms 
that are not fully published, if you 
give one advertiser a rate or terms 
that are not fully published, if you 
give one advertiser a rate or terms 
you do not give all advertisers, 
you automatically cut yourself off 
from the high principled, large- 
size advertiser.” 


NATA Summarizes 
Car Card Studies 


New YorK—Highlights of the 
13-study summary of transporta- 
tion advertising were revealed by 
Philip J. Everest, managing di- 
rector of the National Association 
of Transportation Advertising, 
speaking before the American Mar- 
keting Association. 

The study tested 149 cards, Mr. 
Everest reported, with Toni, Life- 
buoy, Paul Jones and Clark candy 
bar making top scores, in that or- 
der. Indicating common denomi- 
nators in preparing attention-get- 
ting car cards, each of the top four 
displayed heads of people promin- 
ently, used a basically simple lay- 
out, made interesting use of the 
headline (such as posing two ques- 
tions) and had a light touch in the 
copy. 

The study will be published by 
the Advertising Research Founda- 
tion at the year’s end. 


Freedom Foundation 
to Make First Awards 


Freedom Foundation Inc., 
formed this year at Valley Forge, 
Pa., will make its first annual 
awards next month to persons or 
organizations who have “spoken up 
for freedom.” The foundation will 
make awards in 16 categories in- 
cluding advertising campaigns, edi- 
torials, radio programs, magazine 
articles, motion pictures, cartoon 
strips and addresses before the 
U.S. Senate. 

Dr. Harold E. Stassen, president 
of the University of Pennsylvania, 
will act as non-voting chairman of 
the awards jury for 1949. 


Adds dePauli to Statf 


James L. dePauli, formerly man- 
j}ager of the San Francisco office 
|of West Marquis Inc., has joined 
Albert Frank-Guenther Law, San 
Francisco, as account executive. 


IMPERIAL is made by Hicom Walker 
And Hiram Walkers 91 years at fine 
whiskey-making makes Imperial good ! 


Blended whiskey. 86 proof 70% grain neutral spirits. Hiram Walker & Sons Inc., Peoria, Illinois. 


9 WONED MELLOW, | 
ANO A FINE on aes su. | 


NEW SERIES—Hiram Walker Inc., Detroit, 
zines, newspapers, car cards and outdoor 


began a new series this month in maga- 
posters for Imperial whisky (illustrations 


by Albert Dorne). The merchandising program features mechanized “gay ‘90s” 


quartets in window, count 


er and backbar displays. 


Survey Shows Buying 
Practices, Patterns 
in Spot Radio Field 


CHIcAGO—As a companion piece 
to its “Spot Radio Promotion 
Handbook,” released last summer 
(AA, July 11), Standard Rate & 
Data Service has issued a 156- 
page “Survey of Advertiser and 
Agency Buying Practices and Pat- 
terns for Spot Radio.” 

Selective radio is a highly flex- 
ible advertising medium and no 
rules of thumb were evidenced in 
the buying patterns, the survey 
points out. And because buyers 
are dealing with variables and in- 
tangibies, the techniques, ap- 
proaches and methods employed 
for each spot radio problem “will 
probably number as many as there 
are buyers,” it says. 

With charts, tables, explanatory 
text and quoted statements, the 
study shows how national adver- 
tisers and their agencies plan cam- 
paigns on a selective market basis, 
and how they select stations to 
carry the programs. Figures are 
based on mail questionnaires and 
personal depth-penetration inter- 
views, and represent replies by 85 
advertisers and 149 agencies. 

Copies of the new survey will 
be sent without additional charge 
to purchasers of the spot radio 
handbook, which is available at 
$1 per copy. 


Publicity Club Moves Office 


The Publicity Club of New York 
has moved its office from 545 Fifth 
Ave. to the Hotel Shelton. Lunch- 
eon meetings of the club have been 
changed from the second to the 
third Thursday of the month. 
Roundtable shop talks will be held 
on the first Thursday of each 
month. 


Victor Appoints Roberts 


Howard R. Roberts, formerly 
with Whiting Corp., where he di- 
rected activities of the refrigera- 
tion division, has been named sales 
manager of the national-users di- 
vision of Victor Products Corp., 
Hagerstown, Md. 


Humphrey Joins Pabst Sales 


William V. Humphrey, formerly 
an account executive of Wm. R. 
Harshe Associates, public relations, 
has joined Pabst Sales Co., Chi- 
cago, as editor of “Pabst Blue 
Ribbon News.” He also will handle 
special publicity. 


Appoints Bartholomew 


Paul W. Bartholomew, formerly 
technical director of Hawthorne 
Paper Co., Kalamazoo, Mich., has 
been named assistant sales mana- 
ger of the paper division of the 
Minnesota & Ontario Paper Co., 
Minneapolis. - 
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‘Flame of Freedom’ 
Awards Go to 41 


EVANSVILLE, IND.—Forty-on: 
“Flame of Freedom” award win- 
ners of a gas industry nation:| 
sales achievement program le: 
from the factory of Servel Inc, 
appliance manufacturer, on an al)- 
expense paid, three-day flight ‘o 
Mexico City on Oct. 11. 

From Mexico City they flew to 
Chicago to attend the American 
Gas Association convention as 
guests of Servel. 

The contest is the first spo.- 
sored since the war by the refriz- 
eration committee of the AGA. 

The program is designed to stim- 
ulate gas companies and other dis- 
tributors and dealers in gas refrig- 
erators for year-round selling. It is 
divided into four quarterly sales 
contests, with cash awards for 
those producing the best sales rec- 
ords in each of several ciassifi- 
cations. 

Every quarter, the winning gas 
companies in each classification 
also are awarded a trophy sym- 
bolizing the “Flame of Freedom”. 


Jaqua Names Pearson 


Robert C. Pearson, formerly 
copy chief of Tracy, Kent & Co. 
New York, has been named to 
the same position at Jaqua Co., 
Grand Rapids, Mich., agency. 


KLX 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co., 


Inc. 


® Use Burgoyne store 


panels in several of these 


representative test cities. 


now how well your 1950 plan will 


work. 


@ “Coming events cast their shadows 
before”... the Burgoyne way... for 
leading national advertisers... in 


both the drug and the grocery fields. 


@ Burgoyne sales-testing is flexible. 
Use any one or several of these test 
cities. The job will be thrifty... the 


answers quick enough to use, 


@ Let us tailor a proposal for you. 


Measure 


e 


pretest your plan 


PEORIA 


“Test City, U.S.A.” 


According to SALES 
MANAGEMENT?S latest 
survey of agency and ai: 
vertising executives, |'e- 
oria newspapers are best 
in the U.S. for test. 


PEORIA JOURNAL 
STAR has 98,072 circu! 
tion (ABC Daily \'t 
Paid). 

Effective buying ince 
(net) for Peoria Cou: ' 
$294 million.* 


Retail sales for Peo ‘4 
county $201 million.* 


<- 


Metropolitan popula 
(Peoria County area) 
229,600.* 

Effective (net) buying 
come per Peoria city { 
ily $6,063!* 


* SALES MANAGEMENT'S ’ 
Survey of Buying Power 


Burgoyne Grocery & Drug Gad. v 


DIXIE TERMINAL * 


PHONE MA 0305 + 


CINCINNATI 
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Dodge Explains How 
Audiences Differ 
in Buying Habits 


New YorK—Advertisers must 
learn to match with their adver- 
iising expenditures the consump- 
tion habits of people reached by 
various media, Sherwood Dodge, 


ANA Meeting 


vice-president, Foote, Cone & Bel- 
ding, reminded the Association of 
National Advertisers last week. 

Speaking on the changing scene 
of media, he commented that tele- 
vision now reaches only 6% of the 
homes in the U. S., and cannot be 
considered a national medium. He 
warned against selling radio short, 
pointing out that radio is still the 
only mass medium that permits a 
selling pitch while the housewife 
is doing her job. 

He cited several instances of ad- 
vertisers who are missing their 
market. Among them was a canned 
milk maker who sponsored a ra- 
dio show with a high rating, but 
when the audience purchases of 
milk were examined it was found 
that the show was least popular 
in metropolitan areas (primary 
market for canned milk), better 
heard in small towns, and farmers 
listened most—and dairy farmers 
most of all. 


s “If you think the four so-called 
women’s service books are as alike 
as four peas in a pod, except for 
size, you’d better take another 
look. Some are excellent for some 
products ...not so good for others,” 
he advised. 

“The biggest obstacle to progress 
is lack of the right kind of in- 
formation,” he said. “What we need 
to know is the dollar’s worth of our 


KEY 10. PROFITS 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation — if they are properly 
trained. 


Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. 

This book will help you. It 
will answer your salesmen’s 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential. 


ORDER YOUR COPY TODAY—$2. 


/DVERTISING PUBLICATIONS, INC. 
100 E. Ohio St. Chicago 11 


FLU IN AND MAIL THIS COUPON 
TODAY 


la vertising Publications, Inc. | 


DO», 922 
| > E. Ohio St., Chicago II, Il. 
| © -ntlemen: 
| P\.ase send me copies of ‘Successful 
| Seles Training.” Enclosed is $_____.. 


kind of business in the audience 
of each medium we consider. We 
can check this against the cost of 
the medium, and so learn our best 
buys... 

“Our own experience has taught 
us that the best way to get this 
kind of information is to study lis- 
tening and reading habits, as well 
as the purchases, of the same peo- 
ple over a period of time. This 
means a consumer panel...the 
best method yet discovered to find 
out the dollar’s worth of our kind 
of business in the audience of im- 
portant media.” 


ws Mr. Dodge showed a chart on 
consumer panel research done for 
General Foods Corp., showing how 
magazines, newspapers, and radio 
programs accumulated audiences, 
and how those audiences were re- 
lated to consumption of a mealtime 
beverage. 

Two monthly magazines had au- 
diences which drank only half as 
much, per thousand families, as 
the average magazine family. A 


weekly magazine audience drank 
twice as much, per thousand. Ra- 
dio programs varied as widely. 


Delco Appliances Names 3 


Julian F. Warren, advertising 
and sales promotion manager of 
the Delco appliance division of 
General Motors Corp., Rochester, 
N. Y., has been named sales man- 
ager of Delco-Heat products. He 
succeeds A. R. Mann, who has 
been assigned to special duties re- 
porting directly to the general 
sales manager. Stuart J. Rice Jr., 
formerly with McGraw-Hiil Pub- 
lishing Co., Hutzler Advertising 
Agency and Crosman Arms Co., 
has been appointed to replace Mr. 
Warren as advertising and sales 
promotion manager. 


Plans Furniture Drive 


Berger Mfg. division of Repub- 
lic Steel Corp. plans to use trade 
publications. and management 
magazines, followed by ads in con- 
sumer magazines, to promote a 
new line of modern, functional of- 
fice furniture. Meldrum & Few- 
smith, Cleveland, is the agency. 


Management Group Issues 
Human Relations Guide 


The American Management As- 
sociation has published a 200-page 
“Supervisor’s Management Guide” 
to help supervisors, foremen and 
other operating executives in in- 
dustry apply new developments in 
management methods in improving 
human relations in business. 

The guide, presenting case his- 
tories and discussions of successful 
supervisory programs and tech- 
niques developed by companies in 
all types of industry, is priced at 
$3 for AMA members, $3.50 for 
others. 


WANTED 


Astute time buyers, that know 

good thing when they see it, will 
please contact any Paul Raymer rep- 
resentative about KIOA. As Des 
Moines’ only 10,000 Watt* station, 
KIOA will serve you admirably in 
Iowa's abundant market. Coverage 
maps, program schedules, and avail- 
abilities are yours for the asking. 
*10,000 Watts day, 5,000 Watts night 


KIQA =: 10,000 Watts daytime 


5,000 — night 


MUTUAL FOR. . 
| ee Ones, Towa 


Our How. 


OCTOBER 1, 1949 


20 WEST PUTNAM AVE. 


GREENWICH, CONN. 


+ Our 14th year of service to the Catholic clergy and religious in the 
signing, construction, maintenance and furnishing of the church, school 


and institution. 


CHURCH PROPERTY ADMINISTRATION 


FRANKLIN X. McCORMICK, Editor & Publisher 


Published bi-monthly e 


PRINTING INK SELLS GOODS — your goods. 


On billboards, on posters, on displays; 


in magazines, 


in newspapers, in sales 


literature, it’s the ink your prospect sees 


when he reads your advertising message. 


To use printing ink most effectively, 


aoe A. ee 


‘ P Nation, L 


use color. Color attracts the reader, catches 


his eye. And with color, your package 


or your product can be reproduced as it 


really looks —as the customer sees it and 


remembers it. 


In your merchandising efforts, depend 


ae Sane eae epee 


Association of Printinc In Mace Ss 


(BROADWAY . NEW. YORK CITY. 


on printing ink— yor best salesman. 
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Society of Business 
Magazine Editors 
to Form This Week 


New YorK—An organization 
meeting for the election of officers 
and the approval of a constitution 
and by-laws for an independent 
association of business paper edi- 
tors to be known as the Society of 
Business Magazine Editors will be 
held Oct. 20-21 at the Carlton Ho- 
tel, Washington, D. C. 

All business paper editors, ac- 
cording to a letter of invitation 
sent out by Paul Wooton, formerly 
head of the National Conference 
of Business Paper Editors, an af- 
filiate of Associated Business Pub- 
lications, will be eligible for mem- 
bership in the new organization 
regardless of the circulation poli- 
cies of their publishers. 

The proposed editorial associa- 
tion, which reportedly will have 
no affiliation with any publishers’ 
organization, is expected to be 
headed by Mr. Wooton, who is 
special Washington representative 
of the Chilton Co. Proposed dues 
will be $50 a year. An editor may 
have as many members of his staff 
attend the group’s meetings as he 
chooses, and most of the meetings 
are expected to be held in Wash- 
ington. 

A committee of the ABP has 
been appointed to study that or- 
ganization’s relations with the Na- 
tional Conference of Business Pa- 
per Editors, but the committee has 
reached no decision in the matter, 
James G. Lyne, president of the 
ABP, told AA last week. 


Files Under Lobbying Act 


The National Retail Dry Goods 
Association, New York, has filed 
for registration with the clerk of 
the House of Representatives, in 
accordance with provisions of the 
federal Regulation of Lobbying 
Act. The association’s registration 
will make available to the Con- 
gress complete data on its appro- 
priation of funds for legislative 
activities and the purposes of such 
expenditures. 


TV Promotes Trailer Homes 


Trailer Mart Inc., Cleveland, has 
begun promotion of its trailer 
homes in that market with a pro- 
gram over the video outlet, WEWS, 
featuring Chicago wrestling shows. 
Ohio Advertising Agency handles 
the account. 


Stock photos from Kaufmann ke 
Fabry ore like that! .. . Out of our 
500,000 on hand, one will fit your 

needs with psychic accuracy! A 
dollar bill or a company order 
will get you our latest Stock 
Photo Catalog: . . of which 


the supply is limited. 
Ez. 


MORE THAN 
500,000 STOCK PHOTOS 
IN OUR FILES 


Kaufmann & Fabry Co. 


DEPT. AAI0, 425 S$. WABASH AVE., CHICAGO 5 | 


Corning Glass Appoints Three 


William H. Tomb Jr., in addi- 
tion to his present duties as man- 
ager of specialty products section 
of the technical products division, 
Corning Glass Works, Corning, N. 
Y., has been named manager of the 
appliance parts department of this 
section. Mr. Tomb succeeds John 
S. Muller as manager of appliance 
parts sales, a subdivision of spe- 
cialty products sales. Mr. Muller 
has teen appointed manager of the 
newly created electronic sales de- 
partment of the electrical products 


division. Thomas S. Wood has been 
named manager of the newly 
created lamp sales department of 
the electrical products division. 


Columbia Boosts Lieberson 


Goddard Lieberson has been 
|named executive vice-president of 
Columbia Records, New York. He 
joined the company in 1939 as as- 
sistant to the director of the Mas- 
terworks division and later was 
advanced to the position of vice- 
president in charge of Master- 
works artists and repertoire. 


Adler Joins Olian Agency 


Aaron Adler has joined Olian 
Advertising Co., Chicago, in a copy 
and contact capacity. He was for- 
merly account executive of Ken- 
cliffe-Breslich & Co. and copy chief 
of William Hart Adler Inc. 


Capehart Appoints Stone 


Lee Stone, chief designer of 
Magnavox Co. for the past eight 
years, has joined Capehart-Farns- 
worth Corp., Fort Wayne, Ind., 
to design the Capehart radio-tele- 
vision phonograph line. 
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Ohio Select List Unit Elects 


J. K. Staats, Marion Star, hs 
been elected president of the A }- 
vertising Executives Association > 
the Ohio Select List. S. A. Fluie 
Ashland Times-Gazette, has be» 
named vice-president, and Pauli .1e 
Thomas, Findlay Republican- 
Courier, secretary-treasurer. 


Campbell Joins Petry 


Donald P. Campbell, formerly 
with Mutual Broadcasting System. 
has joined the television sales st.ff 
of Edward Petry & Co., New York 


— 


Crop variety makes income BIG 
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10% Increase in 
Newspaper Linage 
“orecast by BofA 


New YorK—The Bureau of Ad- 
vertising, American Newspaper 
Publishers Association, reports 
there is a general tendency to in- 
crease retail newspaper advertis- 
ing “all around the field.” 

Recent reports received by the 
bureau indicate increases up to 


10% for year-end retail campaigns. 
Up to Sept. 17, Media Records 
showed an increase this year of 
4.2% over the same period of 1948. 
Since the last quarter usually 
brings the highest monthly retail 
linage totals, it was pointed out, 
continued increases. should ap- 
proximate about 10%. 

Factors contributing to stronger 
promotions were cited as the up- 
turn in business, reports that over- 
priced and poor-quality merchan- 
dise had been cleared out, the 


slight decline in the cost of living, 
increases in personal savings, and 
the drop in unemployment. 


NBP Names Committee 
on Circulation Practices 
National Business Publications 
has established a committee on 
circulation auditing practices 
headed by Marshall Haywood Jr., 
of Haywood Publishing Co., Chi- 
cago. 
Other members of the commit- 
tee appointed by NBP president 
Lansing Chapman, publisher of 


Medical... Economics, Rutherford, 
N. J., include: Russell L. Putman, 
president, Putman Publishing Co.., | 
Chicago; Palmer H. Langdon, pres- | 
ident, Finishing Publications, New | 
York; and William T. Watt, vice- | 
president, Maujer Publishing Co., 
St. Joseph, Mich. 


Post Exchange Moves 


Post Exchange Publishing Corp., 
publisher of Post Exchange & Ships 
Service, has moved its office from 
292 Madison Ave. to 9 E. 45th St., 
New York. 


every month 


in steady MICHIGAN 


OCTOBER FARM INCOME: 


In steady Michigan, they don’t raise just wheat! 
Or corn! It’s a wide variety of crops—coming in 
throughout the year—that makes every month a 
big pay month for Michigan farmers. Makes a// 
months spending months! 

For example...take cherries. Michigan is 
first and produces nearly 3 times more than the 
next leading state! Yet it’s in the first dozen states 
for winter wheat, potatoes and many other crops, 
as well. 


Steady Buying Power 


This 12-month chart of farm cash income proves Mich- 
igan’s year-round prosperity—and it has a record of 
steadiness dating back 100 years. Only a few states 
can match it. Two which can are Pennsylvania and 
Ohio. These are served by PENNSYLVANIA FARMER 
and THE OHIO FARMER. For further information, 
write R1013 Rockwell Ave., Cleveland 14, Ohio. 


°74,000,000° 


Yes, and through the years, as through the 
year, farm income stays steady and big. That’s 
why MICHIGAN FARMER readers have over 
92% (it’s phenomenal!) farm ownership! It’s 
also the reason Michigan farmers are 7th in use 
of autos, trucks, tractors, etc. Farm housewives, 
are big buyers because of it! 

This vital farm market is well wrapped up for 
you in one favored farm paper—MICHIGAN 
FARMER—reaching 4 out of 5 farm folks of 


this rich state. 
9.8% 9.9% 10.1% 10.5% 10.6% 


79% 8.0% 


6.9% 70% 6 9% 
6.2% 6.2% 


Jan. Feb. Mar Apr May June July Aug. Sept. Oct. Nov Dec. 


*Based on 3-year average income. Source, U.S.D.A. Farm income situation. 


EAST LANSING 


MICHIGAN FARMER, East Lansing 


PENNSYLVANIA FARMER, Harrisburg ° 


THE OHIO FARMER, Cleveland 


Se Sete og * 


at a 


as 


> o SAE CRE Sere oss Toe 
- . 


-. (From nails, lumber and cement to 
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Here’s a ‘7 Billion 
Retail Market... 
and BSN’s 
Dealer Readers 


Sell 85% of It! 


ae Q 


Top “Main Street” eI 
(1948 sales of 30,000 lumber-building — 
material dealers estimated i 
at $7 billions) ' 
a 


They Sell the 100,000 
Contractor-Builder Market ‘ 
(Average total sales per BSN Dealer 
in 1948-—$348,000) : 
. 
They Sell Millions of Consumers 
(Home owners, farmers, 
industrial, others) 
° sn 
They Sell Everything to Build, ih 
Remodel, Repair and Equip Homes, | 
Other Buildings 


major appliances) 
. ¥ 


Light Construction Market 
(Because builders buy what these 
dealers sell) 


%, 
d 


BSN RATES Ist AMONG THESE 
“BUILDING SUPERMARKETS” 


Because BUILDING SUPPLY 
NEWS shows lumber and building 
material dealers how to sell more— 
how to make more money—it builds 
eager readership for your selling mes- 
sage among the top merchants. These 
are the key dealers who sold over $150 
million of paint in 1948—who sell 65% 
of all builders’ hardware—and who, 
8,000 of them, are major home appli- 
ance merchandisers. Leading dealers 
readily testify: “BSN tells us where 
we are going; not where we have 
been.” Sell these dealers first—and 
keep ’em sold—in BUILDING SUP- 
PLY NEWS. 


FREE—Write for your 
copies of BSN editorial re- 
print, ‘You're in a $7 Bil- 
lion Retail Business Now," 
and new BSN 
Data Sheet show- 
ing 10-year sales 
record of lumber- 
moterial dealers 
vs. U.S. construc- 
tion and retail 
soles. 


BUILDING SUPPLY NEWS 


5 SOUTH WABASH AVE. - CHICAGO 3, ILL. 


Write for details on your letterhead. 


Practical Builder + Building Supply News 
5 Sovth Wabash Ave., Chicago 3, ill. 
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POPULA 
SCIENCE 


Monthly now 
at its all timeli 


* “ rte ; 
a : Vi A 


1,090,486 NET PAID ABC... er a 
and it’s TODAY'S Best Buy _ . 


YOU PAY FOR 800,000 


WE GIVE YOU 290,486 BONUS 
YOU GET. ..1,090,486 wrx is 


Yes, POPULAR SCIENCE Monthly delivered 
1,090,486 average net paid circulation in the 


It was inevitable that every round of wage 


making their plans for 1950, will put POPULAR 
SCIENCE Monthly at the top of their lists. 


increases directly increased the circulation of 


first six months of 1949—our all time high. 


What is behind the phenomenal growth of the 
POPULAR SCIENCE Monthly circulation? 


The reasons are simple. Men in the applied 
sciences—from skilled workmen to engineering 
executives—have received large wage increases 
since the war’s end. Naturally, magazines that 


serve scientifically minded men have benefited. 


POPULAR SCIENCE Monthly. 


And because our rates are based on a guaran- 
tee of 800,000 while we are delivering 1,090,186 
at $1300 a page (12-time rate), you can now 
buy this more-than-a-million circulation for 


only $1.19 a page a thousand. 


In these days when it is necessary to “get the 


Ph) . . 
most for your money” smart advertisers, in 


New information 
you should see 


POPULAR SCIENCE Monthly has 
just compiled some revealing information of spe- 
cial interest to advertisers in these classifications. 
May we show it to you? 


AUTOMOTIVE - HOME & HOUSE AIDS 
PHOTOGRAPHY + TOOLS + SPORTING GOODS 


uc POPULAR SCLENCE ‘ona 


W 1,090,486 Net Paid Circulation at $1300 per page—or $1.19/pg./M 


353 FOURTH AVENUE, NEW YORK 10, NEW YORK 


CHICAGO 1: 360 North Michigan Avenue . 


LOS ANGELES 5: Granada Building * + * 


PORTLAND 5, Oregon: 907 Terminal Building 


CLEVELAND 14: 328 Citizens Building 


DETROIT 26: 820 Book Buildi'9 
+ * SAN FRANCISCO 8: 1003 TWA Buildi9 


WEL 
cepti 
WCA 
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\dvertising Age, October 17, 1949 


PHOTOG 


CONGRATULATIONS—Don Lee executives congratulate J. Carlton Adair on his ap- 
pointment as program director of the network. Left to right are George Whitney, 
sales manager; Mr. Adair; Ward Ingrim, director of advertising; and Henry 
Gerstenkorn, national advertising manager. Before his promotion, Mr. Adair was 

program service manager. 


MAGNETIC—Vivacious Sali (the letters of 
her name correspond to the first let- 
ters of Superior Adalet Laminated In- 
sulation) has been used for Adalet ad- 
vertising in the electrical publications for 
the past two years. In the February is- 
sue of Electrical World she pulled twice as 
many inquiries as the average for that 
issue. 


HOW IT GOES—One of the features of 
Nash Motors’ outline of its advertising 
program at dealer meetings through- 
out the country was this chart showing 


LUMBERJACK’S BIGGEST—Outdoor posters are part of a campaign that broke this the distribution of the advertising dol- 


month for Nalley’s Lumberjack syrup in Washington, Oregon, Idaho, Montana and 
Utah. Lumberjack’s biggest promotion to date, the drive includes newspapers, regional 
magazines and point-of-purchase displays. The Seattle office of Ruthrauff & Ryan 


handles the account. 


.R 


WELCOME—These notables formed the receiving line at a re- 

ception honoring Donald W. Thornburgh, new president of 

WCAU Inec., Philadelphia. Left to right are Richard W. Slocum, 
? 


CULTIVATES FARMER MARKET—Eyeing the statistic that only 
fing 3% of the nation’s farmers own a share or more of stock, E. 
F. Hutton & Co. installed this exhibit at the Los Angeles County 
ling Fai in Pomona. Representatives were on hand to answer ques- 


lar. Demonstrating the chart are B. B. 

Geyer (left), president of Geyer, Newell 

& Ganger, Nash agency, and H. C. Doss, 
vice-president in charge of sales. 


general manager, Philadelphia Bulletin; William S. Paley, CBS 
board chairman; Robert Mclean, president of the Bulletin; Mr. 
Thornburgh; and William L. Mclean Jr., v. p. of the Bulletin. 


tions not covered by moving displays, and Teletype operators 
demonstrated communication between exchanges. The display also 
plugged Hutton’s morning stock reports and market news heard 
on KMPC. Erwin, Wasey & Co. is the Hutton agency. 


45 


BIG WHEELS—Here Howard Chapin, General Foods Corp., and chairman of the 
ANA convention committee, chats with W. B. Potter, Eastman Kodak Co., new ANA 
chairman of the board, and Albert Brown, Best Foods, new vice-chairman. 


ees 


ae 


VISITORS—Among the guests at the ANA convention were Athol McQuarrie, left, 

managing director, Association of Canadian Advertisers, and Alastair Sedgwick, 

Gillette Industries, Great Britain. They are pictured with E. T. Batchelder, ANA vice- 
president and secretary. 


b 


RELAXED—During an intermission at the ANA sessions last week, the camera found 

this group, consisting of Gus Shallberg, Borg-Warner Corp.; Laughlin Campbell, 

Mergenthaler Linotype; Frank Ennis, America Fore Insurance Group; William A. 
Drisler, Cannon Mills; and Robert Brown, Bristol-Myers Co. 


ALL Oll—These admen from oil companies were snapped at the ANA convention 

last -week. Standing, left to right, Wes Nunn, Standard Oil (Indiana); John Wieland, 

Standard (Ohio); and Stores Case, Sun Oil. Sitting, left to right, are Dale Rogers, 

Mid-Continent Petroleum; Henry Coleman, Standard of Ohio; and Francis Marling, 
Pure Oil Co. 
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No. 3410. The Kansas Radio Au- 
dience of 1949. 

Now available from Station 
WIBW, Wichita, is the 13th annual 
study of radio listening habits and 
preferences, conducted by Dr. F. L. 
Whan of the University of Wichita. 
The study follows the pattern of 
previous reports and provides some 
new items of information not cov- 
ered before, such as percentage of 
families owning portable, non- 
portable, FM, tractor, auto or truck 
receivers; age of sets used in the 
home; location of radio sets used 
in the home; family plans for pur- 
chase of television receivers, etc. 


No. 3411. A Little Light on a Dark 
Subject. 

The Long Beach Press-Telegram 
has issued this folder, which re- 
ports on the circulation and read- 
ership of all Los Angeles news- 
papers in Long Beach, Cal. Based 
on a study by Publications Re- 
search Service, the report also 
shows duplication figures. 


3412. Philadelphia Inquirer 
Market Folder. 

Standard market and newspaper 
data forms; Philadelphia market 
facts; a circulation analysis and 
a folder called “Behind the Lines,” 
reporting on 15 years of advertis- 
ing gains, have been issued in a 
file folder by the Philadelphia In- 
quirer. 


No. 


No. 3413. A Study of Incomes of 

Subscribers. 

Three different methods were 
used in obtaining the figures re- 
ported in this study, issued by 
U. S. News & World Report: (1) 
examining individual income tax 
returns in Wisconsin; (2) obtain- 
ing individual income reports from 


Note: Inquiries for items listed above 


Retail Credit Co. on all subscribers 
living in Houston, Rochester, N. Y., 
Toledo, and Bridgeport, Conn.; and 
(3) asking subscribers by mail 
questionnaire to indicate their in- 
come bracket, with results tabu- 
lated by Barnard Inc., an inde- 
pendent organization. 


No. 3414. How to Cut Costs on 

Full-Color Printing. 

To describe its cost-saving 
letterpress method of color repro- 
duction, Perfex Corp., Milwaukee, 
offers a brochure containing pro- 
duction details, samples, and 
prices. Considerable economies are 
claimed. Color areas up to 10%” 
x13%” on 14”x22” sheets or 
smaller are available, and quan- 
tities may range from 100 up to 
10,000 and more. The process is 
thus suitable for sales kits; illu- 
strations of displays, billboards, 
etc; catalogs; business paper in- 
serts; and direct mail pieces. 


No. 3378. Man-Market News. 

Argosy publishes periodically a 
four-page newspaper-style report 
on selling and sales conditions 
among men. Vol. I, No. I contains 
news of the “selective selling 
trend” in advertising and a com- 
pilation of circulation growth 
among leading men’s magazines. 
This and succeeding numbers are 
available to anyone wishing to 
be put on the mailing list. 


No. 3363. Cereal Survey. 

Farm Journal has published the 
findings of a survey of subscribers 
on use of cereals in the home, and 
cereal preferences. The report 
shows size of families, use of hot 
and cold cereals, seasons in which 
both types are eaten, and the 


brands used. 


will not be serviced beyond Nov. 28 


USE COUPON TO OBTAIN INFORMATION 


: Readers Service Dept., ADVERTISING AGE 


j 100 E. Ohio St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted) 
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OBSCURE SPECIALIST 
GETS JOB OFFERS 
| This little story has to be told in gen- 


|who knows? 


eral terms to preserve confidential in- 
formation, but its moral may prove 
prefpanio to you: A man with certain 
ighly specialized qualifications of lim- 
ited applicability wanted to get into 
| the agency business. He was earning 
| $7,000 in another business. As the result 
| of a $20 ad here in these classified col- 
umns of ADVERTISING AGE, he got 
two offers from agencies—one at $9, 
from a small agency, another at $11,000 
| from a big agency ... mighty fine div- 
|idends from a $20 investment. Maybe 
this will suggest something to you— 


a, cord discounts on multiple insertions 


HELP WANTED 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 


PERSONNEL 
Executive-Creative-Adv. Sales 
Resumes confidentially considered 


185 N. Wabash FR-2-0115 Chicago 


Industrial Sales Promotion man under 35 
years needed by Philadelphia manufactur- 
er of chemical and industrial equipment. 
Must have engineering background, be 
able to “spark” promotion ideas, pre- 
pare technical sales material, and super- 
vise product development. Excellent op- 
portunity for right man. Application held 
in confidence. 

Box 2717, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 
Wanted: Director of Fund Raising for Na- 
tional health and welfare organization. 
Educational background and experience in 
business administration, community or- 
ganization and public relations desired. 
Experience in development of promo- 
tional materials and in use of fund rais- 
ing media necessary. Must be accom- 
plished public speaker. Outstanding lead- 
ership ability essential. 

Box 2693, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Wanted: 30 year-old merchandising man 
who since completing college (preferably 
major in some phase of marketing) has 
had 4 years of experience within, or in 
contact with, retail food or drug chan- 
nels. Our company is a “blue chip” na- 
tional organization with our merchan- 
dising centers in New York City, the 
Mid-West, South and Pacific Coast. Per- 
sonnel aim is stability and development, 
rather than any casual acquisitions and 
terminations of “talent as needed.” 

Box 2712, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Til. 


Wanted: Director of Information for Na- 
tional health and welfare organization. To 
provide leadership and supervision to pro- 
gram of public relations and informa- 
tion. Should have knowledge of all me- 
dia for public contact including news- 
papers, magazines, radio, and motion pic- 
tures. Established reputation and extensive 
experience in public relations required. 
Box 2692, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Til. 
WANTED: Experienced premium salesman 
to cover Eastern territory out of New 
York, traveling perhaps 90% of time. 
Prominent glass company desires better 
than average candidate for better than av- 
erage position in the premium sales field. 
Box 2713, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ACCOUNT EXECUTIVE WANTED 
Central Illinois advertising agency, well 
established, seeks Account Executive to 
take over present accounts mostly in 
agricultural field. Prefer man between 
32 and 45. Must be experienced and know 
advertising. If he has had publication, 
agency, or manufacturing experience, it 
will be valuable. Good drawing plus com- 
mission arrangement. Write giving com- 
plete information in first letter. Our 
staff knows of this advertisement. 
Box 2721, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


AGENCY MANAGER WANTED: a work- 
ing manager who, if and when necessary, 
is capable of running the whole show 
from plans and copy to the last production 
detail. A background of character and 
responsibility is a must requirement as it 
is hoped this man will eventually meas- 
ure up to sharing ownership. 

If you are just a gimmie boy, save your 
postage. This is an opportunity for a 
man who believes in the South and in 
himself to the extent of taking equal 
chances with the owner, on a solid foun- 
dation, 25 years in the making. John L. 
Williams, Southeastern Advertising Agen- 
cy, 444 Whitaker St., Savannah, Ga. 


Art Director- Layout | TET $7200 
crisp, modern indust. design 
Art Director-Figure Expert................ $5700 
Modern rough layouts. Southwest agcy. 
A-V-E-N-U-E 
And 3- 1400 


55 1 E. Washington 
POSITIONS “WANTED 
RESEARCH MAN-$5,200.00 

Young, married-3% responsible years, 
ass’t field director of one of the oldest, 
most reputable research organizations. 
Thoroughly experienced in all phases of 
research. Desire Chicago area. Best of 
New York and Chicago references. 

Box 2718, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
ASSISTANT ACCOUNT EXECUTIVE 
Creative, responsible young executive who 
sold top-flight national publication 2% 
years. 4A agency experience. Varied back- 
ground also includes research, consumer 
surveys, market analysis. Married, college 
degree. Locate eastern U. S. 
Box 2725, ADVERTISING AGE 


11 E. 47th St., New York 17, N. Y. 


ele ied edvertisoments tebe cord rete of $10.75 per columa inch. . 


ond 


space ever 5 inches apply on display 


POSITIONS WANTED 


Ad. Mgr or Ace’t Exec. now adv. & pub- 
licity director of largest apparel mfgr 
in Southwest. Former NYC-4A & nat’l 
mfgrs exp. 10 yrs. heavy merchandising 
& promotional work. 

Box 2719, ADVERTISING AGE 

_ 100 E. Ohio St., Chicago 11, Ill. 


“AVAILABLE SOON 
Well educated young man with extensive 
advertising and editorial experience in 
trade paper field, wishes to join firm 
offering more opportunity. Will travel. 
Box 2720, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PUBLISHERS: A hard-hitting assistant to 
a top-notch mag-section, newspaper, book 
or mag. publisher. Experienced in mana- 
gerial controls, bus. admin., office mng- 
ment, printing production, advertising and 
circulation. Was Production Mgr. and 
Ass’t to Pres.-Publisher of Nowadays 
Magazine-Section until firm closed. Age 
26. Married. Attented Bryant & Stratton 
and Northwestern. 

Box 2722, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADV. AGENCY MERCHANDISING 
OR ASS’T TO ACCOUNT EXECUTIVE 
5 yrs. exp. newspaper nat’l adv. Mer- 
chandising Mgr. on 2 leading U. S. dai- 
lies. Direct mail, mdsg copy, surveys, 
displays, personal contact with the trade. 
Exc. knowl. of food and grocery field— 
their oper. and mdsg. problems. Know 
adv. and printing prod. Good writer. Act- 
ive mind never short of ideas. Proven 
ability—tireless worker—can produce un- 
der pressure. Personable, good mixer and 
I like people. Jour-Adv grad. 25. Single. 
Free to travel or relocate. Top refs. Phone 
RE-7-7542 (Chicago) or write: 

Box 2723, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

HERE’S A YOUNG MAN COPYWRITER 
-Also adept at layout-wants a job with a 
manufacturer or small agency. Two year’s 
experience with all types of merchandise. 

Box 2724, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 


FOR SALE 


Publication for sale: Business paper in 
fourth year-lucrative industry. Gross 
$35,092.10 1948, eight months in 1949 
$23,542.10. Selling due to other interests. 
Write or wire: 

Box 2710, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


DO YOU HAVE A SALES OR DISTRIBU- 
TION PROBLEM? Well established firm 
with national sales organization seeks ad- 
ditional lines requiring coverage of 
jobbing, department store, retail trade. 
Will consider handling on national or 
sectional basis. Give details your pro- 
duct, price, discounts, territory, mer- 
chandising plan, which will be held in 
strictest confidence. We are a distribu- 
tor for Firestone Velva-Flo Areator. 

Box 2716, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
500 ATTRACTIVE 2-color Letterheads or 
Envelopes $3.50. Prompt service. Free 
samples. See ours first. MAILPRESS 

1206 Front St., Toledo, Ohio 


FINE AGRICULTURAL ART 
John Andrews 1504 Dodge Omaha, Nebr. 


Copy chiefs... Agency heads... 
If you have noticed a 


dearth of good SaleSi n 


. inthis year's copy crop 
—why not interview this 
SALES WRITER? Brim full of 
fresh sales ideas, crackling 
with sales knack—yours for 
little money. Puts personal- 
selling -punch into print! 
Knows graphic arts. Presently agency connected. 
College trained. Proof of the pudding—my 15 
minute sales presentation. To see it, just dial 
Hyde Park 3-7253, Chicago or write Box 7480, 
ADVERTISING AGE, 100 E. Ohio St., Chicago, Ill. 


SALES EXECUTIVE 
ADVERTISING——PROMOTION—-ART 
20 years with top accounts. Desire 
change to more contact, less detail. 
Let's see what we can offer each 
other. 


Box 7481, ADVERTISING AGE 


100 E. Ohio St., Chicano 11. Il. 


Advertising Age, October 17, 194) 


Names Sanger-Funnell 
Sanger-Funnell, New York, has 
been named to handle the adver - 
tising of the newly created proce 
machinery division of Troy En; 
ine & Machine Co., Troy, Pa. T: 
agency has directed the advert: - 
ing of the power equipment div - 
sion since 1934. Industrial public: - 
tions and direct mail will be use |. 


DuMont Adds 2 Affiliates 
WSAZ-TV, Huntington, W. V:. 
and WMCT, Memphis, Tenn, 
have become affiliates of DuMont 
Television Network. WSAZ-TV 
will start commercial operations 
on a non-interconnected basis Nov. 
15. This brings the total to 47 sta- 
tions now serviced by DuMont. 


Promotes Golden West Coffee 

Closset & Devers is using two- 
color and black-and-white news- 
paper ads in Washington, Oregon 
and Idaho to promote Golden Wes: 
coffee. Mogge-Privett, Los Ange- 
les, is the agency. 


‘a 


- 


Appoints Coleman Co. 

Jessie’s Notebook, editorialized 
food and household product col- 
umn, has named Coleman Co., San 
Francisco and Seattle, as West 
Coast representative. 


CAN A MORAL IDEAL 
AND ADVERTISING MIX? 


I'm no dewey-eyed dreamer, but | 
keep dreaming about this job: It's in 
advertising or its related fields. Six 
solid years of experience with con 
sumer copy, sales promotion, house 
organs, radio, display, production and 
administration furnish the tools | 
tackle the job with. But the well 
spring of a more dynamic creativity 
than ever is special subject matter 
Matter that opens the way for a con- 
tribution to the moral, ethical, in- 
tellectual or religious health of our 
time. This is the sine qua non, My 
present mess of pottage is too good 
to trade for another of the same. 
Maybe my dream job is with an 
agency handling accounts of such 
character. Maybe with a publisher of 
such materials. Perhaps in a college 
or university. | believe the job exists 


Now a department head in a $/30- 

million-a-year business. 30, married, 2 

youngsters. Samples and references. 

Prefer Chicago, but if it's my dream 

job I'll go anywhere. 

BOX 7482, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 

WANTED — 


an advertising agency 
determined to become 
the leader of T. V. 


A seasoned, capable, responsible sales- 
advertising executive (age 45) with 25 
years experience has the youthful fore- 
sight to believe T. V. will radically 
change the sales, advertising and mer- 
chandising planning and opportunities 
of manufacturers .. . would like to dis 
cuss an opportunity with ... the adver 
tising agency that has fully recognize:! 
the sales potential of T. V. 


His background with national organiz« 
tions includes merchandising consum: 

goods to the grocery, drug, hardwar 
stationery and department store an! 
restaurant trade. 

He would prefer to submit a compr 

hensive resumé prior to discussion, if t! 

opportunity would be in the $15,000.' 

to $18,000.00 a year bracket. 


Box 7478, Advertising Age 


100 E. Ohio St., Chicago 11, IT. 


HERE’S AN 
ADVERTISING MANAGER 


Now running a 3-man advertisi' 
department for nationally recogniz: 
firm in the consumer field. 


My job includes planning, produci' 
and directing market research, » 
tional advertising and dealer prom 
tions, in cooperation with our agen 


My boss agrees I’ve outgrown th 
job, and am ready for the “ma 
chance.” 


Age 35, married, with excellent bu: 
ness, social and educational bac! 
ground. Salary: $8,000 to $10,00 


Box 7479, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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Few Advertisers 
Willing to Hike 
Budgets: Kurie 


New YorK—Advertisers in 1950 
will be faced with a more com- 
petitive selling job and will have 
to carry on with the same dollar 
appropriation as in 1949, John F. 
Kurie, vice-president of media and 


—— — 


ANA Meeting 


research of the Association of Na- 
tional Advertisers, told members 
here last week at the organiza- 
tion’s 40th annual meeting. 

In reporting on the business out- 
look, Mr. Kurie used statistical 
data based on a confidential mem- 
ber survey specially made for the 
convention. 

“At present,” Mr. Kurie said, 
“sales volume appears to be run- 
ning about the same as it did last 
year, but consumer demand seems 
to have lost its upward trend. This 
picture appears, with few excep- 
tions, in practically all of the areas 
of retail and industrial sales by 
national advertisers. 


s “As might be expected under 
conditions of stiffening competi- 
tion, a number of companies plan 
increases in their advertising. In 
the main, however, there seems to 
be a tendency on the part of mem- 
bers to hold budgets at about the 
same level as in the current year. 

“A detailed examination of the 
questionnaires,” he said, “shows 
that there are very few companies 
that plan an increase of more than 
15% for the coming year.” 

The percentage of companies 
which plan increases or decreases 
in their advertising budgets for 
1950, as shown in the ANA sur- 


vey, is as follows: 


Classification More Same Less 


Beer & Liquor 77 23 0 
Office Equipment 64 27 9 
Business & Finance 60 40 0 
Gas & Oil 58 33 8 
Food & Groceries 59 45 6 
Industrial 42 47 11 
Soft Drinks 25 75 0 
Drugs & Cosmetics 25 54 18 
Automotive & Accessories 11 78 0 
Household Equip. and 

Appliances 19 56 22 
Textiles 17 58 25 
Apparel 20 50 20 
Building & Agriculture 43 14 43 


8 Wesley Lindow, vice-president 
and economist of the Irving Trust 
Co.. New York, in his discussion 
{ market probabilities, declared 
that “the major threat on the hori- 
2on appears to be the possibility 
that business itself is reducing its 
outlays for plant and equipment.” 
He spoke with reserved optimism 
and predicted that, when the un- 
certainties caused by strikes have 
veen clarified, “we should go for- 
ward at very high levels of em- 
ployment, production, and con- 
sumption.” 


Ahrens Names Hoffman 


Ed Hoffman, formerly eastern 
advertising manager of Transpor- 
ction Supply News, has been 
tamed an advertising representa- 
‘ive of Ahrens Publishing Co., 
‘evry York. He will represent 
Res aurant Equipment Dealer, Ho- 
el Management and Restaurant 
Ma agement. 


WC AU to Radio Sales 


E fective Oct. 17 Radio Sales, 
CB‘ ’ radio-video station represent- 
ative, will represent WCAU, Phil- 
- phia, in New York. Radio 

s has handled the Philadelphia 
Bul etin station in other markets 
for more than a year. 


for sign Trade Group to Meet 


Toe 36th national foreign trade 
on -ention of the National Foreign 
ora e Council will be held Oct. 
¥i=. ov. 2 at the Waldorf-Astoria 


Aldens Christmas Flyer Out 


Aldens, Chicago, has issued its 
1949 Christmas flyer with prices 
15% lower than Christmas, 1948. 
Toys are the big feature with 
about 2,000 selections in the 220- 
page book, which was only 144 
pages last year. Prices on Christ- 
mas tree decorations and lights 
have been cut up to 53%. 


ABC Shifts Rawls 


Richard B. Rawls, formerly 
manager of television operations 
of American Broadcasting Co., 
New York, has been assigned to 
the network’s station relations de- 
partment to concentrate on tele- 
vision activities. 


Hotel Dorset to Zlowe 

Bing & Bing has appointed the 
Zlowe Co. to handle advertising of 
the Hotel Dorset, New York. 


Snow Starts Newspaper Drive 


F. H. Snow Canning Co., Pine 
Point, Me., through Daniel F. Sul- 
livan Co., Boston, has launched 
a campaign in approximately 50 
newspapers in selected cities from 
Boston to San Francisco to pro- 
mote its clam chowder, fish chow- 
der and other products. 


McMurray Joins CBS-TV 


Maurice E. McMurray, formerly 
director of television subscriber 
relations of C. E. Hooper Inc., has 
been appointed to the Columbia 
Broadcasting System television 
sales staff in New York. 


Kraft Named Representative 
Louis F. Kraft has been ap- 


pointed New York advertising rep-| 
resentative of Casket & Sunnyside,| 


New York, funeral service indus- 
try publication. 


Fawcett Names Walter 


Harland G. Walter, formerly 
representative for Parade in De- 
troit, and for Look in Detroit and 
Cleveland, will be in charge of the 
Fawcett Publications sales office 
in Detroit, to be opened soon. 


Housewares Exhibit Scheduled 

An exhibit of housewares and 
home appliances sponsored by the 
National Housewares Manufac- 
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Navy Pier, Chicago, Jan. 19-26, 
1950. The exhibit will not be open 
Sunday, Jan. 22, 


turers Association, will be held at 


: aan EOGRAPHING. 
ADDRESS MIMEOG ) 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.Ilinois 


6; 


Reproduction of Genuine Glossy 
Photos in Quantities 


in 500 and 750 QUANTITIES 
(1000 and over .06c) 


Hot 1, New York. 


North Dakota has charms that no advertiser can afford to pass 
up — one of them is the 1948 gross farm income of 800 million 
dollars. Where farm income is highest, all sales are better. 
In North Dakota you can get your share of this business by using 
the NORTH DAKOTA DAILIES, covering 90% of all rural, small 


town and city homes. 


_ THE NORTH DAKOTA DAILIES 


DAILIES 
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San Diego 
Retail Drug 

| advertisers 


give 91% 


preference 
to the UNION 
and TRIBUNE-SUN 


HERE is an excellent guide for national adver- 
tisers in any field! Media Records of retail drug . 
advertising prove that it is both safe and wise to 
concentrate your San Diego newspaper campaign 
in the San Diego Union and Tribune-Sun. Get 
greater impact for your sales message by making 
just one “‘buy’’... follow 

the lead of retailers who Te UNION and TRIBUNE-SUN 
are analyzing results of Sovtd 23780 tne of rea 


store sales daily! months of 1949... 91%! That's 
leadership. 


Ask the West-Holliday Man! 
All the News with Partiality to 


UNION and TRIBUNE-SUN 


Union Tribune Publishing Co., San Diego 12, California 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York + Chicago + Denver « Seattle + Portiand + San Francisco +« Los Angeles 
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BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 
“Western New York’s Great Newspaper” 
KELLY-SMITH CO., National Representatives 


Radio to Become 
Secondary to TV, 
Says Hugh Davis 


But Agency Exec Says 
Radio Still Can Be 
a Profitable Medium 


CuiIcaco—“Radio ‘need not die, 
but it will become a secondary me- 
dium to television,” J. Hugh E. 
Davis, executive vice-president of 
Foote, Cone & Belding, told the 
Chicago Radio Management Club 
last Wednesday. 

Radio’s future, he warned, de- 
pends upon station operators and 


talent, including actors, writers, 
producers, musicians and their 
unions. 


“TI don’t think radio can compete 
with television any more than si- 
lent pictures could or can com- 
pete with sound,” he told the 
group, but added that this does 
not necessarily mean that radio 
must become extinct. 

At some point in the future, he 
indicated, video sets will be avail- 
able to all and TV programs also 
will be available to all, “but it’s 
not all going to happen tomorrow 
and the country will not be covered 
by TV even five years from now.” 


@ Using the situation in New York 
as an example, Mr. Davis said that 
while radio listening has declined 
in television homes, there still are 
huge numbers of homes not 
reached by TV—homes which ad- 
vertisers would like to enter via 
radio. 

The problem, then, is one of cost 
or, as Mr. Davis put it, “How can 
we give the audience top-notch 
radio fare at a cost within the 
advertiser’s reach?” 

If station operators, talent and 
the talent unions will agree to 
shave their respective incomes, ra- 
dio’s chances for survival are good, 
he intimated. If they refuse, ra- 
dio’s future is not so bright. 

“More talent will be used in 
television than in radio,” said Mr. 
Davis, and talent will move over 
to television. If actors, writers, 
producers, directors and musicians 
are wise, they will cut their ra- 
dio pay and appear in radio for 
the purpose of picking up extra 
money. 


ms Under the Davis plan, shows 
would be rehearsed and put on for 
television. Then, immediately af- 
terward, the same cast and the 


-}same show, with necessary modi- 


fications, would be put on tape 
for radio. 

“Good radio shows can be had 
inexpensively with the cooperation 
of talent,” he said. “I like to think 
that advertising agencies and sta- 
tion operators will get the coop- 
eration of talent, because talent 
likes money, too.” 

If the unions will permit, he 
continued, players in TV shows 
with a name star in the lead would 
get perhaps $25 extra for doing 
the show on tape for radio. Stars 
would get $200 or so. 

As the result of such an arrange- 
ment, advertisers would have a 
radio package that would pay even 
with a two point rating. But it is 
important to remember, he con- 
tinued, that a two point rating is 
not all that the advertisers would 
be getting. Neither Hooper, Niel- 
sen nor Pulse ratings reflect the 
important factor of car radios and 
the audience which they repre- 
sent. (See story on auto rating 
survey, Page 1). 


ws Then, he added, “if we can find 
attractive shows that are cheap, 
it will be up to the station opera- 
tors to cut costs.” They will have 
to reduce rates and trim profits, 


PRESENTATION LUNCHEON—At a luncheon of the American Marketing Associo- 

tion at the Waldorf Astoria, New York, Professor Harvey W. Huegy (right center), 

head of the University of Illinois marketing department and president of the AMA, 

presents the first copy of the Journal of Marketing, wholesaling research edition, to 

Joseph Kolodny, National Association of Wholesalers board chairman. Howard T. 

Hovde (left) and Wroe Alderson (right) are both past presidents of AMA and editors 
of the reference book. 


but “I don’t think that reducing 
rates is too bitter a pill,” since “the 
operators must make time and pro- 
gram costs attractive to advertis- 
ers if radio is to survive.” 

“Advertisers,” Mr. Davis as- 
serted, “soon will be forced into 
television.”” He reasoned that there 
soon will be 1,000,000 television 
homes in New York, homes that, 
for practical purposes, are lost to 
radio. But he said that there are 
4,000,000 other homes in New York 
which cannot be reached by TV. 

Thus, “today, and for a long 
time to come, neither radio nor 
television alone will do the job.” 

Even though video will not cover 
the country within the next five 
years, he concluded, “Mr. Radio 
Station Operator had better get 
ready. Sure, TV may be Mr. Big, 
but profitable radio can be here to 
stay.” 


Crowell-Collier Co. Names 
Schirmer Executive V. P. 


Crowell-Collier Publishing Co., 
publisher of Collier’s, American 
Magazine, and Woman’s Home 
Companion, has 
elected E. A. 
Schirmer as ex- 
ecutive vice- 
president with 
headquarters in 
New York. 

Mr. Schirmer 
joined Crowell- 
Collier in the San 
Francisco office 
in 1930. Trans- 
ferred to Detroit 
in 1935, he has 
been assigned 
there until his recent appointment. 
A director of the company, he has 
been vice-president in charge of 
western operations. 


E. A. Schirmer 


Peb-Ammo Launches Drive 


Lehn & Fink Products Corp., 
New York, has launched a heavy 
newspaper campaign in major mar- 
kets throughout the country for its 
Peb-Ammo ammoniated tooth- 
paste. Ads offer a triple guarantee 
and feature the statement that the 
product is the first ammoniated 
toothpaste licensed by University of 
Illinois. The campaign is expected 
to extend to magazines later on. 
Lennen & Mitchell is the agency. 


Lanteen Opens Fall Drive 


Lanteen Medical Laboratories, 
Evanston, Ill., has opened a direct 
mail campaign with a folder de- 
scribing the company’s new phar- 
maceutical plant which, for the 
first time, brings together, under 
one roof, all of the company’s man- 
ufacturing operations. The mailer 
was sent to 75,000 doctors and 50,- 
000 druggists. Future mailings, on 
a monthly basis, will carry prod- 
uct information. Dana Jones Co., 
Chicago, handles the account. 


Mason's 2nd FTC Term Okayed 


The Senate has unanimously 
confirmed Lowell Mason for a sec- 
ond term on the Federal Trade 
Commission. The nomination had 
been approved by the interstate 
commerce committee following a 
routine hearing. 


FIRST OF EIGHT—With two men’s 
and boys’ clothing stores on the north 
and northwest sides of Chicago, Kle¢ 
Bros., long established Chicago firm, on 
Oct. 13 launched the first (above) of 4 
series of newsprint color pages to run in 
the Chicago Tribune before Christmas. 
Klee Bros. budget for newspaper ad ver- 
tising is placed exclusively in the Chi- 
cago Tribune. A total of 105 newsprint 
color pages placed by retail and gen«ra! 
advertisers appeared in the Chic ag° 
Tribune during the first nine months 0! 
this year. (Adv.) 
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Furniture ACE 


profit and save for ideas. Advertisements 


have an average life of 120 days. 


Dealers read for 
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| COMERS OAKLAND, CALIFORNIA 
ATLOWEST COST PER 1,000 


A lwertising Age, October 17, 1949 


| ower Income 
Groups Buying 
More TV Sets 


New YorK—Although research- 
ers Warn against emphasizing 
trends at this early stage, there 
are signs of noteworthy changes in 
the composition of the television 
audience. 

As would be expected, set prices 
having declined sharply in the 
last several months, the lower in- 
come groups have started buying 
TV receivers—and apparently at a 
rather rapid rate. 

Pulse Inc.’s figures for New 
York, Chicago, Philadelphia and 
Cincinnati show that video pene- 
tration in the lowest income groups 
had at least doubled by September, 
1949, compared with a few months 
previously. 

Socio-economic level of televi- 
sion homes surveyed by cities (A, 
highest incomes; D, lowest): 


Cincinnati 
June Sept. 
1949 1949 
4 14.4 11.4 
B 37.4 36.7 
( 39.3 39.9 
D 8.9 12.0 
New York 
Sept. Sept. 
1948 1949 
, 18.6 9.9 
B 36.4 31.9 
( 36.5 41.6 
D 8.5 16.6 
Philadelphia 
Sept. ' Sept. 
1948 1949 
A 18.0 9.3 
B 29.6 31.8 
( 40.0 43.0 
D 12.4 15.9 
Chicago 
Dec. Sept. 
1948 1949 
A 20.6 9.6 
B 28.8 38.4 
Cc 35.2 38.2 
D 15.4 13.8 


s Penetration of set ownership 
within each group by cities: 


Cincinnati 
June Sept. 
1949 1949 
A 22.5 22.0 
B 14.3 15.7 
C 6.7 9.1 
D 2.5 4.1 
Chicago 
Dec. Sept. 
1948 1949 
A 9.3 22.0 
B 2.1 14.0 
C 2.3 18.3 
D 1.1 5.6 
Philadelphia 
Sept. Sept. 
1948 1949 
A 13.9 27.5 
B 7.7 23.2 
C 5.8 18.3 
D 2.9 8.7 
New York 
Sept. Sept. 
1948 1949 
A 26.8 31.2 
B 13.8 24.6 
C 7.3 20.7 
D 2.5 11.7 


« Over-all TV gains in those areas 
are indicated by the rise in the 
bercontage of the TV homes in 


the total population: Cincinnati 
June, °49) 8.0, (Sept. "49) 9.8; 
‘hiiago (Dec. 48) 2.2, (Sept. ’49) 


2.0: New York (Sept. °48) 8.7, 
Set. °49) 19.8; Philadelphia 
Se; t. °48) 6.1, (Sept. 49) 17.6. 

O her studies give evidence that 
‘te -ountry’s less wealthy people 
re becoming a more significant 
ctr in the TV set owning pop- 
lat on. Data collected for Na- 
| Broadcasting Co. in a survey 
June and July covering 5,000 


KLX 


Represented nationally 
by Burn-Smith Co., Inc 


persons in 33 TV cities showed the 


following income breakdown: 
% in total sample % of TV owners 


in group 
A 5.8 13.6 
B 23.1 37.1 
c 44.7 39.9 
D 25.4 8.9 


Length of ownership in the 5,- 
000 homes covered also made an 
interesting comparison: 


up to 6 to 12 lto2 over 

6 mos. months years 2 yrs. 
A 13.1 15.5 6.6 4.1 
B 11.5 8.4 4.7 2.2 
Cc 74 4.2 2.9 0.6 
D 3.1 1.7 0.9 0.0 


Now Hudson Tubes Advertising 


Tunnel Advertising Co., New 
York, with exclusive advertising 
rights in cars and stations of the 
Hudson & Manhattan Railroad, has 
changed its name to Hudson Tubes 
Advertising Corp. 


Capriles to McCann-Erickson 


Capriles Hnos., Caracas, has ap- 
pointed the Venezuelan office of 
McCann-Erickson to handle the 
advertising of Van Raalte stock- 
ings. Newspapers will be used. 
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TEXAS DAILY PRESS LEAGUE, INC. ¢ National Representatives 


on people... 


its readers... 


buy things... 


Holiday, for instance... seems... to make... 


want to... 


enjoy themselves! 


HOLIDAY . . . the most MASSive CLASS market in the world! 
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Where Are the Proofs? 


To the Editor: I have a small 
agency, so small in fact that I am 
the chief executive, first, second 
and third vice-president, secre- 
tary, treasurer, office manager, 
account executive, sketch artist, 
receptionist, stenographer, office 
boy, layout man and copywriter. 

So, I am not too closely familiar 
with what is going on in the of- 
fices of agencies that are going 
places today. However, I am won- 
dering if there are not a few 
screws loose in some, at least, of 
some agency procedure 

This question arises due to the 
irritating fact that I am in fre- 
quent receipt of beautiful mats 
that turn to ugly ones when I dis- 
cover that the packages contain 
mats only and NO PROOFS! Now 
I can read a mat far better than 
most because I happen to have 
helped in a print shop. But how 
about the uneducated retailer who 
knows little of advertising and to 
whom a mat is an enigma? A mat 
is not a very exciting piece of 
indented paper. But a good proof 
of it is far more likely to succeed 
in getting a mat into the local 
paper then the mat alone by itself. 
The proof shows the dealer just 
what his advertisement will look 
like in the paper and gives him 
an incentive to use it. It would 
be very interesting to have the 
figures on how many mats with- 


i a. 
ae 


out proofs see the light of day 
and how many with proofs remain 
in seclusion. 

Now I suspect that I am not the 
only copy man who likes to view 
complete pictures of his layouts 
and to see just how the tones of 
a mat are going to blend with his 
type selections and white spacing. 
So, I am writing this as much in 
the interests of all local advertis- 
ing men and merchants as I am 
for myself and my clients. 

In my opinion every national 
agency is at fault when it does 
not insist that its clients have 
proofs made of all mats. Occasion- 
ally it is done up brown, but you 
would be surprised if I named a 
dozen or more prominent national 
advertisers who do not furnish 
proofs. é 

While I am on the subject of 
mats it might be well to mention 
that I seldom use complete mats 
—that is, mats with cuts and copy 
with a too often inadequate space 
for the dealer name and address. I 
find that too frequently there is 
too much copy and too small type. 
Then, too, it is difficult to localize 
to a nicety with copy written for 
everybody. Quite often I cross out 
the mat copy and have it reset, 
cutting out about half of it, using 
commoner words and shorter sen- 
tences. To me, that makes all the 
difference in the world between 
canned copy and the kind that ties 


e publish two good newspapers 


.. they are read by virtually every 


family in and around Louisville. 


e sell advertising space at 


reasonable rates. 


It produces sales. 
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ent is a reader’s forum. Letters are welcome. 
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in properly with the dealer. So I 
suggest that in making up canned 
copy complete, agencies also make 
up mats with illustrations and 
headings, leaving out the copy. 
The merchant who has no adver- 
tising counsel needs, perhaps, the 
complete mat. But there are a 
good many of us serving merchants 
and I suspect that most of us 
would much prefer the elimination 
of copy. Not that we consider our- 
selves master copywriters, but it 
gives us a chance to fit copy to 
the advertiser, his space stipula- 
tions, his slants and also, as I 
like to do, to reflect his personal- 
ity and his store’s atmosphere. 
But, in any case and in any form, 
I fervently pray for proofs! 
HERBERT STALKER, 
Flint, Mich. 


Stahr Inspires Rythm— 
With an ‘H,’ That Is 


To the Editor: Re your letters 
column of Aug. 22: 

Twinkle, twinkle Byoir’s Stahr, 

Now we know how bright you 
are! 

Across the street we hear the 
chorus: 

“Jack’s our lexicon-thesaurus!” 


Make way, Peter Mark Roget, 

Step aside, you Doctor Johnson; 

Bartlett, Funk & Wagnalls, too, 

We're disappointed, through with 
you! 


But 
style 

We think this might be worth 
the while: 

Return the 
“rythm” 

Stahr surely doesn’t need it 
wythm. 


in our own, our humble 


“h” to poor old 


Gorpon L. Houcu, 
Film Counselors Inc., New 
York. 


AA's Quote Called 
‘Semantic Confusion’ 


To the Editor: In your “What 
They’re Saying” column of Ap- 
VERTISING AGE dated Oct. 3, you 
quoted a statement made by my 
former boss, William Reydel, as 
follows: “Few people are aware 
that distribution is now one of 
the major parts of the American 
economy ... However, it is certain 
that more people are now engaged 
in distribution than in manufactur- 
ing or farming, etc., etc.” 

When speaking of “the Ameri- 
can economy,” we are speaking of 
something that doesn’t exist. An 
American economy would be pos- 
sible only if we jacked our tariff 
walls so high that trade between 
us and other nations would be 
completely cut off. An economic 
system is limited only by the 
sphere of trade, and not by politi- 
cal boundaries drawn on a map. 

And when speaking in terms 
economic, what Mr. Reydel calls 
distribution is more accurately 
transportation. Distribution, eco- 
nomically speaking, has to do with 
the distribution of the nation’s pro- 
duction into wages, interest, rent, 
and, according to some _ schools, 
profits. If we give Mr. Reydel’s 
statement its literal meaning, it 
dissolves into nothingness. 

Again, transportation is an in- 
tegral part of production, as much 
a part as agriculture or manufac- 
turing. All three together must 
combine if there is to be any pro- 
duction at all. Agriculture is mean- 
ingless in itself, and will be until 
packaged breakfast food and loaves 
of bread are grown on trees. Sim- 
ilarly, manufacturing is impossible 
since all raw materials are either 
grown or dug out of the soil. And, 
of course, neither manufacturing 


Si ec eee 


nor the extractive industries would 
be possible unless the raw materi- 
als were transported to the process- 
or, then to the manufacturer, next 
to the wholesale and retail mer- 
chants, and finally to the consum- 
er, at which point production is 
completed. It is all one process in 
which farmers, manufacturers, and 
truck drivers pool their efforts 
...and not three separate indus- 
tries, as Mr. Reydel unintentional- 
ly implied. 

Perhaps I’m battering bubbles 
with a bull-dozer. Ordinarily I 
wouldn’t bother commenting. But 
ADVERTISING AGE is an advertis- 
ing man’s publication; Mr. Reydel 
is one of my favorite advertising 
men; and advertising is essentially 
words. When Mr. Reydel blunders 
in his choice of words, he is being 
a poor advertising man; and when 
ADVERTISING AGE quotes the blun- 
der, it not only jumps to join Mr. 
Reydel in the quicksands of sem- 
antic confusion, but drags unwary 
readers along with it. 

PHILLIP GRANT, 
New York. 


Agrees with Archie 
on One Think at a Time 

To the Editor: [Copy Cub, Oct. 
3, says: “A ‘darned good copywrit- 
er’ looking for a new connection 
says he’s not only a writer but 
a thinker. Maybe there’s a dif- 
ference.’ | 

Of course there is! 

As I remember Archie the Cock- 
roach’s statement: 

“when i write i never think. i 
do not believe any man can do 
two things at the same time and do 
them both well.” 

Surely Don Quixote will for- 
give me for not remembering the 
exact quote. But if I’ve mangled 
this thought, he needn’t be toler- 
ant. 

ALFRED C. SCHWAB JR., 

Brownson Advertising Inc., 

Minneapolis. 


‘Cure-All' Rash Bothers 
Evansville Radio Listener 


To the Editor: A rash of patent 
médicine advertising has broken 
out in Evansville—and I’m curious 
to know if it is epidemic or a pure- 
ly local affliction? 

Testimonial advertising for cure- 
alls is not unfamiliar to news- 
papers, but I’ve been surprised at 
the insistence of spot announce- 
ments on the only one of four 
local stations to accept this adver- 
tising. The “announcer” of the 
transcribed spots has the voice of 
a southern barker retired from 
the active circus route—while tes- 
timonials are delivered in the 
homey voices of the cured: “My 
little girl was tired and listless, 
wasting away, until I gave 
her...,” “After two bottles of 

I threw away my 
a 

Corny, yes—but Evansville drug 
stores report a run on the prod- 
uct. 


Federal radio regulations say 
statements must be “truthful and 
decorous.” These announcements 


qualify only if the makers have, 
indeed, succeeded in bottling a 
miracle. 

Have you heard other reports or 
is Evansville the test victim of 
this uncomfortable itch? 

BETTY WATKINS, 

Editor, Your Flower Shop, 

Evansville, Ind. 


Prepare to Bail Out 

To the Editor: Maj. James A. 
Bishop and the writer respectfully 
dip our wings to those alert AA 
correspondents, Lynn H. Mayfield 
and Robert Leonard, out on the 
West Coast. 

Whether or not a pilot does open 
his throttle upon meeting a head- 
wind apparently depends upon 
several important factors. 

Hardly qualifying as a pilot my- 
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self (been up only twice!) I as. 
cussed the printed rebuttals of 
Messrs. Mayfield and Leonard w th 
Major Bishop. In response to ! Ir 
Mayfield’s suggestion, here is a 
clarifying statement from the J.a- 


jor which I trust will clear the air 


about the whole subject: 

“An engine operates the na- 
jority of its useful life below spec- 
ified maximum limits, usually d_s- 
ignated as limited cruising RI'M 
and manifold pressure. Maximiim 
permissible engine operation c- 


— 


GEORGE SHAW 


He's the head ad man at the 
EAST LIVERPOOL (Ohio) REVIEW 


@ And that title really means 
something in East Liverpool. 
George has listened to literally 
hundreds of tough retail ad- 
vertising problems and he has 
helped solve them, too. With us 
14 years, he has seen the ebb 
and flow of millions of lines of 
advertising, retail and national. 

Figuratively speaking, this 
man knows “his dishes” be- 
cause our town produces train- 
loads of pottery that travels the 
seven seas. And he also knows 
how to get things going when 
you select this town for a test 
or a regular schedule. 


Look for these names 
wherever you eat 


Homer Laughlin China-— 
Edw. M. Knowles — Taylor, 
Smith & Taylor — Hall China — 
Harker Pottery—Sterling China 
— Wellsville China. 

You'll find these names on 
the finest dishes, sailing the 
seven seas, in the finest hotels, 
commissaries, restaurants, 
homes, palaces and “across the 
tracks.” They are made right 
here in East Liverpool — the 
Pottery Center of the World. 

The annual income, per fa™- 
ily, here (practically every one 
of them reads the Review) is 
now about $4,134. For a test 
campaign or a regular sch«d- 
ule, The East Liverpool Review 
will do the advertising (ob 
SINGLE HANDED! 


OUR 7 PAPERS 


® CANTON (OHIO) REPOSITORY 
@ STEUBENVILLE (OHIO) HERALD-S”\R 
@ SALISBURY (MD.) TIMES 
These 3 represented by 
Story, Brooks & Finley, In: 
@ MARION (OHIO) STAR 
@ EAST LIVERPOOL (OHIO) REVIE' 


© PORTSMOUTH (OHIO) TIMES 
@ SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 


RUSH MOO, 
NEWSPAPERS 
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crs when the engine speed and 
yn anifold pressure are such that 
t!e maximum horsepower of the 
e) gine is used. This operating con- 
dition should be avoided and used 
o: ly for emergency. Furthermore, 
if one went faster, and then still 
faster, the propeller eventually 
would not be able to keep up with 
the air coming to it, causing the 
loss of thrust.” 

At this point, sensing another 
verbal headwind, Major Bishop 
and I have propped the throttle 
wide open, slipped into our para- 
chutes, and are bailing out. Stop 
pushing! 

DALLAS WYANT, 

Promotion Manager, South- 

jand Industries Inc., San An- 

tonio. 
ee 2@« @ 


Catches AA Drifting 


To the Editor: In a recent issue 
of your publication in your 
reader’s forum department, you 
published a letter from John 
Stahr, editorial director of Carl 
Byoir & Associates, New York. He 
pointed out the “wrong-word bob- 
ble’ in a direct mail sales letter 
sent out by Harper & Brothers. 
Advertising the book “Mark My 
Words,” the letter either made an 
inaccurate use of the word “illus- 
ive” or else was guilty of a typo- 
graphical error. 

The Sept. 19 issue of ADVERTIS- 
ING AGE either tries to outdo Har- 
per in using an incorrect word, 
thus joining the wrong-word bob- 
ble parade, or your proof-reader 
should be taken to task. Boldly, 
m Page 1, is the headline, “Cigar 
Institute Trys Advertising for First 
Time.” Although “trys” is not 
thus incorrectly used for the first 
time as a substitute for “tries,” it 
does stem that “AA” should set 
a better example. 

Indeed it is fitting to echo Mr. 
Stahr by again asking, “Whither 
are we drifting’? 

DAvip RAFFELOCK, 

Director, The National Writers 

Club, Denver. 


U. S. Poster Art Must Be 
Improved, Nichols Says 


To the Editor: Undoubtedly you 
have read, as I have just read, 
Newsweek’s review (Oct. 3) of 
European poster art as portrayed 
in the recent “International Poster 
Annual” published by Pitman. 

In this review Newsweek points 

s.. . . 

a critical finger at American poster 
artists and art directors, bluntly 
asserting that these poster par- 
ucipants in American advertising 
have, and are still by-passing the 
European techniques. 

Newsweek is correct. With a 
few notable exceptions (Otis Shep- 
ard for Wrigley’s, etc.) the mass 
f U. S. poster art is the same old 
hash, re-hashed. 

But I don’t believe that News- 
weck is correct in assuming that 
the artists and art directors are 
at ‘ault. From my 25 years of ex- 
perience in the field of- advertis- 
ing illustration I feel that the 
American manufacturer is at fault. 
Most of them are much too con- 
‘ervative to try an untried idea in 
America, and much too deaf to 
stn to the logical arguments 
whch are available in behalf of 
‘the European style of poster art. 

The European poster is loaded 
Wit. science. That is, the psycho- 
‘0g cal aspects of color, form and 
‘nt are fully employed—and de- 
ibe rately. Also, the 
bos er artist—the leading men, of 
‘OL ‘se—know exactly how the hu- 
na eye functions, and they make 
ise of this knowledge in giving 
the r posters the fullest possible 
‘ffi iency in idea-impact. 

Cn the other hand, the Ameri- 
‘an style, which is frayed at the 
‘dg-s through 40 or more years 
ff continuous use, is merely a 
bicture with lettered words. If 
thee is any science in the av- 
‘tae American poster it is there 


through accident. 

In a nation as scientifically pro- 
gressive as the United States this 
condition appears incredulous. Yet 
the truth remains that the adver- 
tising technique employed near the 
turn of this century is still being 
used to sell today’s marvels of 
science undreamed of at that 
time. More than ten years ago 
Alfred Sloan of General Motors 
said that advertising needed a new 
model. We’re still waiting—not for 
the artist or art director—but for 
the manufacturer to ‘become as 
alert in his attitude toward ad art 
as he is in his product. 

I believe that I speak for hun- 
dreds of American poster artists 
and advertising illustrators when 
I say that I, for one, will be more 
than delighted in an opportunity 
to show the European group what 
we can do. 

If the United States.can lead 
the world in science, invention, 
and industry, why not add the 


American poster to the list? I, as 
well as many other American 
artists, stand ready and willing. 
The next move is up to the Amer- 
ican manufacturer and his adver- 
tising representative. 
DALE NICHOLS, 
Cuernavaca, Mexico. 


Points Up Advantages 
of Two-Color Oftset 


To the Editor: We were very 
interested to note your announce- 
ment of the enclosed Lamont, Cor- 
liss & Co.’s new two-color 12-page 
manual on “How to Sell More Can- 
dy.” However, we would like to 
call your attention to the fact that 
this booklet was produced in its 
entirety by the staff of Johnstone 
& Cushing in conjunction with La- 
mont, Corliss. 

It is interesting to note that two- 
color offset reproduction of con- 
tinuity booklets is very nearly as 
effective as reproduction in four- 


color offset, yet, from a cost stand- 
point, permits relatively small 
quantities to be produced economi- 
cally. We have a few copies avail- 
able here for any of your subscrib- 
ers that might be interested in hav- 
ing us send them one. 
THOMAS A. JOHNSTONE JR., 
Johnstone & Cushing, New 
York, 


‘Packs a Load of Sense’ 


To the Editor: I want to com- 
pliment you on your editorial in 
a recent issue of ADVERTISING AGE 
on “How to Make Advertising 
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Work” [AA, Sept. 19]. 

You pack a load of sound sense 
in the four paragraphs of this edi- 
torial. 

WALTER SEILER, 

President, The Cramer-Kras- 

selt Co., Milwaukee. 


Remember 


WM. F. RUPERT 

Compiler of NATIONAL 

BIRTH LISTS EXCLUSIVELY 

for the past 55 years. 

90 Fifth Ave., New York 11 
OR 5-3523 


When you 
need 


RECENT 
BIRTH 
LISTS 


IN EXCESS OF 200,000 
ABC 


fende: 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE * 101 PARK AVENUE 


Cyitago | sere 


Sefend 


NEW YORK 


European | 


Radio and Television Stations Representative. .. CBS 


(WCAU is already represented by Radio Sales 


WCAU 


“The Philadelphia Bulletin Station” 


announces the appointment of 


RADIO SALES 


as its representative 


in New York 


effective October 17, 1949 


in all other markets.) 


WCAU 


50,000 watts 
a CBS affiliate 
Philadelphia 
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Evans Forms Own Company 


Norris H. Evans, previously with 
Thomas Y. Crowell Co., has formed 
Norris H. Evans Co., publishers’ 
representative, with offices in Up- 
per Montclair, N. J. Eastern sales 
for Alaska Sportsman and Cotton 
Trade Journal will be conducted 
from this office. 


You CAN Do Something 
About the Weather! 


You can capitalize on the public's 
interest in it! 

A dial thermometer arrests attention 
and focuses interest. A useful and ap- 
preciated gift which provides valuable 
advertising space. Your name and mes- 
sage seen and impressed daily on 
numerous retentive minds by this mini- 
ature billboard. 


THERMO-DIAL 


Advertising Thermometers 


Made in 3 sizes (6%,", 11”, 15” di- 
ameters) for indoor and outdoor use. 
Accurate readings. legible from any 
angle. Copy silk screened in colors un- 
der convex glass. Write for photos, cir- 
cular and prices, 

Manufactured by 


CHICAGO AERIAL INDUSTRIES, INC. 

Advertising Accessories 
Phone HA 7-6620 322 So. Michigan 
CHICAGO 4 


Grocery Stores 
Sold Last in 
Dial Sales Push 


New York—Late in the spring 
of 1948, Armour & Co. made a 
critical decision. It would disre- 
gard the fact that nearly 90% of 
soap sales are made through food 


ANA Meeting 


outlets, and launch its new Dial 
in drug and department stores. 

Last week, Donald B. Hause, 
Armour’s advertising manager, de- 
scribed to an intent Association of 
National Advertisers audience the 
events which followed that deci- 
sion. 

Armour’s decision was dictated 
by several things: First, grocery 
stores, and particularly chains, 
were paring lines, and were hostile 
to a new product; second, Armour 
figured food retailers weren’t set 
up to give the kind of cooperation 
the soap demanded; third, if Ar- 
mour built demand and distribu- 
tion, it could get food store dis- 
tribution later. 

This choice also set the soap’s 
price structure. It was fair-traded 
at 25¢ a bar, allowing the retailer 
a 35% markup. This margin was 
calculated to build cooperation. 


s Dial got going (through Foote, 
Cone & Belding) in Omaha and 
Oklahoma City in late June last 
year. The company’s specialty sales 
force had obtained 80% distribu- 
tion on the desired type of out- 
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Worcester’ s Retail Sales 
2nd in Massachusetts 


Source: 
Buying 


the TELEGRAM-GAZETTE 


dei WORCESTER, MASSACHUSETTS | 


GEORGE F BOOTH Pub sher- 
‘moony REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES: 


OWNERS of RADIO STATION WTAG 


lets. Weekly newspaper advertise- 
ments were run, combined with 
radio spot. 

Next, Dial moved into Chicago. 
The company wanted a metropoli- 
tan market, and in Chicago the 
management could watch every 
step. The drive teed off with a 
four-color Tribune page, printed 
with Dial-perfumed ink. All Chi- 
cago newspapers and spot radio 
were used in a 13-week drive. 
Within eight weeks Dial was out- 
selling all other soaps in drug and 
department stores. Special delivery 
services were pressed into use; 
company officials answered S.O.S. 
calls in their own cars, carrying 
Dial. Finally, a “Sorry—Sold Out” 
ad helped to explain why Dial 
wasn’t always available. 

Meantime, Armour aimed Dial 
at the populous cities of the East, 
using the Chicago advertising tech- 
nique, and benefitting from store 
full-page ads, many in color. 


a In the spring of 1949, Armour 
was ready to give Dial to its gen- 
eral sales force, and crack the 
food stores. Salesmen were told 
painstakingly the research story of 
Dial and how its promotion had 
worked, and were given tools to 
help present Dial to grocers. Re- 
gional sales executives were 
briefed in district meetings, from 
which regional men took the ma- 
terials back for briefing local 
staffs. Then came a detailed pres- 
entation of the Dial promotion pro- 
gram so that each individual sales- 
man could know exactly how much 
circulation was going into his own 
sales territory. 

Mr. Hause describéd the Dial 
advertising as centering in com- 
ics, using a series of color full 
pages in Puck—the Comic Weekly, 
Metropolitan Sunday Comic Group, 
amd 60 independent comic sec- 
tions (he said this list will “soon 
be expanded.”) And Dial gets full 
pages in Life. 

He called attention to a copy 
switch, changing the approach to 
one “considerably simpler and 
perhaps more earthy,” now that 
food stores are carrying the soap. 
It closely parallels the copy used 
in Omaha and Oklahoma City. 

With the advertising and re- 
prints of each ad go a complete 
kit of dealer helps and point of sale 
material. And Armour salesmen 
can still tell a food retailer with 
precision what advertising will 
reach how many of that retail- 
er’s customers, and how the re- 
tailer can profit from the unusual 
Dial margin. 


Magnavox Boosts Sales, 
But Shows Net Loss 


Magnavox Co., Fort Wayne, Ind., 
increased its sales 23.6% in the 
four months ending June 30, but 
had a net loss, “after provision for 
carry back income tax credit,” of 
$893,057 compared with net earn- 
ings of approximately $102,000 in 
the corresponding period last year. 

Sales in the four 1949 months 
were $6,312,000, against $5,107,000 
for the same months in 1948. Op- 
erating losses were attributed to 
“serious shrinkage in projected ra- 
dio-phonograph and _ television 
sales, resulting in general price 
reductions. More than half comes 
from inventory write-downs and 
cancelation charges.” 


Launches Dodge Truck Drive 


The Dodge truck division of the 
Chrysler Corp. of Canada Ltd. has 
launched a campaign to promote 
the new DF series truck line. 
Newspapers, farm publications and 
spreads in trade publications are 
being used. The Windsor office of 
Walsh Advertising Agency handles 
the advertising. 


Retains Getschal Agency 

Hartford Textile Corp., national 
distributor of Firestone Velon, has 
retained Getschal & Richard, New 
York, to handle advertising in 
newspapers, business papers, and 
national magazines. Alfred J. Sil- 
berstein-Bert Goldsmith Inc. for- 
merly handled the account. 
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Remember 
this ‘picture ? 


lhe Creative ans Corner 


This Corner is sufficiently advanced in years to remember 
when oil burners were first introduced on a grand scale. As 
he remembers, one of the promotions employed was a grand 
round-up of shovels. Very smart. No words were needed. 
The shovel symbolized ail the bother of using coal—not 
only stoking the furnace, but clearing the ash pit. 

The first paragraph of the extensive amount of argumenta- 
tive copy used in this anthracite ad says, “Whatever kind of 
house you have or build—ANTHRACITE offers advantages 
you cannot get with any other modern fuel.” 

If you ask yourself as an advertising man what you think 
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MAYBE iT CAN HELP YOU! 
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of this statement, you may possibly reply, “Good strategy. 
Hit ’em hard. Claim everything.” If you ask yourself as a 
consumer, however, what you think of it, you may most 
“Horsefeathers.” 
that coal definitely fails to offer the convenience of oil or 


Undoubtedly it offers economy, which this ad attempts, 
in a very roundabout way, to point out. Is that anthracite’s 
chief advantage over oil and gas? Is that the principal rea- 
son people might continue using it in preference to oil or. 
gas? If so, why not play it for a fare-thee-well? The ad says _  ! 
that Mr. Fred C. Tanner of Poughkeepsie saves $74 a year 
by using a coal-stoker. Why not ask if it’s worth $74 to 
have your ashes hauled? Wouldn’t it be sounder selling to 
meet these consumer resistances head on—rather than duck 


The Corner thinks it would be. 
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World Adds 3 Stations 

Three Texas stations have 
signed contracts with World Broad- 
casting System, New York, for its 
transcribed library service. They 
are WFDX, Wichita Falls; KFJZ, 
Fort Worth; and KBTV, Dallas. 


Joins Devoe & Raynolds 

Devoe & Raynolds Co, New 
York, paint manufacturer, has ap- 
pointed D. E. Detweiler, formerly 


director of advertising and sales 
promotion for Fisk division of 
United States Rubber Co., as di- 
rector of advertising for the par nt 
company and its subsidiaries. 


Forms TV Company 

Milton H. Blackstone, for er 
television head of Robert Fe d- 
man Inc., New York, has set up 
his own video production ci 1- 
pany, TV Attractions, in New Y: 
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*haven for harassed advertising executives 


Take a holiday from deadlines, 15 & 2, crotchety 
clients. Soothe those frazzled nerves. Relax 


at the Deauville... 
beach, huge pool, 
guest rooms, dining rooms, cocktail! 
lounges, & many other facilities. Write to 


SV DD 


New York Office, Essex House, Circle 5-6727 Chicago Office, 55 E. Washingt 


enjoy the private 
air-conditioned 


WARREN C. FREEMAN, General Mgr. 
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ON THE OCEAN AT 67th ST. 


MIAMI BEACH, FLORIDA 
St., Central 6-68 © 
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ABC COVERS AMERICA’S BEST MARKETS — EFFICIENTLY 
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Eddie Cantor Says 
Radio Entertainers 
Ought to Sell More 


Cuicaco—Eddie Cantor has sug-. 


gested that entertainers ought to 
put more effort into selling their 
sponsor’s products. 

Speaking at a National Broad- 
casting Co. luncheon meeting, Ed- 
die asserted: ““‘We’re making a mis- 
take to consider ourselves enter- 
tainers alone. 

“Our business,” he continued, “is 
strictly salesmanship—a question 
of how to sell your product.” And 
selling for a sponsor, he asserted, 
is a fulltime job. When asked about 
his new sponsor, Eversharp, he of- 


fered a full-dress sales talk to il- 
lustrate his contention. 


Sponsors Telecasts of Races 


Padre Vineyard Co., Cucamonga, 
Cal., is sponsoring telecasts of the 
Sunday races at Agua Caliente 
over KTTV, Los Angeles. The races 
are filmed in the afternoon and 
shown the same night. To mer- 
chandise the program a racing 
score card is being distributed 
through taverns, package foods 
stores, grocery and market outlets. 
The agency is Smalley, Levitt & 
Smith. 


To Brisacher, Wheeler 


Ric Clark, formerly with W. B. 
Geissinger & Co., has been named 
copy director of Brisacher, Wheeler 
& Staff, Los Angeles. 
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vertising.* 


Every edition of the STAR-NEWS carries the close 
of the complete STOCK-MARKET giving its ‘‘“Able- 
to-Buy”’ readers complete financial quotations 
for that day. 


ISTAR-NEWS 


THE NEWSPAPER OF THE SAN GABRIEL VALLEY — 


Represented Nationally by Cresmer & Woodward, Inc. 


NEW YORK * CHICAGO ®* _ DETROIT 


FINANCIAL 


The STAR-NEWS is the No. 1 
Evening NEWSpaper on the 


OF " 


VERTISERS 


Coast for Financial Ad- 


*Source: Media Records 1948 
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¢ SAN FRANCISCO ¢* LOS ANGELES 


Seed ee ee 


2 MET a oe 


' 


Ps 
hey 


s 


Z 
q aoe 
ROCKFORD Comme 


— - 
= 
i rc. 
' ty 
t en 
— 
= 


2 
7 
ea 


Just off 


f survey of “How Rockford Consumers Buy” is a study 
' of buying habits, brand preference, ownership, and dealer 
t distribution in numerous classifications. 


i market that has consistently led 
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{ See How Your Product Compares bs 
with Competitors! — 


‘fel Get This New 1949 
Consumer Survey of the 


gains on retail sales and services. 


ROCKFORD MORNING STAR | 
Rockford Register-Republic i 
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CKFORD MARKET 


the press ... the fourth annual 


Get the facts on the 
all Illinois cities in percentage 
Send for free copy today. 


| trade publication advertising and 
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cago. These early ads (left, 1902; right, 
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ELGIN Warches 
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CONSISTENT—Elgin National Watch Co. advertising, initiated soon after the com. 
pany was formed in 1864, has changed with the times but has consistently plugged 
quality. The company’s advertising now is handled by J. Walter Thompson Co., Chi- 


1914) appear in the September issue of 


Elgin’s house organ. 


Admen’s Zurich 
Meeting Brings New 
Internat'] Ad Union 


ZuRIcH—Following a late Sep- 
tember committee meeting here, 
the International Union of Adver- 
tising has been established. The 
move follows more than a year of 
groundwork. 

Founder members of the union 
are the Advertising Association of 
Great Britain, Belgian Chamber of 
Publicity, Brazilian Association of 
Advertising, Scandinavian Adver- 
tising Association (including rep- 
resentatives of Norway, Sweden, 
Denmark and Finland), French 
Federation of Publicity, Italian 
Federation of Publicity and Swiss 
Advertising Association. 

Whether American advertising 
groups will be represented in the 
organization still is uncertain. An 
American observer was present at 
the formation, however, and is ex- 
pected to report to U. S. organiza- 
tions. 

Objectives of the body are to 
bring together the advertising as- 
sociations of all nations “to project 
and continue their work on the 
international plane for the com- 
mon good.” Cultural, economic 
and social functions of advertis- 
ing will be accented, with the idea 
of fashioning advertising into an 
instrument of international under- 
standing. 


Northrop Retires as Bank 
Ad Chief; Two Others Named 


Louis H. Northrop, assistant 
vice-president and head of the new 
business and advertising depart- 
ment of the First National Bank 
of Chicago, has retired after 24 
years with the bank. 

The new business and adver- 
tising department has been sep- 
arated into two departments. Harry 
G. Duntemann, assistant cashier, 
will head the advertising depart- 
ment and George F. Sister will 
head new business. 


Freedom-Valvoline to Sykes 


Freedom-Valvoline Oil Co., Free- 
dom, Pa., has named Sykes Ad- 
vertising, Pittsburgh, to handle its 


sales promotional material. Fitz- 
gerald Advertising Agency, New 
Orleans, will continue to handle 
the company’s consumer advertis- 
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S. California Agencies 
Adopt New Code of Ethics 


The Southern California Adver- 
tising Agencies Association has ap- 
proved and released a new code 
of ethics, prepared by its agency 
practices committee. Among other 
taboos, the code disapproves of 
plagiarism of artwork or copy. It 
obligates SCAAA’s 75 members 
to pay media and suppliers 
promptly. 

For solicitations it sets the 
standard: “Competitive methods 
and representations shall be based 
on ability and capacity to deter- 
mine, plan, direct and execute, as 
a whole, varied forms of advertis- 
ing. A member agency shall rep- 
resent itself as an advertising 
agency and shall not misrepresent 
itself.” 


Fadell Appoints Grundy 


Eben M. Grundy has been ap- 
pointed director of production of 
Fadell Co., Minneapolis, advertis- 
ing and public relations agency. 
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‘Elgin House Organ 
Tells of Company’s 
80 Years of Ads 


E.LGIn, Itu.—Elgin Nation) 
Watch Co., a consistent advertis +r 
almost since its founding in A - 
gust, 1864, tells the story of ts 
advertising and selling practices 
in the September “Watch Worc,” 
a 60-page, 85th anniversary issie 
of the company’s house organ. 

A spread in the volume illus- 
trates the development of the 
company’s advertising, since its 
first small notice was published 
in magazines in 1869. 

Establishment of a watch fac- 
tory west of the Alleghenies as- 
sured Elgin a great deal of news- 
paper and magazine publicity in 
the two years following the war 
between the North and South. The 
company soon after inaugurated 
a consistent advertising program 
which it has followed ever since. 

Major change in sales policies 
in recent years was the switch 
from wholesale jewelry company 
sales to direct-to-dealer selling in 
1946. 

“The change to direct selling,” 
the story says, “has been eminently 
successful.” 


Offers Iris Bulb Premium 


White King Soap Co. is offering 
11 spring-flowering Dutch Iris 
bulbs for 25¢ in coin and one 
White King soap box top. The of- 
fer, which runs through Nov. 12, 
is being made on the Frank Hem- 
ingway Monday-through-Saturday 
newscasts over the Mutual Don 
Lee network. 


Appoints Greshoff Agency 


Greshoff Advertising Agency 
has been named to direct the ad- 
vertising of the Savings Bank Life 
Insurance Council, New York. 


WHAT’S GOING ON?’ 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
yeloping sales prospects on certain 
types of products and services. 


New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


BUSINESS opp FARM GENERAL 
PAPERS BX PAPERS PX MAGAZINES 


343 So. Dearborn St, Chicago 4 


SUPERIORITY COMPLEX 


My husband, advertising manager of the Ding-Bat Company, used to be 4 


nice fellow with just enough of an inferiority complex to. make him easy to li 
with. Since he picked KXOK, sales have gone up so fast my husband thin 
he’s the smartest advertising manager in town. Now he has a superiority co’ 


plex and he’s positively obnoxious. 


Dear Unhappy Wife: 


‘_o 


Unhappy Wife 


Maybe KXOK should have the superiority complex instead of your husban - 
During March, 1949, KXOK was within share of audience striking distance 
first place in St. Louis. Briefly, this means KXOK delivers more Hooper aud 
ence per dollar than any other St. Louis network station. No wonder Ding-B: 
products are going to town. When your husband checks KXOK’s low-cos 
per-Hooper point, KXOK’s wide coverage, and KXOK’s low-in-St. Lou 


rates, he’ll be even cockier! 


Basic ABC 


5,000 Watts 


KXOK, St. Louis 


630 on the dial 


A “John Blair” statio 
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Along the Media Path 


e Development of the commercial 
b; king industry in the 13 southern 
st. tes for the past 60 to 70 years 
is highlighted in a special “Dixie 
Supplement,” issued as a part of 
the October number of The Dough 
Bey, New Orleans. The supple- 
ment details the progress in mech- 
anization, baking science, packag- 
ing, ingredients, sanitation and 
merchandising. 


e Che Ziff-Davis quarterly, Mod- 
ern Bride, started the biggest home 
furnishings promotion in the bridal 
field Oct. 14, with 85 participating 
department and furniture stores 
displaying a living-dining room 
and bedroom, completely decorated 
and outfitted with accessories. Nu- 
cleus of the exhibits is furniture 
made by Dearborn Co., Chicago, 
and the display rooms were trade- 
tested in Dearborn’s space at the 
home furnishings market there 
during July. The rooms also are 
featured in the magazine’s winter 
issue, just out. 


e To interested advertisers, In- 
dustrial Equipment News, New 
York, is making available copies 
of the new “Inquiry Checking and 
Analysis Work Sheet” which it de- 
veloped to aid manufacturers. An 
explanatory note at the top of the 
sheet says in part: “While we do 
not believe that inquiries can be 
the only base for judging the value 
of advertising, we do know that 
they are one of the best... provid- 
ing they are thoroughly analyzed, 
studied and followed up.” 


e To promote its third annual 
Boys’ and Girls’ Book Fair at the 
American Museum of Natural His- 
tory Nov. 18-21, the New York 
Times is distributing posters to li- 
braries, schools and book stores, 
and mailing to booksellers, li- 
brarians, school principals and 
teachers. A Times Square window 
display and spot announcements 
over WQXR also will build interest 
in the fair, and the Times will pre- 
cede it with a big Children’s Book 
Issue in its Sunday, Nov. 13, “Book 
Review.” 


e Eagle Publishing Co., Pittsfield, 
Mass., publisher of the Berkshire 
Eagle, has started an $80,000 mod- 
ernization program. The daily is 
installing a six-unit, straight-line, 
heavy-duty Hoe press and will 
modernize the exterior of the 
building it has occupied since 1904. 


¢ Both of Seattle’s dailies have 
launched puzzle contests for read- 
ers. The morning Post-Intelligen- 
cer, in its second puzzle contest 
this year, is offering $10,000 in 
cash prizes while the afternoon 
Times, in its first contest since 
the war, put up $13,000 in mer- 
chandise and cash. 


¢ The Greensboro, N. C., market 
has shown an increase of 112% 
over the average market during the 
bast decade, according to a study 
prepared by the Greensboro News 
ani Record. Jann & Kelley, the 
he vyspapers’ representative, plans 
‘0 oresent the study at a series of 
lu: cheons for advertisers and their 
ag¢ neies. 


* joing against the “current fad 
fo. extravagant presentations and 
fa tastic readership survey 
tla ms,” the Journal of Account- 
an y, New York, is sending out a 
fil folder which includes the un- 
in lyzed statistics of a reader sur- 
ve’, as well as the publication’s 
1% 9-50 data book, ABC statement, 
fats ecard and a recent copy of the 
Journal. “I hope you will find it 
ef eshing if we don’t analyze and 
interpret our figures,” said S. L. 


Mason, advertising manager, in an 
explanatory letter. 


e With a small, cut-out folder, 
revealing a real dime (which it 
recommends be sent along to the 
March of Dimes), the Los Angeles 
Mirror points up the fact that its 
circulation guarantee is now 175,- 
000 net paid daily, an increase of 
75,000 over the original guarantee 
“at a rate increase of only 10¢ 
per line.” The evening tabloid has 
just inaugurated a regular Thurs- 
day 12-page pull-out food section, 
edited by its home economics edi- 
tor, Anita Bennett. 


e The Des Moines Register and 
Tribune have just established an 


advertising scholarship at the Uni- 
versity of Iowa school of journal- 
ism. The award will go to a male 
senior or graduate student major- 
ing in the subject and planning a 
career in newspaper advertising. 


e The Nashville Tennessean 
marked the 10th anniversary of 
Tennessee Valley Authority power 
with a special 64-page “Jubilee 
Edition” Sunday, Oct. 2. Congratu- 
latory messages in the ad-packed 
section ranged up to spreads. 


Two Join Fred Smith & Co. 


Robert L. Shayon and William 
D. Patterson have joined Fred 
Smith & Co., New York, public 
relations, as members of the com- 
pany. Mr. Shayon was previously 
with Columbia Broadcasting Sys- 
tem as producer of “You Are 
There,” series of reenactments of 
historical events. Mr. Patterson 
was formerly associate publisher 
of New Republic. 


To Resign Part of Account 

Brooke, Smith, French & Dor- 
rance will not seek to handle re- 
creational and industrial advertis- 
ing of the Maine Development 
Commission after Dec. 31. BSF&D 
has handled this advertising for 
six years. It will continue to han- 
dle other development commis- 
sion advertising. 
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SIGHS OF LONG LIFE” 
FOR QUANTITY BUVERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artirett® 
900 Kibby $+. Lima, VtA 


USre 


School and College 


Architects 
constantly use 


The American School 


and University 
in preparing plans and speci- 
fications for educational 
buildings. 
Write for “It Takes a Lot of People 
to Plan a School.” 


——| 
The American School Publishing Corp. 
470 Fourth Avenue, New York 16, N. Y. 
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Te “Tt 


This plant has special equipment and 
complete facilities for producing 


Catalogs, Publications 
and General Printing 


PRINTING PRODUCTS CORPORATION has system. No 
orders get lost or sidetracked. Each order is assigned to 
an experienced executive who watches and follows the 


order from 


PRINTING PRODUCTS CORPORATION has been in the 
printing business for many years and is responsible finan- 
cially and otherwise. Dun & Bradstreet, Incorporated, z 
rates PRINTING PRODUCTS CORPORATION 
ASSOCIATES over One Million Dollars highest standing. 


PRINTING PRODUCTS CORPORATION always gives proper 


the beginning to delivery. 


quality, quick delivery, and right prices. 


We Solicit Your Printing Orders and Will ‘Serve You Well 


LUTHER C. ROGERS 
Board Chairman and 
Management Advisor 


Should Know What 
PRINTING PRODUCTS CORPORATION 


Gan Deo Jor Them 


ii 


and 


{ 
f 


a 


» Producla Crpration 


(THE FORMER ROGERS AND HALL COMPANY) 
PRINTERS 


Artists + Engravers « Electrotypers 
Telephone WAbash 2-3380 — Locul and Long Distance 
Polk and La Salle Streets, Chicago 5, Illinois 


A large, efficient ond completely 


equipped printing plant. 
(The former Rogers & Hall "4 


Company plant) 


Relieve yourself of all 
anxiety and worry. Place 
your printing orders with 
PRINTING PRODUCTS 
CORPORATION. 


Our plant and organiza- 
tion give special services 
and furnish advantages 
too varied to mention in 
this advertisement. 


a as 


H. J. WHITCOMB 


Vice President and 
Assistant Director of 
Sales 


L. C. HOPPE 
Secretary 


W. E. FREELAND 
Treasuref 
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Eatmor and Pillsbury 
Launch Joint Drive 
Eatmor cranberries, 
dised through the American Cran- 
berry Exchange, New York, and 


merchan- 


Pillsbury pie crust, product of 
Pillsbury Mills, Minneapolis, have 
tied up in a pie promotion to run 
this month, November and De- 
cember. Eatmor will use four- 
color, 1,000-line ads in 16 Sunday 


YOU WAIT HERE, DAWN HONEY, 
(LL BUTTONHOLE KIMBERLEY, 
THE BIG PRODUCER. 


HOLLYWOOD LOCALE—The types 
and characters, the foibles and eccen- 
tricities, which make Hollywood what 
it is, are given realistic treatment in the 
sophisticated new color comic launched 
in the Chicago Sunday Tribune Oct. 2. 
It is from the drawing board of Val 
Heinz, protegee of Frank King, veteran 
Chicago Tribune cartoonist and creator 
of Gasoline Alley. (Adv.) 


supplements, b&w ads'in about 125 
newspapers and 1,300 country 
weeklies. Magazines include Amer- 
ican Family, Capper’s Farmer, 
Family Circle, Household, Success- 
ful Farming, Western Family and 
Woman’s Day. The campaign also 
will use Nancy Sasser and Jessie 
DeBoth columns in some 80 news- 
papers, plus 11 business papers, 
and radio spots over 30 stations. 
Batten, Barton, Durstine & Osborn 
is the agency. 

Pillsbury will use b&w ads in 
newspapers, and full color in The 
American Weekly, Parade, and 
This Week Magazine. Leo Burnett 
Co., Chicago, has the account. 


Plugs Price Cut in Candy Bar 


Brown & Haley, Tacoma, Wash., 
has launched a campaign for its 
Mountain candy bar, which has 
been cut in price from 15¢ to 5¢, 
using the theme “Now only 5¢.” 
Front page space, generally in two 
colors, is being used in Seattle 
dailies; spot radio in major Wash- 
ington cities and Portland, Ore.; 
and outdoor posters in Washing- 
ton and a few markets of Oregon, 
Idaho and Montana. Honig-Cooper 
Co., Seattle, is the agency. * 


Quaker Expands MBS Show 

Quaker Oats Co., Chicago, which 
has sponsored “Man on the Farm” 
on 400 Mutual stations from 12- 
12:30 p.m., local time, to promote 
Ful-O-Pep feeds, on Oct. 8 also 
took over the 11:30-12 a. m. section 
of the show, to promote Quaker 
Premium oats. 


ity — lower 
write, wire or ph 


_ we're experts in 
them. 
*® 


24-SHT. POSTER PRINTINGS 


CUT 25% 


method gives you greater 
New adh an @ asier posting — so 
one for full details to- 


day. Let us help you 
sizes, car cards, streamers, 


flexibil- 


with all your poster 
and displays 
*DAY-GLO on all of 


Daylight Fluorescent Paint 


silk screen 


ies 


The Eye and Ear Department 


products. 


does—but no other. 


earth can do what Fab does. 


for fact or honesty. 


vention. 


This Department’s brother-in-arms, 
critter who writes The Creative Man’s Corner, exhibits a sort 
of mania for beating soap ads over the head with a piece of 
petrified wood. For this particular column, that piece of wood 
has been borrowed for a similar treatment of soap commercials. 

Maybe soap isn’t the word—but detergent certainly is. Within 
an hour, on Friday afternoon, Tide and Fab grab the listener’s 
ear with commercials remarkably similar for their respective 


Tide’s commercial spells out in no uncertain terms that Tide 
washes things cleaner and whiter and brighter and better than 
any other powder. It says that no other powder can do what Tide 


Then Fab comes along and says it’s better than any other soap 
or detergent on the face of the earth—that no other powder on 


Now obviously, in so short a time, these respective claims are 
not only going to cancel each other out, are not only going to 
stretch a listener’s credence to the breaking point, but they are 
going to do irreparable harm to advertising in general. For both of 
them can’t be true, and so extreme is each in its claim that the 
obvious reaction is, “Nuts to both of them.” ? 

Since they are among the largest users of advertising in the 
country, the soap companies have a responsibility to the profes- 
sion which helps keep their goods moving. But with commercials 
like this, they are definitely not meeting their responsibility. 
They are casting discredit on all advertising—by making it ap- 
pear a completely undisciplined craft with no regard whatsoever 


These may be harsh words, but the soap companies deserve 
them. There is absolutely no justification for such excess—and 
it is just such excess as this that invites eventual federal inter- 


Remember the giveaway programs? 


the cantankerous old 


National Type Face 
Board Approves 69 
Designs for Ad Use 


New YorK—Members of the Na- 
tional Board on Printing Type 
Faces have announced approval of 
a total of 69 type faces for adver- 
tising use. 

The board said it was interested 
only in “the best designed faces,” 
and that those not listed at its 
latest meeting may be submitted 
again by manufacturers. 

In addition, t] - board passed a 
resolution asking type manufac- 
turers who adopt a popular type 
face to cut it for their own ma- 
chines on the same alignment and 
under the same name as used by the 
originator. This can be handled, 
it pointed out, through cross licens- 
ing arrangements, as is done now 
by some manufacturers. 

The approved type faces in- 
clude: 


Astree; Balloon family; Bank script; 
Baskerville; Bell; Bembo; Bernhard Mod- 
ern Roman; Bernhard Roman and Cur- 
sive; Blado; Bodoni family; Bond script; 
Brush; Bulmer; Caledonia family; Caslon 
family; Century family; Cloister family; 
Cloister text; Commercial script; Cooper 
family; Cornell; Coronet; Corvinus; Deep- 
dene; Egmont; Electra; Excelsior; Fair- 
field; Flash family; Fournier; Futura fam- 
ily; Garamond family; Gothic family; 
Goudy family; Goudy text; Granjon; 
Grayda; Jenson; Kabel family; Karnak, 
Memphis, Beton or Stymie; Karnak Obel- 
isk; Kaufmann family; Legend; Les Co- 
chin; Libra light and bold; Lutetia; Lyd- 


ae 


RIAL MARKET DATA. 


ian family; Narcissus; Neuland and Neu- 
land Inline; Onyx; Opticon; Polipilus; 
Poster; Radiant family; Rondo bold and 
light; Samson; Scotch Roman; Sparton 
family; Stencil; Swing bold; Tempo fam- 
ily; Textype; Times Roman; Tower; Typo 
script; Valient; Waverly; Weiss family, 
and Weiss Initials Nos. 1 & 2. 


Eastern Stages Contest 

Capt. Eddie Rickenbacker, pres- 
ident and general manager of East- 
ern Air Lines, New York, has 
mailed 7,100 letters to the homes 
of the company’s employes stating 
that 148 prizes will be awarded 
this year in the company’s second 
annual contest for non-supervisory 
personnel. Prizes will include au- 
tomobiles, refrigerators, television 
sets, table lighters, etc. The sub- 
ject of the entries will be “How I 
can make my company success- 
ful.” Entries may be written in 
any language. 


Patterson Shifts to Morse 

Jerome Patterson, formerly a 
director of Vick Chemical Co., has 
been elected president and gen- 
eral manager of Morse Interna- 
tional, New York agency. 
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Benson & Hedges 
Uses Puzzling Ads 


New YorK—A new technique { )r 
promoting Benson & Hedges’ nx \ 
Private Brands cigarets has be yn 
introduced in a test campaign > 
250-line ads to run weekly un j! 
December in the New York Her- 
ald-Tribune and Times featuri ig 
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Nobody uses finer: tobaccos than 
Benson & Hedaes 


a cross-word puzzle, which is an 
ad, a puzzle and a sampling device 
all in one. Al Paul Lefton Co. is 
the agency. 

People who sent the correct 
solution of the puzzles to the ad- 
vertiser accompanied by wrappers 
from two packages of the cigarets 
advertised were sent a “library” 
package of 50 cigarets at no extra 
cost. This offer expired Oct. 11. 

The ads will be changed every 
few days, and may run more or 
less than 250 lines, depending on 
the puzzle shown. The test is be- 
ing made in the New York metro- 
politan area only. 


Appoints Robert Gibson 


Robert Gibson has been ap- 
pointed southwestern national dis- 
trict sales manager of Dad’s Root 


Beer Co., Chicago. 


On the Air September 22 
a new TELEVISION STATION 


Serving North Carolina’s 
Rich Tri-Ciy Market 


GREENSBORO 
WINSTON-SALEM 
HIGH POINT 


Now, for the first time, 
WFMY-TV makes it possible 
to sell this rich area as one 


market. 


AFFILIATED WITH 


CBS NBC 


wy 


CHANNEL 2— GREENSBORO, N. © 


Burlin aton Mi lls 


Furniture Center 
of South ___ 


ABC 


and First in the Carolinas with “Live TV 


Sales Representatives 
HARRINGTON, RIGHTER and PARSONS, INC. 


New York City 
270 Park Avenue 
MU 8-1185 


Chicago 
Tribune Tower 
WH 4-0074 


Owned and operated by 
GREENSBORO DAILY NEWS and THE GREENSBORO RECORD 
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Market Research 
Now Directed at 
Motives: Roper 


(Continued from Page 1) 


ployes and their families and 
friends will continue to believe 
that the free enterprise system has 
more to offer them than any other 
system,” he concluded. 

A. W. Zelomek, president, In- 
ternational Statistical Bureau, said 
that distribution must keep pace 
with scientific development on the 
one hand and the growing desire 
and changing position of the con- 
sumer on the other. 

“Increases in the nation’s stand- 
ard of living,” he told the con- 
ference, “go hand in hand with 
increases in productivity.” Living 
standards have increased at a con- 
stantly rising rate and popula- 
tion has been increasing at a stead- 
ily lower rate. 


s Thus, he said, more of the in- 
creased national income is going 
into rising living standards. These 
higher standards offer bright pros- 
pects for sales, but also present 
many problems. 

“A high standard society is a 
volatile, changing society. Although 
it raises your level of opportunity, 
it also requires a higher level of 
planning on your part. 

“The high standard family can 
and does vary its spending much 
more rapidly and drastically than 
the family living at a subsistence 
level. Foresight, recognition of ba- 
sic trends and continual alertness 
to the changing demands of the 
public have become essential. 

“The réal problem is to get 
prices down to a point where new 
levels of demand will be tapped, 
without doing too much damage to 
employment and income in the 
process,” he asserted. 


s “Untangling the Snags in World 
Food Distribution” was the sub- 
ject of a speech by Sir Herbert 
Broadley, deputy director-general 
of the food and agriculture or- 
ganization of the United Nations. 
His organization, he said, has 
proposed a five-part remedy for 
the “dollar shortage.” First, main- 
lain a high level of production 
and employment in the U. S. Sec- 
md, reduce trade restrictions. 
Third, increase productive efficien- 
cy in European countries. Fourth, 
funnel a steady stream of capital to 
underdeveloped countries to create 
agricultural and industrial de- 
velopment there, and fifth, these 
steps must be taken so that trade 
may again become multilateral and 
currencies freely convertible. 
Nathaniel H. Engle, professor 
f{ business administration at the 
University of Washington, dis- 
cussed the three West Coast states 
a a market. Noting that the pop- 
ulation had doubled in the last 20 
years, he said that the West is be- 
‘on ing less and less dependent on 
the East for manufactured goods. 


"And he concluded by pointing 
cut that the western market for 
Ndustrial goods is impressive in 
‘ize and because of its diversity 
‘ho ld be considered by those who 
ai ket machinery, machine tools, 
pment and supplies. 

A. appeal for a reversal of the 
Tverd which has broken sound 
‘XY deasting “into smaller and 
‘ne ler units which have less and 
‘ss chance to survive” was con- 
’ined in a speech by James D. 
‘ho ise, president and board chair- 
nar of the Crosley Broadcasting 
-Or ), 

H» asserted that unless a:num- 
‘er of clear channel stations “are 
iloved power increases, within 
riaps five years, to improve 


service to the public and to provide 
for advertisers a continuing means 
of reaching people at low cost per 
family unit, the whole economic 
base upon which broadcasting rests 
today can collapse—and it need not 
necessarily be a slow death.” 


ws “Even the operators of clear 
channel stations will find, within 
the next few years, that quality 
operation to a thinner and thinner 
audience will be economically im- 
possible under the present archaic 
50,000-watt ceiling on power,” he 
added. ; 

Mr. Shouse based his plea for 
higher power clear channel sta- 
tions on several arguments which 
are, briefly: 

1. Television sets in use have 
increased from 150,000 in the fall 
of 1947 to 2,150,000 last month. 

2. TV stations have increased 
from six in early 1947 to 81 at 
present, with 32 stations under 
construction and 350 applicants 
waiting for permission to build. 

3. About $1 billion already has 
been invested in video sets. 

4. TV programming last year cost 
about $7,000,000. This year pro- 
gram expenditures will rise to $30,- 
000,000. “The sheer weight of so 
much money can only result in a 
tremendously accelerated set of 
program standards.” 


a 5. “In homes where both AM 
and television are available... 
sufficient statistics now are avail- 
able to warn all save ostriches that 
television is going to compete 
fiercely not only for the listening 
audience, but the reading audience, 
the movie audience and, potential- 
ly, for the total audience of people 
who hitherto have gone outside the 
home for entertainment of a hun- 
dred different kinds.” 

6. “The fact that the number of 
AM stations has been doubled since 
1945 does not mean that advertis- 
ing budgets available to radio have 
been doubled. They have not. So, 
the sound broadcasting industry is 
coming into an era of real com- 
petition with television, in a state 
of complete dilution. 

7. “Some sound broadcasting 
units will have to be made stronger 
in order to prevent a complete 
deterioriation in service to the 
public, because of economic pres- 
sures and an already noticeable 
lowering of standards of acceptable 
program material for products ad- 
vertised on the air.” 


ws Horace B. McCoy, director of 
the Office of Domestic Commerce 
of the U.S. Department of Com- 
merce, explained that a substantial 
part of the total cost of distribution 
is incurred in the employment of 
labor, and that marketing is not a 
field in which labor-saving ma- 
chinery is well adapted. 

He said his office is giving more 
attention to distribution cost re- 
search. 

Emil Schram, president of the 
New York Stock Exchange, told 
the conference that consumer 
prices can’t go down further unless 
production costs are cut by means 
of further investments. The order 
of events, he said, is larger invest- 
ments, lower costs, larger output, 
and, finally, lower selling prices 
and enlarged consumption. 


Lindeman & Hoverson 
Names H. M. Gross 


Lindeman & Hoverson Co., Mil- 
waukee, has appointed H. M. 
Gross Co., Chicago, as its agency. 
The company, which has manu- 
factured L&H electric ranges and 
hot water heaters for many years, 
has added refrigerators and home 
freezers to its line. 

An aggressive campaign on the 
new products is planned, to ap- 
pear in national magazines. 


Packaging Exposition Set 

The third western packaging ex- 
position and conference will be 
held in the San Francisco Civic 


Auditorium, August, 1950. 
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PRODUCT THAT BEARS THE NAME REXALL 


GOES NATIONAL—Rexall Drug Co. is promoting its annual 1¢ sale nationally for 
the first time with this spread in Collier's, Farm Journal, Life, Look and The Saturday 
Evening Post. Batten, Barton, Durstine & Osborn, Los Angeles, is the agency. 


Kroger Co. Opens 
$65,000 Consumer 
Brand Name Contest 


CINCINNATI—Kroger Co. last 
week launched its mammoth $65,- 
000 consumer brand name “treas- 
ure hunt.” 

In a series of five weekly. con- 
tests, first of which opened Oct. 
10, Kroger will tie in with 54 
national brand manufacturers. 

The company’s 2,242 stores each 
will display 54 overhead wire 
hangers featuring the national 
brands and their slogans. Contest 
entrants are required to identify 
one of the brands displayed with 
its slogan, attach the printed brand 
name to the entry, complete the 
last line of a Kroger jingle and en- 
close the dated portion of a Kroger 
coffee bag or can. ; 

A total of 5,555 prizes will be 
awarded, 1,111 each week. A Buick 
sedan will be awarded as first 
prize each week. Other prizes in- 
clude ten all-expense weekend 
trips to New York for two, and 
Evans handbag kits; 100 Westing- 
house toasters, and 1,000 boxes of 
Hollywood hosiery makeup. 


es Grand prize, to be awarded the 
winner of a run-off contest among 
the first 5,555 contest winners, is a 
$5,000 cash prize. 

The company is placing ads for 
the contest in 1,116 newspapers 
and is using its three radio shows, 
“Linda’s First Love,’ “Hearts in 
Harmony” and “Mary Foster, the 
Editor’s Daughter,” to carry contest 
commercials on a network of mid- 
western stations. 

In addition, 25,000 Kroger em- 
ployes are eligible to participate 
in a contest designed to boost the 
fall sales event. Fifty winning 
store managers will receive nine- 
day all-expense trips to Florida 
and Cuba. 


‘Lorain Journal’ 
Executives Answer 
Anti-Trust Charges 


CLEVELAND—The Lorain Journal 
Co., target of a Department of Jus- 
tice civil suit charging that the 
newspaper attempted to monopo- 
lize the dissemination of news, ad- 
vertising and other information in 
the community, last week filed an 
answer in federal court. 

Four officers of the newspaper, 
who allegedly refused advertising 
from advertisers who used local 
radio stations, declared in their an- 
swer that the government’s com- 
plaint does not present a case with- 
in the Sherman Act. 

The defendants include Samuel 
A. Horvitz, publisher of the Lorain 
Journal; D. P. Self, business man- 
ager of the paper; Frank Maloy, 
editor, and Isadore Horvitz, pres- 
ident of the company. 

A hearing has been set for Nov. 


15. 
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PoPAI Belabors 
Columnist for 
Slur on Medium 


New YorK—Last week members 
of the Point of Purchase Advertis- 
ing Institute were still firing let- 
ters, salvo after salvo, at J. B. 
Wallach, business news editor of 
the New York Sun. Mr. Wallach, 
in his column for Sept. 28, at- 
tacked point of sale aids as fail- 
ing to live up to “advertising in- 
surance” and said that funds ex- 
pended on displays can be put to 
better use in educational programs 
for sales personnel. 

Mr. Wallach said that point of 
sale displays are becoming re- 
garded as “promotional detours” 
around the basic job necessary to 
make advertising fully effective 
and profitably productive. He 
added that it has been pointed out 
that displays can attract without 
selling and explain without being 
understood. 


a The institute issued its call to 
arms the next day with a letter by 
King Gould, executive secretary, 
to all members. Asserting that the 
Wallach column was filled with 
“generalities and foggy phrases,” 
he urged letters of protest to Will- 
iam T. Dewart Jr., publisher of 
the Sun. The result was probably 
the greatest collection of comments 
ever drawn by the business news 
column in the Sun. 

E. K. Whitmore, vice-president, 
Oberly & Newell Lithograph Corp., 
opened the barrage with a letter 
pointing to the results of a test 
of point of purchase in Rochester 
and Syracuse. The survey, con- 
ducted by Fact Finders Inc. and 
previously reported by AA, showed 
sales increases ranging from 20% 
for GE lamps up to 113% for Yale 
& Towne products, as a result of 
effective use of point of purchase 
material. 

H. C. Latimer, of the educational 
department of Lithographers Na- 
tional Association, asserted that 
Mr. Wallach’s article reflected “‘ig- 
norance of the subject on the part 
of your sources,” or “confused 
thinking or reporting,” and added: 


s “To make advertising (periodi- 
cal) fully effective is the very es- 
sence of the need for much point 
of sale material. This is the reason 
periodicals maintain merchandis- 
ing departments for their advertis- 
ing, and supply them with point 
of sale material for their dealers 
...A page ad in the Sun, or in 
Life, will be most effective with 
the assistance of dealer material 
of various kinds.” 

Erwin Huber, president, Topflite 
Tape Co., not only quoted various 
surveys to show how p-o-p in- 
creases sales, but decried the sug- 
gested substitution of sales train- 
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ing for point of purchase. 

“Your statement that sales are 
lost at retail counters because of 
faulty sales training is true, too 
true,” he wrote, “but your at- 
tempt to tie up these losses with 
point of sale advertising is far 
fetched. Why not blame the loss 
of sales through faulty training to 
newspapers, radio or skywriting?” 


a V. A. Ross, vice-president, Chi- 
cago Cardboard Co., asserted that 
“we in the advertising business 
firmly believe all types of adver- 
tising are links in a chain connect- 
ing seller and purchaser, and all 
have a definite and vital spot. 

“My experience as a salesman 
selling merchandise—not point of 
sale material—has been that any 
type of display serves as a re- 
minder to the sales clerk that he 
has the particular type of mer- 
chandise to sell, and the least it 
can do is give him a few selling 
points to persuade a potential buy- 
er to spend his money on the prod- 
uct at the time he is in the store 
to buy...” 

Other reactions came from Carl 
Ruprecht, advertising director, Un- 
derwood Corp., urging Mr. Wallach 
to avail himself of PoPAI informa- 
tion to “write another article re- 
tracting some of the wrong and 
misleading statements,” and from 
Murray Koff, assistant advertising 
manager, Seagram-Distillers Corp., 
who said: “Candidly, I feel the 
subject was not treated altogether 
impartially. I am aware that there 
are conflicting opinions...I think 
it would have been fairer if the 
subject had been covered objec- 
iweer.4. ” 


= But Mr. Wallach told AA he 
had received unfavorable letters 
only from executives engaged in 
the point of purchase advertising 
business, and that other users of 
p-o-p had written him to the ef- 
fect that his remarks were con- 
structive and helpful in disclos- 
ing poor sales promotion meth- 
ods. 

He added that most of the let- 
ters sent to the Sun were apparent- 
ly more emotional than rational, 
and that he thinks the column 
speaks for itself. Although many 
of the writers said they could re- 
fute his statements, no one did so 
with concrete evidence, Mr. Wal- 
lach said. 


W. EARL BOTHWELL 

PITTSBURGH—W. Earl Bothwell, 
54, president of W. Earl Bothwell 
Inc., the agency which he founded 
in 1933 as a result of his activities 
with the Bothwell & Warner Hotel 
Reservation Service, died of a 
heart attack Oct. 12 in his Mt. 
Lebanon home. 

Mr. Bothwell started the Na- 
tional Cab Advertising Service, 
which was merged with the hotel 
reservation service at the time of 
the agency’s founding. 

Long a prominent member of 
the Pittsburgh Advertising Club, 
he also served on the board of di- 
rectors of the American Associa- 
tion of Advertising Agencies. 


A. J. OBERNDORFER 


CLEVELAND—Arthur J. Oberndor- 
fer, 64, advertising manager of 
Hevi Duty Electric Co., Milwau- 
kee, for the past 15 years, died 
Oct. 13 while on a train enroute 
here, where he planned to attend 
the National Metal Show. 

Mr. Oberndorfer, who was ad- 
vertising manager of Sivyer Steel 
Castings Co., Milwaukee, before 
joining Hevi Duty, was one of the 
founders and most active mem- 
bers of the Milwaukee Industrial 
Advertisers Association. 


PAUL V. TROUP 


CuHicaGo—Paul V. Troup, 84, 
who retired from the old Lord 
& Thomas agency in 1931 after 50 
years with the company, died Oct. 


12 in Evanston hospital. 
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TV's Audience 
Share at 11.4%, 
Brown Reports 


Radio, Off 6%, Still 
Has 88.5% of Homes, 
Hooper Aide Tells ANA 


New YorkK—Television’s share of 
the total broadcasting audience in 
the U. S. doubled during the first 
eight months of this year, but radio 


made this comparison in an ad- 
dress before the sradio-television 
session at the Association of Na- 
tional Advertisers’ convention last 
week. 

In January, 1949, TV’s share of 
the U. S. audience was 5.4%; by 
August it had jumped to 11.4%. 
Radio’s portion declined from 
94.5% to 88.5% during the same 
period, he said. 


a Emphasizing that radio homes 
have increased an estimated 2,000,- 
000 over 1948, Mr. Brown said U. 
S. Hooperatings for mid-winter 
1949 (January-February) showed 
an average audience increase for 
evening half-hour sponsored net- 


work programs of 20,000 homes 
over mid-winter 1948. 

TV’s growth in 37 leading video 
cities from January to August of 
this year followed the same curve, 
but with a higher percentage level, 
moving from 9.4% to 17.6%, it 
was stated. Share of audiences in 
those cities, based on seven nights 
a week of AM-TV shows during 
July and August, ranged from 
32.6% in Baltimore to 1.7% in 
Oklahoma City. For New York and 
Philadelphia the percentages were 
28.5% and 28.2%, respectively. 


still has the lion’s share of the 


ANA Meeting 


homes with 88.5%, having lost 

only 6% during that period. 
Thomas H. Brown Jr., vice- 

president of C. E. Hooper Inc., 


IN THE — 


PANTAGRAPH 


‘Can You Reach 117,000 


e The research executive pre- 
sented in chart form the case his- 
tories of outstanding video pro- 
grams. Among them: 

“Texaco Star Theater” (NBC), 
which by last June was the No. 1 
broadcast show in New York, 
audiencewise, with nearly 40% 
of the total broadcast (radio and 
video) audience. 

Starting in second place in Jan- 
uary, Gillette-sponsored boxing 
bouts on NBC-TV were in first 
place in New York by the time 
the series went off the air for the 

4 summer. 
$341.95; general mer- — Electric Auto-Lite’s “Suspense” 
"| (WCBS-TV) was a poor third in 
chandise $199.02; over-all audience pull when it 
went on video in February. By 


BLOOMINGTON— Per 


capita sales: food 


* 
drugs $44.00. — | May it, too, was first in New 
*Copr. 1949. Sales Management Sur- a York. 
vey of Buying Power; further repro- What Lipton’s “Godfrey’s Talent 


duction not licensed. 


BS THE PANTAGHAP 


S\0OM'HSTONM, ILLINOIS Bs 


Scouts” lost on radio, it gained on 
TV. At the end of the season, Mr. 
Godfrey was the rating leader on 
AM for his time spot in New York. 
On TV he was runnerup, with his 
simulcast video show as the second 
highest rating show in New York. 


E i 
REPRESENTED NATIONALLY BY GILMAN. WICOLL & RUTHMAN 
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e Mr. Brown also presented some 
interesting figures to _ illustrate 
what happened to popular radio 


Advertising 
That Gets An 


The advertising in Traffic World gets an 
extra impact because Traffic World is just 
one of a family of 8 specialized transportation 
services. 


Being solely in transportation, the family of 
8 services supplement and compliment each 
other. The affiliates of the 43 year old Traffic 
World are: Daily Traffic World, Traffic Bul- 
letin weekly, World Ports, Transportation 


Supply News, The College of Advanced 
Traffic, Technical Traffic Information Service, 
and a transportation book sales division. 

Advertising directed to transportation and 
shipping industries can do a real job in Traffic 
World. Why not let us give you the latest 
factual market data. 


TRAFFIC WORLD 


CHICAGO NEW YORK WASHINGTON, D. C. 


418 S. Market St. 122 E. 42nd St. 815 Washington Bidg. 
Wabash 2-2882 Oregon 9-3188 Sterling 7325 


Phil Arnot, Reynolds-Fitzgerald, 


REPRESENTATIVES ELECT—The San Francisco chapter of the American Association 

of Newspaper Representatives picked this group of officers at its Sept. 29 election 

meeting. Left to right are Joe Chamberlin, Fitzpatrick & Chamberlin, vice-president; 

treasurer; R. S. 

Co., president; and Bob Barron, Moloney, Regan & Schmitt, secretary. William E. 

Peters, Hearst Advertising Service, outgoing president, not in the picture, was 
elected a director. 


Nicholson, West-Holliday 


shows in TV and non-TV cities 
during the 1948-49 season, com- 
pared with 1947-48. New York, 
Baltimore and Philadelphia were 
the TV areas; Des Moines, Okla- 
homa City and Portland, Ore., were 
the all-radio areas. Comparisons 
follow: 

“Fibber McGee & Molly” (S. C. 
Johnson & Son on NBC) had an 
average rating loss of 37% in TV 
cities, gained 1.5% in the others. 

“Lux Theater” (CBS) lost 8.5% 
in audience with TV competition, 
gained 16.4% in other cities. 

“Aldrich Family” was falling off 
generally, but lost almost twice as 
much—37% against 19.7%—in 
television cities. 


ea Many veteran radio shows 
picked up new followers in 1949 
despite television, Mr. Brown said. 
Among the programs mentioned 
were Oxydol’s “Ma Perkins,’ Gen- 
eral Foods’ “Wendy Warren,” 
P&G’s “Perry Mason” and Arthur 
Godfrey’s daytime shenanigans. 

Radio came in for solid en- 
dorsement from William N. Con- 
nolly, advertising manager of S. 
C. Johnson & Son, which is still 
pouring its big money into the 
“Fibber” show on AM. 

“Radio is still a good buy—the 
best buy if you’ve used it success- 
fully over a period of years,” he 
said. “Radio for the next few years 
will continue to be the most mas- 
sive._and economical national ad- 
vertising medium for most adver- 
tisers. Because of the different 
stage of TV’s progress by markets, 
TV as an advertising medium 
should be viewed on a market-to- 
market basis for several years.”’ 


# Pointing out that “all TV fam- 
ilies are radio families” and that 
radio set sales are running ahead 
of TV set sales by four to one, Mr. 
Connolly said industry predictions 
are for 40,000,000 radio homes and 
almost 3,000,000 television and ra- 
dio homes in 1950. 

This leaves, he said, ‘‘37,500,000 
exclusively radio homes. In 1951 
these totals will be 41,000,000, 
6,000,000 and 35,000,000. Faced 
with these figures, it’s fantastic 
to think that radio’s potential as 
a national advertising medium will 
suffer a measurable reduction, at 
least for the next two years.” 

“For data from the program 
rating services, I guess you can 
choose your own poison,” he con- 
tinued. “During the first four 
months in 1949, one service re- 
ported a substantial decrease in 
AM evening program ratings, 
while another shows no change. 
One shows no change in sets-in- 
use, while another says the level 
of national AM audiences in the 
first four months of 1949 was 2% 
below last year. I suppose we have 
to accept the fact that there are 
two schools of research, maybe 


| more, in rating service and choose 
| the one that does us the most 
| good.” 


}@ Mr. Connolly said he is con- 


vinced television has a terrific 
sales impact, but added: “For 
the time being—with Fibber and 
Molly doing quite well—I hesitate 
to trade coverage for impact.” 

Characterizing television as a 
selling force rather than an adver- 
vertising medium, George L. Mos- 
kovics, manager of TV sales de- 
velopment, Columbia Broadcasting 
System, cited some success stories 
to prove his point. For example: 

An advertising agency for a Los 
Angeles department store reports 
that in many cases people who 
come in to buy a TV-promoted 
item don’t ask to see it, but say 
“wrap it up.” 

Disney hat sales went up 38% 
in New York as a result of one 
campaign. 

Use of Chesterfield cigarets by 
those who view “Godfrey and His 
Friends” regularly is 37% greater 
than by those who do not tune 
in his TV hour. 


ws Godfrey’s effect on tea drinkers 
was even more sensational. The 
use of Lipton’s is 123% higher 
among those who see “Talent 
Scouts” regularly than among 
those who don’t. 

Sylvester (Pat) L. Weaver Jr., 
vice-president in charge of TV, 
National Broadcasting Co., an- 
swered the question, “Has tele- 
vision reached the payoff point?” 
thusly: 

“I think if you are candid you 
will agree there is no general 
answer to a payoff point in deter- 
mining a medium’s value to ad- 
vertising generally. There is no 
way of measuring the cost per con- 
vinced consumer, which would be 
one good way of evaluating media. 
And there is too much argument 
in other determining factors to 
give us a clear cut and acceptable 
pattern of media evaluation.” 

Not only is “television better 
than an ad read in a magazine,” 
but television on a campaign basis 
can be had at comparable cost if 
figured on the basis of undupli- 
cated audience, the NBC executive 
said. 


s (At the recent Four A’s confer- 
ence (AA, Oct. 10), Mr. Weaver 
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part of its share of the advertising 
dollar to television. Last week in 
his speech prepared for the ANA 
he said: “The fact that radio and 
television are represented here 0. 
day is indicative to me of a be sic 
misunderstanding of the two 
media, for they alone are com; le- 
mentary. Television is in com) e- 
tition with all media except .a- 
dio.”’) 

National’s research direct »r, 
Hugh M. Beville Jr., also mide 
magazines his chief target, ut 
his weapon was radio, not viceo, 
figures. 

“By the end of eight weeks, a 
typical NBC half-hour show has 
been heard in almost half of al! 
U. S. homes,” he said. “Compare 
this market saturation with the 
circulation coverage afforded by 
major weekly magazines—Life 
The Saturday Evening Post and 
Collier’s.” 


s I. W. Digges, ANA counsel, sum- 
marized events to date on two of 
radio’s biggest problems—color 
versus black and white and the 
Federal Communications Commis- 
sion’s proposed ban on giveaways 
William C. Gittinger, CBS vice- 
president in charge of sales, re- 
peated essentially the same speech 
he made here last week at the 
Four A’s conference. 

(This session of the ANA con- 
vention was a closed meeting. Al! 
coverage with the exception of Mr 
Brown’s findings, which AA ob- 
tained in an interview, is from 
speeches prepared for delivery.) 


Obermeyer Leaves Utility 
to Become Bozell V. P. 


Harry Obermeyer has resigned 
as director of advertising, Consoli- 
dated Edison Co. of New York, to 
become vice-president of Bozell 
& Jacobs, New York. 

Active in advertising for more 
than 25 years, Mr. Obermeyer has 
served as a member of the board 
of the Advertising Federation of 
America and chairman of its code 
committee, president of the Public 
Utilities Advertising Association, 
and chairman of the publicity and 
advertising section of the American 
Gas Association. 


Plans New Oftice Building 


Brisacher, Wheeler & Staff, San 
Francisco, plans to start construc- 
tion before Jan. 1 of a new one- 
story-and-mezzanine office build- 
ing on Bush St. The new structure, 
to cost between $250,000 and $300,- 
000, will give the agency almost 
50% more floor space than is be- 
ing used in its present offices. 


Names Rose-Martin Agency 
Rose-Martin Inc., New York, has 
been named to handle a consumer 
campaign for Twin City Shellac 
Co., Brooklyn, manufacturer of 
Dan-Dee floor polish and wax 
Newspapers and direct mail wil! 


be used. 


COVERS OAKLAND, CALIFOR 
AT LOWEST COST PER 1,0 


Represented nationally 


prophesied that radio, along by Burn-Smith Co., Inc 
with printed media, would lose 
Tg rT aN Sense 3 


* Alse Publishers of Beauty Fashion 


Drug & Cosmetic > 
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Covers a rich and 
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New Study Shows 
Big Bonus Auto 
Radio Audience 


(Continued from Page 1) 
factor of respondents to a mini- 
mun. 

Dr. Terry and his students did 
not compile data on the percent- 
age Of automobiles in use at any 
ne time, nor on the percentage of 
ar radios in automobiles. It is 
understood, however, that about 
55-60% of cars made in prewar 
years are equipped with radios 
and that more than 90% of post- 
war autos have radios. The bonus 
jistenership thus assumes signifi- 
cant proportions. 


s First important finding was 
that the sets-in-use figure for auto 
radios (in moving cars) is from 
two to three times as great as that 
for home radio sets. 


Period % of Auto 
Radios in 
Use 
7 a.m.-9:30 a. m. 42.5 
ll a.m.-1 p.m. 42.0 
4 p.m.-6:30 p.m. 40.0 
8 p.m.-10 p.m. 41.5 


Information supplied by C. E. 
Hooper Inc., for home listening 
provides a basis for comparison 
vithin reasonable limits, although 
the time periods do not coincide 
perfectly. The Hooper home listen- 
ing figures are: 


Period Homes 
Using 
Sets 

8 a.m.-10 a.m. 13.5% 

10 a.m.-12 noon 11.9 

3 p.m.-6 p. m. 15.4 

8 p.m.-10:30 p. m. 23.9 


While the interview method used 
is subject to certain obvious inac- 
curacies, the procedure was de- 
signed to reduce all possible er- 
rors to a minimum, and the re- 
spondent error is particularly low 
since all answers were checked by 
the interviewers. 


« Several other interesting pat- 
terns emerged from the study. 
First, the number of auto radio 
sets in use is highest when there 
are three or more riders in the 
Car, 

Riders 
in Car 


% of Radios 
in use 
40.8 
39.2 
48.0 
46.5 
41.0 
43.0 
Second, while a large percentage 
! motorists was unable to cor- 
rectly identify the program or 
jponsor, program identification 
vas nearly twice as high as spon- 
sor dentification, as shown: 
Correct Don’t Know 
Provram 41.7% 39.6% 
Sponsor 22.1 60.5 
Tiird, male listeners prefer mu- 
it, sports and news programs in 
‘at order, while women listeners 
wvefor variety, music and drama. 
for both sexes, the preferences 


— 


awn = ere — 


are: 

Program Type % Liking Best 
Music 36.2 
Sports 17.7 
Variety 17.4 
News 14.0 


Fourth, the pattern of stations 
preferred by auto radio listeners 
differs markedly from home lis- 
tener preferences, with independ- 
ent stations frequently found far 
ahead of network stations usually 
favored by home listeners, par- 
ticularly for sports events and mu- 
sic. 


ws Fifth, workers driving to and 
from work apparently account for 
an important proportion of auto 
radio listeners. Nearly one-half 
(46.1%) said that the periods 
from 7-9 a.m. and 4-6 p.m. were 
the hours of the day when they 
listen most to car radios. Further, 
such time periods were preferred 
on week days. 

Sixth, there is no appreciable 
difference in the number of men 
drivers with sets on and the num- 
ber of women drivers who tune 
in. The variation in the number 
of sets turned on is primarily de- 
pendent upon the number of per- 
sons in the car and the time of 
day. 

Seventh, most drivers do not 
know the brand of radio in their 
cars, probably since most of them 
were purchased with the car. In- 
terviewers were briefed on meth- 
ods for quickly identifying sets by 
label, location of speaker, and 
types used as original equipment. 
The results are: 


Brand ’ 
of Radio % of Cars 
Don’t know 43.6 
Motorola 20.7 
Philco 12.0 
Zenith 8.8 


As far as possible, control fig- 
ures were compared with test re- 
sults and in every case results 
were satisfactory. For example, car 
registrations were checked for 
type and model, locations were 
checked against traffic flow per- 
centages, etc. 

Copies of the study are available 
gratis, if a stamped return en- 
velope is enclosed, from Dr. George 
Terry, Northwestern University, 
339 E. Chicago Ave., Chicago. 


Sharp Forms Detroit Agency: 
Has Three Accounts 

Ralph W. Sharp has established 
his own advertising agency, Ralph 
W. Sharp & Associates Inc., with 
offices in the Guardian Bldg., De- 
troit. The new agency, specializ- 
ing in foods, beverages and prod- 
ucts for home consumption, has 
been named to handle the adver- 
tising of Awrey Bakeries Inc.; 
Shedd-Bartush Foods Inc.; and 
Bronte Champagne & Wines Co., 
all in Detroit. 

Associates in the new agency 
are: Roy B. Blanchard, formerly 
advertising and promotion mana- 
ger of Electromaster Inc., director, 
general manager and in.charge of 
space buying, and Gerald H. La- 
Piner, formerly advertising man- 
ager of Square D Co., head of copy 
and creative staff. 


Baer Appoints Spicer 

C. Martin Spicer, formerly with 
Kelley-Koett Mfg. Co., has been 
appointed an account executive 
of S. C. Baer Co., Cincinnati agen- 
cy. 


WANTED..... 
ADVERTISING AGENCY 


| @ Large eastern manufacturer branching into photographic 
field will interview medium sized New York agency with back- 
ground of camera or allied products. 

| New product will be given full sales, merchandising and ad- 

vertising test in a limited area to determine expansion possi- 


bilities. — 


\/ rite: Box 7483, ADVERTISING AGE, 11 E. 47th St., New York 17, N. Y. 
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Goodrich Promotes Kelly 


the public relations staff, has been 
appointed sales promotion man- 
ager for passenger and truck tires 
of the replacement tire division 
of B. F. Goodrich Co., Akron. He 
succeeds R. S. Marker, who has 
resigned. 


Appoints West-Marquis 

The California Farm Bureau 
Federation, Berkeley, has ap- 
pointed West-Marquis Inc., San 
Francisco, to handle its advertis- 
ing and public relations. The group 
plans a statewide program to reach 
consumers as well as farmers. 


| Best Foods Starts Nucoa Drive 
Joseph D. Kelly, a member of | 


Best Foods, New York, has 
launched a new campaign for 
Nucoa vegetable margarine with 
copy promoting a new package. 
Each pound of the product is di- 
vided in four quarters for con- 
venience. Benton & Bowles han- 
dles the account. 


To Mac Wilkins, Cole & Weber 


The Washington State Adver- 
tising Commission has appointed 
Mac Wilkins, Cole & Weber, Se- 
attle, to handle its tourist promo- 
tion campaigns in 1950-51. The 
agency was named last May for the 
1949 tourist season. 


Pitman Promotes Heusted 


Mrs. Dorothy G. Heusted, mail 
order manager, has been named in 
charge of all advertising of the 
trade division of Pitman Publish- 
ing Corp., New York. 


pm mye ey Coastte coast. Photos with 


facts and figures for advertisers and editors. 
Write for booklet 


Sickizs 


38 PARK Place WEWARK 2.% - 


Of ALL Newspaper Subscribers 
in Houston... 


The Chronicle, with more 
exclusive readers than the 
other two Houston dailies 
combined is obviously the 
dominant medium for sell- 
ing the South’s Number One 
market. 

If youd like to see the 
Alfred Politz study and the 
other rather startling reve- 
lations it contains about 
Houston newspaper circula- 
tions, ask a Branham man, 
or write our National Adver- 
tising Department. 


*From A Recent Study By 
ALFRED POLITZ RESEARCH, Inc. 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY M. J. GIBBONS THE BRANHAM COMPANY 
Advertising Director National Advertising Manager National Representatives 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 36 CONSECUTIVE YEARS 
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WMOR Elects Officers 

Dario L. Toffenetti, of Toffen- 
etti Restaurants, has been elected 
chairman of the board of direc- 
tors of WMOR, Chicago FM sta- 
tion. Bernard I. Miller, of Bache 
& Co., stockbroker, has been named 
president. Other officers are: Vice- 
presidents, Jules Pewowar, pro- 
gram director, David Edelson, of 
Commercial Broadcasters, Herbert 
Kraus, promotion director, David 
Pivan, chief engineer; secretary, 
Stephen B. Wood, continuity edi- 
tor; and treasurer, John Malasky. 
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NOW FOR THE Ist TIME . 

the Electrical Appliance Service 
Market, where 20,000 DEAL. 
ERS BUY $200 MILLION, 
wide open to advertisers of ap- 
pliance parts, tools, shop equip- 
ment and wash-day products. 
Twelve publications directed 
straight to the Service Dealer, 
carries your sales message, in 
one sweep, across the nation. No 
waste circulation .. . one billing. 


FOR FULL INFORMATION ... WRITE 


CHAROUS and NIEBERGALL, Inc. 
NORTHWEST TOWER BUILDING 
1608 MILWAUKEE AVENUE 
CHICAGO 47, ILLINOIS 
PHONE BRuNswick 86-7710 
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Link Product to 
Market Studies, 
Browne Cautions 


New YorK—Measurement of the 
market “without an equally realis- 
tic measurement of one’s own pro- 
duct within that market is of little 
value,” Robert T. Browne, director 
of commercial research, Pillsbury 


ANA Meeting 


Mills, declared last week at the 
ANA session devoted to the appli- 
cation of research to sales and ad- 
vertising. 

As an example of the up-to-date 
use of measurements in market- 
ing, Mr. Browne described the pro- 
cedure which led to the launching 
of Pillsbury’s Hot Roll Mix. 

Exploring the field of conven- 
ience foods relating to baking, the 
company’s postwar planning com- 
mittee suggested that the Hot Roll 
Mix formula be tested. Then fol- 
lowed periodic consumer surveys 
designed to give information on 
a regional basis. Studies showed 
that many housewives, despite the 
inconvenience factor, still baked 
with yeast, and the company 
moved ahead with the product. 
Along with product testing, Pills- 
bury checked markets where com- 
petitors had begun to sell and ad- 
vertise. 


w Finding that the opening mar- 
ket was bigger than anticipated, 
Mr. Browne explained, the scope 
of consumer and scientific research 
was then intensified, with national 
and local studies probing the hab- 
its of roll mix users. These re- 
vealed data on the potential of 
the item as a “national” product. 
Satisfied from the research that 
it was a national item, the com- 
pany’s next step was choosing mar- 
kets where the “greatest immediate 
benefits could be derived.” 
Having selected its initial mar- 
kets, the company set up its own 
store panels ranging in number 
from 10 to 15 large traffic stores. 
Where competitive products were 
already on the market, Mr. Browne 
said, “we began our audits approx- 
imately five weeks ahead of our 
entry ...” Test markets determined 


QUALITY REPRODUCTION IN... 


+ COLOR 
PROCS 


SEEING IS BELIEVING. Let us show you proofs of the 
finest process color plates, produced regularly for the lead- 
ing advertising agencies, that have appeared in national 
publications. You are always assured of faithful repro- 
duction by highly skilled craftsmen whenever you use 
FAITHORN. This is an important part of FAITHORN Com- 
plete 3-in-1 Service—Ad setting, Engraving and Printing 
—all under ONE roof. ONE contact and ONE order—a 
definite saving of your TIME, TROUBLE and MONEY. 


National Nielsen-Ratings of Top Radio Shows 


Week of Sept. 4-10, 1949 
All figures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Points 
Rank Rank Program (000) Rating Change 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,946) (7.5) (+1.6) 
1 Lux Radio Theater (CBS) ............0ceeseuee 7,267 18.5 
2 3 Mr. Keen (CBS, Whitehall Pharmacal) ........... 6,638 16.9 +5.1 
3 F.B.I. In Peace and War (CBS, P&G) ........... 5,931 15.1 
4 Suspense (CBS, Electric Auto-Lite) .............. 5,814 14.8 
5 1 Mr. District Attorney (NBC, Bristol-Myers) ...... 5,774 14.7 +17 
6 My Friend Irma (CBS, Lever Bros.) ............ 5,735 14.6 
7 8 Crime Photographer (CBS, Toni division) ......... 5,617 14.3 +44 
8 Arthur Godfrey's Talent Scouts (CBS, Lipton) ....5,617 14.3 
9 20 Mr. Chameleon (CBS, Sterling Drug) ............ 5,539 14.1 +5.7 
10 12 Mystery Theater (CBS, Sterling Drug) ........... 5,303 13.5 +4,.2 
ll 5 This Is Your F.B.1. (ABC, Equitable Life) ........ 5,146 13.1 +2.2 
12 13 Mr. & Mrs. North (CBS, Colgate) .............. 4,871 12.4 +3.4 
13 Hallmark Playhouse (CBS, Hall Bros.) .......... 4,871 12.4 
14 21 Dr. Christian (CBS, Chesebrough) ............... 4,832 12.3 +4.2 
15 4 Henry Morgan Show (NBC, Bristol-Myers) ...... 4,832 12.3 +3.3 
16 6 “The Fat Man’ (ABC, Norwich Pharmacal) ...... 4,792 12.2 +16 
17 2 ee ee es ee bb vencG da boo csese see 4,674 119 0.0 
18 31 Break The Bank (ABC, Bristol-Myers) .......... 4,478 1L4 +4.6 
19 24 Life In Your Hands (NBC, Raleigh) ............. 4,321 11.0 +3.4 
20 17 Gene Autry (CBS, Wrigley) .......... 0.000 ceees 4,242 10.8 +2.1 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (2,082) (5.3) (+1.7) 
1 1 Lone Ranger (ABC, General Mills) .............. 3,300 8.4 +11 
2 2 Counter-Spy (ABC, Pepsi-Cola) ................ 3,182 8.1 +17 
3 3 EE io dsc Pura dad 000s chao news 2,828 7.2 +2.0 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (2,043) (5.2) (+0.4) 
1 3 Right To Happiness (NBC, P&G) .............4.. 3,300 8.4 +14 
2 6 Pepper Young's Family (NBC, P&G) ............. 3,260 8.3 +15 
3 ll Backstage Wife (NBC, Sterling) ................ 3,103 7.9 +14 
4a 1 Arthur Godfrey (CBS, Liggett & Myers) ......... 3,025 7.7 +0.2 
5 2 My True Story (ABC, Sterling) ................ 2,985 7.6 +0.5 
6 7 Wendy Warren (CBS, General Foods) ............ 2,946 7.5 +0.8 
7 18 Stella Dallas (NBC, Sterling Drug) ............. 2,946 7.5 +14 
8 9 Romance of Helen Trent (CBS, Whitehall) ........ 2,907 7.4 +0.7 
9 15 Young Widder Brown (NBC, Sterling) ........... 2,868 7.3 +1.0 
10 10 Aunt Jenny (CBS, Lever Bros.) ................. 2,828 7.2 +0.7 
11 5 My True Story (ABC, Libby) ................,. 2,828 7.2 +0.3 
12 4 Our Gal, Sunday (CBS, Whitehall) .............. 2,750 7.0 +0.1 
13 8 Ecc acces bceceescocens 2,750 7.0 +0.3 
4 13 When A Girl Marries (NBC, General Foods) ...... 2,671 6.8 +0.4 
15 12 I ED ccc cc cdibeetbossces 2,632 6.7 +0.3 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (2,239) (5.7) (+0.1) 
1 2 Armstrong Theater (CBS) ............2......... 4,007 10.2 +0.8 
2 1 Grand Central Station (CBS, Pillsbury) .......... 3,732 9.5 0.0 
3 3 Stars Over Hollywood (CBS, Armour) ............ 3,496 8.9 +0.4 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,100) (2.8) (0.0) 
1 True Detective Mysteries (MBS, Williamson) ...... 3,417 8.7 
2 1 Martin Kane, Private Eye (MBS, U. S. Tobacco) . .2,396 6.1 —0.8 
3 2 House of Mystery (MBS, General Foods) ......... 2,278 5.8 —0.8 


the jobber attitude, the problems 
of distribution, and the extent of 
consumer experimentation. Finally, 
Mr. Browne pointed out, “we were 
able to make projections for ex- 
panded marketing...” Research 
formulation development and test- 
ing work accompanied the rest of 
the program. 

“As for advertising,’’ Mr. Browne 
said, “our copy benefited from our 
early consumer studies in that we 
knew what aspects of hot roll mix 
were important to stress.” 

He concluded that “here is an- 
other case where market measure- 
ment resulted in a significant im- 
provement in product and will... 
help to expand or at least sustain 
the present market.” 


es Going further into the matter of 
market measurement, Grafton B. 
Perkins Jr., assistant vice-presi- 
dent of Pepsi-Cola Co. in charge 
of sales analysis and market re- 
search, emphasized that informed 
research is an important merchan- 
dising tool in guiding sales pro- 
grams and policies of retail sell- 
ing. 

Mr. Perkins outlined steps by 
which a survey of retail outlets in 
a territory could economically pro- 
vide information for executive de- 
cisions. These steps include: (1) 
scientific planning for the survey, 
combining a number of well- 
known research techniques; (2) 
proved approaches to interviewing 
and observation points based on 
exhaustive research; (3) controlled 
interviewing by impartial, un- 
biased investigators, carefully 
trained in these approaches; and 
(4) statistical evaluation of the 
survey results to determine the re- 
liability of the field work. 

Using a sample problem, Mr. 
Perkins demonstrated the type of 
information that such a survey 
could yield. This included sales po- 
sition of the product examined in 
relation to competition in the same 
territory; effect of varying retail 
prices on sales of both products; 


extent of distribution of both pro- 


ducts in potential outlets; relation 
of delivery and service to sales; 
and the effect on sales of the 
amount of local point of purchase 
advertising placed in the retail out- 
lets both by the product examined 
and by its competitor. 


American Sugar Refining Co. 
Launches Domino Campaign 


American Sugar Refining Co., 
New York, has launched a fall 
campaign for Domino sugar in 17 
Texas and four Oklahoma news- 
papers. Ten insertions of 300 lines 
each will run through Dec. 15, sup- 
plementing Domino’s regular 
schedule of 125-line ads weekly. 

Domino ads feature photographs 
and testimonials of two housewives 
from different sections of the two 
states. Ted Bates & Co., New York, 
handles the account. 


Givaudan Names Emmerich 


Givaudan Advertising, New 
York, has named Lester Emmer- 
ich, formerly with Wortman, Bar- 
ton & Goold, as art director. 
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Nu-Fab Distributes 
Miracloth Sample 
in Boston Papers 


Cuicaco—Nu-Fab Corp., wh ch 
introduced its Miracloth in he | 
Chicago and New York mark >ts 
via newspaper sampling—a pzge 
printed on the cloth was incluce 
in newspapers—today (Oct. (7) 
will distribute samples of its pro- 
duct with the Boston Herald and 
Traveler. 

While the unusual sampling 
method used by Nu-Fab is less 
expensive than other types, the 
company has experienced some 
difficulty in getting dailies to ac- 
cept the copy, because of Post 
Office Department opposition. 

Post Office officials have warned 
newspapers that acceptance of ads 
printed on Miracloth jeopardizes 
their second class mailing privi- 
lege, and base their case on three 
points: 


w 1. Not more than one-half page 
of any issue can be used for special 
purposes—such as coupons—under 
postal regulations for second class 
mail. 

2. Second class matter, by defini- 
tion, must consist of printed pa- 
per, not cloth. 

3. All samples should be mailed 
third class. 

Further, the department claims 
the authority to apply second class 
rules to all copies of a publication 
enjoying second class privileges, 
not merely the portion of the edi- 
tion which is mailed, although 
Miracloth usually is distributed 
only in those copies which are not 
mailed. 

However, postal officials have 
never been able to test the legality 
of their rulings in court, and until 
the Justice Department prosecutes 
a test case, it is expected that 
newspapers will continue to carry 
Miracloth ads in the non-mail edi- 
tions. 


To Carvel Nelson & Powell 


Carvel Nelson & Powell Adver- 
tising Agency, Portland, Ore., has 
been named to direct the adver- 
tising of Bingham Pump Co., Port- 
land, manufacturer of pumps for 
commercial and industrial pur- 
poses. Direct mail and trade pub- 
lications will be used. 


Stanley Appoints Hoyt 


Charles W. Hoyt Co., New York, 
has been named to direct the ad- 
vertising of Stanley Home Prod- 
ucts Inc., Westfield, Mass., manu- 
facturer of household products sold 
under the Stanley “home-party- 
plan.” 


KPUG Appoints Pollock 


Robert E. Pollock, editor of the 
Sentinel Mist, St. Helens, Ore., for 
nine years, has been appointed sta- 
tion manager of KPUG, Belling- 
ham, Wash. 
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POST’S NEW PITCH— When the Saturday Evening Post wanted tod: “ Bithe , 
home a message it considered of importance to agency men and advertisers '" 
the Chicago territory, it told the story in a double page spread (above) in |‘ »¢ M 
Chicago Daily Tribune of Oct. 10. Since 1932, the Saturday Evening Post 5 cl ¢ 
concentrated in the Chicago Tribune more than 844,000 lines of advertis: - 


BBD&O is the agency. (Adv.) 
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BEFORE BREAKFAST—B-1 Beverage Co., St. Louis, is testing its new slogan, “Drink 
8-1 before breakfast,” in three major cities. The lemon-lime soda advertising is 


House Kills Rate 
Deal on Non-Paid 
Business Papers 


(Continued from Page 1) 
merchandisers pay an additional 
$23,600,000 as a result of the pro- 
posed 10¢ a pound, 1%¢ per piece 
rate on circulars, small catalogs 
and books. 

Parcel post rates are increased 
$38,000,000, and catalogs are sub- 
jected to higher zone rates which 
are expected to produce an addi- 
tional $1,000,000. 

The House bill retains the exist- 

ing 14%¢ per pound rate on publi- 
rations of non-profit educational, 
labor, fraternal, philanthropic, 
scientific and agricultural organi- 
zations. 
Existing rates are retained vir- 
tually intact on small newspapers. 
The rate on reading content of 
other publications increases from 
the present 14%¢ to 2¢ per pound. 
Advertising zone rates would be 
changed as follows: 


Present House Senate 
Rate Bill Bill 
lte¢ 2¢ 2¢ 
1% 2% 2 

3 4% 4 
4 te 5 
5 6te 6 
6 x * 
7 10 10 


The House bill omits a Senate 
provision which would have per- 
mitted privately owned agricul- 
tural, scientific, labor, philanthro- 
pic, fraternal and educational jour- 
nals to continue at existing rates. 


Trade Papers’ Ad 
Copyright Court 
Case Is Settled 


Cuicaco—National Provisioner’s 
opyright infringement suit against 
Meat (AA, Oct. 10) was settled out 
of court just before final summa- 
tions were to be presented in U. S. 
district court here last Monday. 

A decision had been expected 
i the case which would have de- 
lermined whether classified adver- 
ising can be copyrighted and 
whether it is permissible for a pub- 
ication to rewrite news stories 
which previously have appeared in 
4 competitive publication in the 
same field. 

A torneys for both sides had of- 
fered detailed charts, analyses and 
information as evidence. Until the 
posing parties in the suit un- 
pcetedly reached an agreement, 
‘was thought that the court’s de- 
‘sia would contain a ruling on 
‘he. tatus of advertising copyrights 
of i yportance to business papers. 

Neither National Provisioner nor 
Mea’ would disclose details of the 
‘ut->f-court settlement, indicating 
‘tat some portions of the agree- 
nen remain to be worked out. A 
in’ statement will be issued by 
‘ke 5ublications this week. 


Mclaughlin Joins KXOK 


Rosemary McLaughlin has joined 
fe publicity-promotion staff of 
KXOK, St. Louis. 


handled by Wesley K. Nash Co. 


B-1 Seeks to Sell 
Idea of Soft Drink 
Before Breakfasting 


St. Louis—B-1 Beverage Co. is 
determined to find out whether 
there are brilliant new sales vistas 
for soft drink manufacturers 
among potential before-breakfast 
drinkers. 

O. C. Thener, president of the 
company, does quite a bit of trav- 
eling. And in the course of several 
trips, he encountered a number of 
persons who had tried drinking his 
B-1 lemon-lime soda before break- 
fast. 

They liked the idea, so Mr. 
Thener says, because B-1 before 
breakfast gave them a quick pick- 
up, energy and “stomach ease... 
making the whole day more en- 
joyable.” 

Outcome of this discovery of a 
potential new market resulted in 
three test campaigns, now under 
way in as many major markets 
served by the company. 

Wesley K. Nash Co., B-1’s agen- 
cy, admits that “it is still too early 
to predict results,” but that a num- 
ber of persons who have tried the 
idea have written the company in 
an enthusiastic vein. 

Newspaper, magazine and out- 
door copy is being used in the cam- 
paign. 


‘Liberty’ Appoints 
Bond as Publisher; 


Succeeds Forsberg 


New YorK—Osborne B. Bond, 
most recently vice-president and 
sales promotion manager of Aero- 
nautical Exhibits 
Inc., has been 
elected president 
and publisher of 
Liberty, succeed- 
ing Franklin S. 
Forsberg. 

Mr. Bond, who 
officially assumes 
his new duties to- 
day (Oct. 17), 
was business 
manager of Elks 
Magazine from 
1938 to 1947 and before that was 
associated with Joseph Katz Co. 

Commenting on Liberty’s future 
policy, Mr. Bond said: “Some 
changes, of course, will be made, 
but they'll be put into operation 
only after proper consideration has 
been given to their ultimate effect 
upon the magazine’s audience. 
These changes are not expected 
to be major ones, since we’ve 
got one of the soundest markets 
that any magazine can boast.” 


Osborne Bond- 


@ Questioned on his future plans, 
Mr. Forsberg frankly admitted he 
had nothing to report except that 
he was looking around. He said 
that “rather serious policy disa- 
greements with the management” 
left him no alternative but to re- 
sign. 

Mr. Forsberg was formerly a 
magazine consultant and an official 
of Street & Smith Publications. He 
was a top Yank operative during 
the war. 


Last Minute News Flashes 


Snow Crop Starts ‘Get Acquainted’ Ad Drive 


New YorkK—Snow Crop Marketers has launched an extensive “get 
acquainted” campaign to promote its frozen foods and vegetables. The 
drive will use 50 newspapers in key markets throughout*the country, 
coupled with elaborate point of sale material and a coupon deal where- 
by customers get a 10% discount on the purchase of three packages of 
Snow Crop frozen foods or vegetables. The campaign will continue 
through the third week of November, with about $200,000 earmarked 
for its support. Maxon Inc. is the agency. 


Kasco Mills Appoints Clark & Rickerd as Agency 


ToLtepo—Kasco Mills has appointed Clark & Rickerd, Detroit, to 
handle advertising and promotion of Kasco dog foods and Kasco formu- 


lated farm feeds, effective Nov. 1. 


Start Nat'l Food Wholesaler-Retailer Inquiry 


New YorK—The first national inquiry into food wholesaler-retailer 
relations will be launched today (Oct. 17) with the mailing of 4,000 
questionnaires to wholesale distributors by the Committee on Modern 
Food Distribution. Dr. Rudolph L. Treuenfels, coordinator of the Food 
Industry Training Center, College of the City of New York, is chair- 


man of the group. 


Features Heritage Line in Magazines, Dailies 


New YorkK—American Safety Razor Corp. broke a new campaign for 
its Heritage line of cigaret lighters in Life with a color page. The fall 
schedule also includes The American Weekly, Vogue and 39 newspaper 
supplements throughout the country. Federal Advertising Agency han- 


dles the account. 


Tea Ass‘n to Tie in with Bureau's Campaign 


New YorK—Plans are being developed by the Tea Association of the 
United States to supplement advertising of the Tea Bureau. Leo Burnett 
Co., Chicago, reportedly will handle promotion for both groups. 


Franco to Kudner as Time Buyer; Other Late News 


Carlos Franco will join Kudner Agency, New York, as chief radio- 
TV time buyer. He recently resigned as manager of the time buying de- 
partment of Young & Rubicam. e William H. Davidson, formerly with 
American Broadcasting Co.’s station relations department, has joined 
Free & Peters, New. York, as account executive. @e Russel Walker Jr., 


an account executive with John E. 


Pearson Co., New York, has been 


appointed manager of the New York office of the station representative. 

American Railway Car Institute has launched a campaign to enlist 
public support for “Fair Play for America’s Railroads” and is using 
color pages in The Saturday Evening Post. French & Preston, New 
York, is the agency. e Testimonial advertising for Harwood’s Canadian 
whisky has been broadened to include dailies in 18 major cities which 
will carry 200 and 400-line ads for the remainder of the year. Theodore 
A. Newhoff Advertising Agency, Baltimore, handles the account. e Ed- 
ward H. Dexter, formerly of Benton & Bowles, has joined Lennen & 
Mitchell, New York, as copy supervisor. 

Olsen and Johnson have asked Buick (Kudner Agency) to release 
them from their TV contract after Oct. 27. The comics want to rest, 
but plan to return later in a 30-minute show. At press time Kudner’s 
radio bigwigs were huddling in an effort to put together another show 
to keep Buick on the air in the same NBC-TV spot. e James H. Bolt, 
who joined Waldie & Briggs, Chicago, in 1943 as an account executive, 


has been named vice-president. 


High Standards of 
Practice Aim of New 
Subscription Group 


New YorK—A higher standard 
of ethics and more effective opera- 
tion of magazine subscription 
agencies are the aims of the newly 
organized Association of Subscrip- 
tion Agencies (AA, Oct. 10), which 
has established quarters at 254 W. 
54th St. here. 

President and executive director 
of the association is Frank Ware, 
formerly circulation director of 
Newsweek and more recently a 
circulation consultant. 

Original members of the asso- 
ciation include National Circu- 
lating Co.; National Literary Asso- 
ciation; Periodical Sales Co.; Pub- 
lishers’ Continental Sales Corp., 
and Union Circulation Co. About 
15 additional agencies are now 
scheduled for membership, ac- 
cording to Mr. Ware, representing 
an annual gross of between $18,- 
000,000 and $20,000,000 in maga- 
zine subscriptions. 


a The new trade association will 
be open to all qualified subscrip- 
tion agencies meeting the rigid 
objectives and standards of fair 
practice set up by the association. 

All members, for example, must 
be members of the central registry 
board of the National Association 
of Magazine Publishers; must agree 
not to clear subscriptions for an- 
other agency or company without 
prior consent of the publisher con- 
cerned; and must do everything 
possible to prevent sale of sub- 
scriptions at less than the pub- 


lisher’s authorized price or for a 
longer period than authorized. 

Each member is also required to 
limit distribution of its subscrip- 
tion contracts to its own contract- 
ing managers and crew operators, 
all of whom must be registered 
with the Central Registry, and all 
of whom clear their sales through 
their own agency and through no 
other source. 


w With subscription business re- 
turning to its prewar importance, 
the association believes its rigid 
code of ethics and standards of 
practice will do much to maintain 
and elevate the stature of the bus- 
iness, and to minimize the practices 
which have tended to create prob- 
lems for the industry. 


Chicago Artists Show Work 
The winning entries in the 17th 
annual art exhibition of the Art 
Directors Club of Chicago will be 
announced at the awards dinner on 
Nov. 1 at the Palmer House. Two 
hundred and five entries have been 
selected to be hung in Blackstone 
Hall of the Chicago Art Institute 
for the exhibition which will be 
opened to the public on Nov. 2. 


Doughboy Names Greenthal 


Monroe Greenthal Co., New 
York, has been appointed to han- 
dle the advertising, publicity and 
merchandising of the Doughboy 
vinylite plastic toy, flour and feed, 
and farm equipment divisions of 
Doughboy Industries Inc., New 
Richmond, Wis. 


To Getschal & Richard 

Mary L. Ford, formerly with 
Dell Men’s Group, has joined the 
copy staff of Getschal & Richard, 
New York. 
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A&P Now. Who Next? 
Food Chains Warned 
to Boost PR Work 


WASHINGTON—With A&P’s anti- 
trust woes prominently before 
them, operators of the nation’s top 
food chains were advised last week 
to use their day-to-day contacts to 
acquaint “millions of families with 
the true story of the chain stores 
and point out the economic advan- 
tages of mass distribution.” 

More than 1,000 food chain ex- 
ecutives heard Lansing P. Shield, 
president of Grand Union Co., 
warn that “for the time being, 
the main attack is centering on one 
individual chain. This, the largest 
food company in the world,” he 
said, “has devoted the past 90 
years to serving the American pub- 
lic at a nominal margin of profit. 
In so doing, it, along with other 
food chains, has been one of the 
greatest agencies in raising the 
standard of living in this country.” 


w Mr. Shield told the National As- 
sociation of Food Chains that pop- 
ulation increases and improved 
family income will clear the way 
for 6,000 additional supermarkets 
in the U. S. and add over six bil- 
lion dollars to retail food sales an- 
nually by 1960. 

Later, the group heard former 
Agriculture Secretary Clinton An- 
derson estimate that the population 
will increase 35,000,000 in the next 
25 years. Fresh from a Senate fight 
on his farm bill, he estimated that 
1975 food consumption would be 
about 165% over the 1935-39 level. 

Wesby R. Parker, General Foods 
Corp., said that “no one is going 
to stop the introduction of new 
food products.” He explained that 
the “shakedown and adjustment 
period” for new products is short- 
ened when it can get chain dis- 
tribution. “Lack of distribution on 
a successful product forces and 
trains consumers to shop and pur- 
chase elsewhere,” he warned. 


es Edward N. Abdo, director of 
purchases, J. Weingarten Inc., 
Houston, pointed to opportunities 
in manufacturers’ merchandising 
tie-ins, and urged advertising de- 
partments and agencies to study 
modern store layouts and methods 
“to devise practical and acceptable 
point of sale media.” 

John A. Logan, president of the 
association, announced that a 
training course in food distribution 
has been established at Michigan 
State College to prepare men and 
women for careers in the field. 
The course will be underwritten 
for a five-year period by several 
chains. 


‘Burlington News’ Drops 
Printers Over Ad Fight 


William Loeb, publisher of the 
Evening News, Burlington, Vt., 
announced Oct. 11 that he had dis- 
charged the daily’s entire force of 
20 printers because of their re- 
fusal to handle material intended 
for use in photo-engraved adver- 
tisements. 

The publisher said he intended 
to publish the News without the 
printers “pretty permanently” and 
in a Page 1 statement said produc- 
tion was expected to be back to 
normal within two weeks. The 
printers were replaced by girls 
trained in operating special key- 
boards attached to ordinary lino- 
types. 


Marshall Purchases 
‘Hospital Topics’ 
Harry C. Phibbs, head of the 
Chicago advertising agency bear- 
ing his name, has sold Hospital 
Topics & Buyer to Gordon M. Mar- 
shall, formerly advertising rep- 
resentative of the Journal of the 
New York State Medical Society, 
and previously assistant to the ad- 
vertising director of American 
Home Products Corp. The new 
owner plans changes in format 
and editorial policy to emphasize 
news. 
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Need Funds for 
Promotion, New 
Items, ANA Told 


Funded Reserves Required 
to Solve the Problem, 
N. Y. Educator Insists 


New YorK—“Only sick indus- 
tries are socialized,” the Associa- 
tion of National Advertisers was 
told last week by G. Rowland Col- 
lins, dean of the Graduate School 


ANA Meeting 


of Business Administration, New 
York University, who warned that 
it is vital “to remember always 


SIXTH ST., N. W., WASHINGTON 1, D. © 


that we cannot fritter away our 
economic freedom without destroy- 
ing our political freedoms.” 

Dean Collins referred to the cur- 
rent British economic crisis as an 
example, stressing that British in- 
dustrial management has seldom 
been “sales and promotionally 
minded.” He strongly urged Am- 
erican business management to 
create a funded reserve for pro- 
duct development and promotion. 

Allowing for Britain’s wartime 
property losses, Dean Collins cited 
two principal causes of its declin- 
ing economic power. He labeled 
the first a long-term failure of 
British management to plow 
earnings back into corporate en- 
terprise for technological improve- 
ment. The second is the indiffer- 
ence and hostility of British top 
management and directorates to 
the economic function of aggressive 
sales promotion. 


s Their responsibility “is as much 
one of properly managing earnings 
as it is one of making earnings,” 
he said. “Insofar as the perpetta- 
tion of dynamic growth may be 
the goal, one can almost say that 
the chief directing and managing 
task is one of providing and man- 
aging retained earnings.” 

Dean Collins declared that top 
managements looking to the future 
need to set aside a much larger 
share of retained earnings for mar- 
ket expansion and for product in- 
novation, and a lesser share for in- 
creased output on present product 
lines. 

“To meet the keenly competitive 
buyers’ market that stretches out 
ahead,” he said, “I believe that 
corporate directing and managing 
minds should grapple with the idea 
of providing and managing re- 
tained earnings to set aside a 
funded reserve for product devel- 
opment and promotion. 


ws “This funded reserve should as- 
sure the future availability of ad- 
equate moneys, not only to perfect 
and to test new product innova- 
tions, but also to carry on effective 
promotion of these products dur- 
ing the time when current returns 
from their sale cannot be expected 
to carry costs.” 

Dr. Richard Glenn Gettell pre- 
sented Fortune’s third annual an- 
alysis of current business problems 
through the eyes of the directors of 
an imaginary company, “ACE,” 
for American Competitive Enter- 
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HIATUS ENDS—Present for the opening Hollywood show of Vaughn Monroe (center) 

and his CBS “Camel Caravan” after a five-week hiatus are Howard S. Meighan, 

CBS vice-president, and T. D. Luckenbill, vice-president in charge of radio for 
William Esty Co., Camel agency. 


prise. 

Outlining a program of aggres- 
sive action in meeting the buyers’ 
market, Dr. Gettell called for 
“positive, constructive action, not 
defensive cutbacks or appeals for 
help.” 


s He strongly emphasized that re- 
search should be undertaken, in- 
cluding product, market, and per- 
sonnel classifications. 

Dr. Gettell called for a bold pro- 
gram of investment in new plant 
and equipment. He added that a 
positive policy demands produc- 
tion at maximum capacity. 

“Finally, a revitalized program 
of selling is needed,” he stated. 
“We’ve been hearing for months 
about the return of the buyers’ 
market. The recent declines would 
seem to prove that not only is the 
buyers’ market here, but that we 
haven’t yet met its challenge. 
When we do, through the fullest 
and most ingenious use of all the 
weapons of advertising, pricing 
and selling, American enterprise 
will be on the road to expansion 
again.” 

Samuel C. Gale, vice-president 
of General Mills, warned ANA 
members that progress must be 
made in the scientific evaluation of 
advertising appropriations to avoid 
seriously hampering the processes 
of distribution. 


we Mr: Gale gave a “case history” 
of methods employed by General 
Mills in determining advertising 
appropriations. He said the com- 
pany had inherited a management 
philosophy favorable to advertis- 
ing on the part of major officers 
and directors in its formation in 
1928. He credited this philosophy 
with paving the way for smoother 
progress over the years. 

While General Mills has modi- 
fied procedures used in develop- 
ing and securing approval of ad- 
vertising budgets to suit changing 
needs, Mr. Gale pointed out that 
they have remained basically the 
same for many years. 

“Although the view of our com- 
pany is that advertising is a po- 
tential and increasingly important 
force both in sales and distribu- 
tion, and in the molding of public 
attitudes and opinions,” he said, 
“it is still in its traditional field 
as a tool of mass distribution that 
it must primarily prove its place 
and its ability to achieve tangible 
results. 

“It is my belief that, as adver- 
tising can be demonstrated to be 
an increasingly efficient part of 
mass distribution of goods and ser- 
vices, its place in the field of pub- 
lic education and other fields of 
public service will likewise grow.” 


ws Outlining the procedure used by 
General Mills, Mr. Gale empha- 
sized that budgets start with in- 
dividual studies by sales and ad- 
vertising executives and respon- 
sible agencies in each field of acti- 


vity and product. From individual 
studies, joint recommendations are 
pooled for further discussion with 
chief executives and final board 
approval, he explained. 

He said that there has never 
been an occasion since the forma- 
tion of General Mills when the 
board failed to approve budget 
recommendations as submitted. 

“We believe this result has been 
made possible because of the com- 
bination of sound and careful pro- 
cedures and a management and 
board who believe in and are sym- 
pathetic to advertising as a major 
business force,” he stated. “It has 
been easier to achieve this meas- 
ure of support because, in general 
for the past decade, we have been 
able to achieve a ceclining rate in 
per unit advertising expenditures 
in our major operations.” 


Gonda Opens Own Agency 


Francis D. Gonda, formerly 
chairman of the board of H. C. 
Morris & Co. of California, Holly- 
wood agency, has opened his own 
advertising agency at 3974 Wil- 
shire Blvd., Los Angeles. Asso- 
ciated with him is Frances L. Lee, 
formerly with Walter Lowen, New 
York, Compton Advertising, New 
York, and Kenyon Co., Boston. 


Appoints McCarney 


Michigan Catholic, Detroit, has 
named R. W. McCarney Co., New 
York and Philadelphia, publishers’ 
representative, as national adver- 
tising representative, effective Jan. 
1, 1950. 
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Cuba andTrinidad f#* 
Step up Promotion Mo 
New YorK—The Cuban Toi ris “ 


Commission this year will 


USeH to: , 


four-color magazine ads and ne ws. Se 


paper advertising in key citie. 
boost the attractions of Cuba an; 
increase the number of Amer cay 
tourists visiting the country. 


New pamphlets and brochi re “ 
plus counter cards and window (is. ,.), 
plays for travel agencies, also are oan’ 
being made available. «% 

The Trinidad & Tobago Touris FRI 
Board also is planning for an in. 
crease in tourist trade this yea, H 
and is keying part of its promo.jgj™* 
tional plans to the resumption of Nels 
West Indies cruises by majorgm>'' 
steamship lines. in @ 

Wendell P. Colton Co. direc ™ 
both accounts. to a 

Dail 
Harrison Starts Disc Show — 

Dale Harrison, Chicago column- of t 
ist, has his own midnight chatter—®* | 
and records program, heard over{m so 
WENR, Chicago, ABC station, Sun- 
day through Friday, 12-12:30 a.m. Bpo 
CST. The Windy City Restauran: N 
Association is the sponsor and Ray 
Freedman Associates, Chicago, iste’ | 
the agency. hon 

vert: 
Biddle Agency Names Jones “ 
ue 


Frederick H. Jones Jr., formerly 
with M. Glen Miller Advertising 
Chicago, has been named an ac- 
count executive of Biddle Co, 
Bloomington, Ill., agency. 


NEW JERSEY'S FOURTH LARGEST MARKET 


BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE 


You've got to put ‘em right over the 
plate or you won't sell the hard hitting 
Bayonne Market. 

The Bayonne Times wins in the home pork 
every day with a .760 batting average 
and 93% for the circuit (home delivered 


Send for the TIMES Market Data Book 


THE BAYONNE TIME 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., M. Y. «228M. LaSalle St., Chicags 
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5,000 W 
1420 Ke, 


47 Kw. 
103.7 Me, 


AM FM 


the No. 1 Network 


Monday through Sunday . . 
ing, afternoon, evening . . 
Hooper Ratings average as much 
as 5.9 points higher than the na- 
tional averages for the same pro- 
rams. That's the story told by the 
ast Fall-Winter Quad-City and Com- 
prehensive Hooper Reports. Thus 
WOC gives NBC Network and 
om advertisers bonus audiences in 
this wealthy industrial area . 


morn- 


i . proo 
of the listener-loyalry that makes 
WOC the Quad-Cities’ FIRST 
station. 


Col. 8. J. Palmer, President 
Ernest Sanders, Manager 


DAVENPORT, [OWA 


FIRST in tHe 


tr: 


DAVENPORT, ROCK ISLAND, MOLINE, EAST MOLIN: 


Basic Affiliate of NBC, 


~ 


C.P. 22.9 Kw. visvol 
and aural, Channel 5 
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HAROLD B. MORRILL 


» 1349 
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,AWRENCE, Mass.—Harold B. 
M rrill, 55, general manager of 
St.tion WLAW since August, 1946, 


Ol risM died Oct. 5 at his home in Arling- 
1 use to.. Mass. He had been ill since 
N€ Ws-Mi Se \t. 23, when he suffered a heart 
ie. att ick. 
a and Vr. Morrill also was secretary 
©Y Can of Hildreth & Rogers Co., owner 
and operator of the station and 
hiresMits affiliate, WLAW-FM, and had 
W (is-Mneid executive posts with the com- 
50 are pany for 27 years. 
o-ris FRANCIS F. PAYNE 
- a HaLirax, N. S.—Francis Free- 
romo.iqj man Payne, 60, publisher of the 
ion off Nelson Daily News and owner of 
major Station CKLN, Nelson, B. C., died 
‘Hg in a hospital here Oct. 9. 
lirects Mr. Payne had come to Halifax 
“Zi to attend sessions of the Canadian 
Daily Newspaper Association. He 
was one of the charter members 
—_ of the Canadian Press and served 
hattermm®s 4 director of the publishing 
| over group. 
, Sun- 
a.m. DOUGLAS B. HOBBS 
a Ras New York—Douglas B. Hobbs, 
go “4949, director of technical informa- 
; tion in the public relations and ad- 
vertising department of the Alu- 
es minum Co. of America, Pittsburgh, 
merlvag vied of a heart attack here last 
tising 
n ac- 
Co., 
ave Can you afford 
\ARKET 


to underplay the 


|$250,000,000 


GOLF MARKET? 


Get full facts from 


GOLFDOM 


JOURNAL OF THE WHOLE BUSINESS 


GOLFing 


NATIONAL PLAYERS’ 
MAGAZINE 
Chicago 5 


Na 
i“ 


LD 


rer the 
hitting NEW YORK + ALBRO C. GAYLOR 
WEST COAST « ROY M. McDONALD CO 


e pork 


week while attending the conven- 
tion of the Association of National 
Advertisers. 

Mr. Hobbs joined Alcoa in 1923 
as a research metallurgist, and be- 
came a member of its advertising 
department in 1929. At the time of 
his death he had charge of motion 
picture, educational and technical 
information. 


GEORGE PARKER 

WASHINGTON—George B. Par- 
ker, 63, editor-in-chief of the 
Scripps-Howard newspapers since 
1927, died Oct. 10 here of an in- 
ternal hemorrhage. In 1922 Mr. 
Parker was named editor-in-chief 
of the Scripps-Howard southwest- 
ern group of papers and in 1927 
editor-in-chief of all the chain’s 
papers. 


FRANK G. BURROWS 


New YorK—Frank G. Burrows, 
69, editor of the American Banker 
and former advertising manager 
of the Irving Trust Co., died Oct. 
10 at his home here. Mr. Burrows 
served on the staffs of the Chicago 
Tribune, Philadelphia Bulletin, 
Montgomery Advertiser and New 
York Times, and from 1920 to 1945 
was advertising manager of the 
Irving Trust Co. He joined the 
banking daily in 1945. 


HENRY C. CHASE 


Cuicaco—Henry C. Chase, 54, 
head of the sales development de- 
partment of E. J. Brach & Sons, 
candy manufacturer, died Oct. 11. 
Mr. Chase, who had been with the 
Brach company for 16 years, pre- 
viously was a partner in the for- 
mer advertising agency of Hurja, 
Glidden, Chase & Hooker. 


Schrader Named Director 


Douglas Fir Plywood Associa- 
tion, Tacoma, has appointed C. 
Harry Schrader Jr., director of the 
Washington Institute of Forest 
Products, as managing director, ef- 
fective Dec. 15. 


Weber Appoints Scott Agency 


Scott Inc., Milwaukee, has been 
appointed to handle the advertis- 
ing of Weber Lifelike Fly Co., 
Stevens Point, Wis., fly tackle. 


verage 
vered 


Book 


_ublished by 
ve American Society 
“- Refrigerating Engineers 
+] 
- 40 W. 40th St. 


REFRIGERATING { 
ENGINEERING 


O.E.M. coverage” 


oJt a 


Put your sales message in working 
clothes . . . send it where hard hitting 
advertising really pays off ... to the 
Original Equipment Manufacturers in 
refrigeration and air conditioning. Re- 
frigerating Engincering reaches more 
“executive engineers” in these plants 
than any other publication in the field. 

These “executive engineer” readers 
are the men who buy raw materials, 
components and assemblies by the 
carload for this $2,500,000 market. 
They’re the big volume buyers you 


. must sell to sell this big volume market. 


Want helpful facts on the sales po- 
-tential of your product in the refriger- 
ation and air conditioning market? 
We'll be glad to brief your sales 
department. 


Refrigerating Engineering 


Established 1922 


New York 18, N. Y. 


Consumer Buying 
Plans Hold Up, 
U.S. Study Shows 


Incomes Down, but Auto 
and TV Sales Gaining, 
Federal Reserve Reports 


WASHINGTON—The Federal Re- 
serve Board said Friday that the 
buying plans of U. S. consumers 
have not been substantially 
changed by the economic adjust- 
ments which have been under way 
during 1949. 

A special consumer buying study 
conducted for Federal Reserve dur- 
ing July indicated undiminished 
markets during the next 12 months 
for automobile and major durable 
goods items. 

On the basis of interviews con- 
ducted by the Survey Research 
Center of the University of Michi- 
gan, Federal Reserve said “it seems 
fair to conclude that adjustments in 
production of consumer durable 
goods in the first and second quar- 
ters of the year were due more to 
a working off of inventory accu- 
mulations and the fact that dis- 
tribution pipelines have been filled 
than to any decline in consumer 
purchasing.” 


ws Declines in consumer income 
were more widespread than at any 
time during the past four years, 
Federal Reserve said, but the con- 
sequences have been serious in 
only a relatively small proportion 
of the cases. Most often, it said, 
they were among low income 
groups whose consumption scales 
have less influence on general eco- 
nomic activity. 

Despite the recession during the 
first half of 1949, Federal Reserve 
found that more automobiles were 
sold than during the comparable 
period of 1948. 

Federal Reserve said there has 
been no “statistically significant” 
change during the past two and a 
half years in the proportion of 
consumer spending units expecting 
to buy either automobiles or other 
durable goods. 


a Though the demand for automo- 
biles remained firm, Federal Re- 
serve found that roughly three out 
of four prospects have postponed 
their purchasing plans until the 
first half of 1950, in anticipation 
of price declines, new models and 
seasonal factors. 

Intentions to buy certain dur- 
ables, such as washing machines, 
radios and stoves, showed a slight 
decline, but this was offset by an 
increased interest in television 
sets. Durable goods purchases were 
at a high level during the first 
half of 1949, with a prospect list 
of equal magnitude still in sight, 
Federal Reserve reported. 

Only about one out of five said 
buying plans for cars, refrigerators, 
television sets and other household 
items were contingent on price de- 
clines. 


a Interviewers reported that in- 
come declines during the first half 
of 1949 hit seven out of every 20 
“units,” compared with an average 
of four out of every 20 during the 
previous postwar years. The dam- 
age was sustained almost equally 
in all income and_ occupation 
groups, with the exception of pro- 
fessional, clerical and sales per- 
sonnel, which were least affected. 

Farmers appeared to suffer the 
most. More than half of the groups 
headed by “farmers” reported they 
were making less than last year. 
Those headed by business men, 
skilled and unskilled workers, and 
retired people also reported de- 
clines in income. 


Though the deterioration was 


widespread, it was not serious in 
most instances, Federal Reserve 
said. Interviewers found little or 
no distinction in the auto buying 
activities of units with increased 
income and units which suffered 
declines in income. 

Federal Reserve said 56 of the 
units still expect to do better in 
1949 than in 1948. Only about 10 
of the wage earners expressed any 
anticipation of unemployment or 
layoff during the remainder of the 
year. 


ANPA Gets ANAN Data 


The Bureau of Advertising, 
American Newspaper Publishers 
Association, now has all the med- 
dia research developed by the late 
American Newspaper Advertising 
Network. Studies transferred to 
the bureau include “What’s Ahead 
for Advertising,’”’ which emphasizes 
the advantages of newspaper ad- 
vertising; “The Penetration Study,” 
which answers the question of how 
frequency in newspaper advertis- 
ing affects audience turnover; and 
“The Reading vs. Listening Study.” 


James to Open Ad Course 


Alden James, director of adver- 
tising, P. Lorillard Co., will be the 
speaker at the first session of the 
New York Advertising Club’s 1949- 
50 Advertising & Selling Course 
on Oct. 17. Author of “Careers in 
Advertising,” Mr. James will dis- 
cuss qualifications and aptitudes 
needed to fill basic types of jobs 
in the industry. 


Starts Employe Publication 


Landers, Frary & Clark, New 
Britain, Conn., has resumed publi- 
cation of a news publication for 
employes, called “Universal Mir- 
ror-Ette,” a vest pocket size revival 
of the company’s former employe 
publication, “The Mirror,” which 
was discontinued in November, 
1947. 


WOAI-TV Names Petry 

WOAI-TV, San Antonio, which 
will begin operations next month, 
has appointed Edward Petry & 
Co., New York, as national repre- 
sentative. 


Ruppert Names Katz V. P. 

Herman A. Katz, sales agent for 
New England for the past 14 years, 
has been named vice-president of 
Jacob Ruppert Brewery, New York. 


Vienllby rama, th 


‘ 


ip: 


THE SILVER LOOK—How many 
neckties at $1.50 and $2 does it take to 
make a coloroto page pay out in the 
Chicago Sunday’ Tribune? Wembley, 
Inc. of New Orleans, knows the answer. 
Shown above is the eighth in the series 
of coloroto pages placed in the Chicago 
Sunday Tribune by the New Orleans 
neckwear maker. Featuring ties with 
the silver look, it was addressed on 
Oct. 9 to the audience which accounts 
for the bulk of the men’s clothing and 
accessories sold in Chicago and suburbs. 
Fitzgerald Advertising Agency handles 
the account. (Adv.) 
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important questions 


Here’s how your 


dealers 


voted on these 


NY 


1. How long do you save trade 
publications for reference? 


2. Do you tie in your merchan- 
dising with manufacturers’ con- 
sumer advertising? 


3. How many trade and general 
publications do you read regu- 
larly? 


4. What percentage of the manu- 
facturers’ displays, printed mat- 
ter, etc., supplied to you are 
actually used? 


5. What proportion of your cus- 
tomers ask for your recommen- 
dation ? 

6. Do you pass on copies of the 
trade publications to your sales 
staff? 


7. What poncentem of your sales 
personnel read the publications 
you pass on to them? 


8. What features in publication 
advertising are most helpful to 
you? 

9. What proportion of your cus- 
tomers ask for a specific brand 
when purchasing? 

10, What factors cause you to 
make a recommendation to a cus- 
tomer? 

11, What proportion of your cus- 
tomers buy what you recommend? 
12. What methods do you prefer 
manufacturers to use in keeping 
you informed about their con- 
sumer advertising? 


YOU'LL FIND SOME SURPRISING ANSWERS in ABP’s 
nation-wide survey of 355 dealers —answers which will 
give you a better understanding of the most important 
man in your whole sales set-up. Send for your copy today. 
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“Nobody Profits 
Till Something 
is Sold” 


This 32-page booklet 


Dateien enenenanendbtmmemaenesapeneneneene arenes as 
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THE ASSOCIATED BUSINESS PUBLICATIONS 
205 East 42nd Street, New York 17, N. Y. 


Gentlemen: Please send me your summary of 


eee ee ennee 


ee 


shows you how to help NAME....... 
our deal i 

7 we ee | e..... 
more sales for your 

products. If you'd like ADDRESS. .... 
a free copy, please 

check here... [] a 


ABP’s latest dealer survey. 
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...where building is booming 


* 


You’re in line for rich New Orleans profits 
with geared pair... Times-Picayune and States 
BUILDING’S booming in New Orleans . . . breaking all records. 


Here a new office building . . . there four new apartment 
hotels costing millions . . . a lakeshore hotel . . . new $7,640,000 
VA hospital . . . $15-million terminal station, with overpasses and 
underpasses, and two superhighways through city . . . countless 
housing developments, including a newly authorized $42,500,000 
low-rent housing project .. . 


New Orleans is building-booming . . . 


The city’s symbolized by these pictures of construction on 
the new sixth floor of The Times-Picayune and New Orleans 
States building on Lafayette Square... 


And, as always, The Times-Picayune and States are uniquely 
geared to this new-rich market . . . More than any other possible 


. . . . Cit y 4 n F ili eeeeeeeevereaee ef - 187,900 
media, they’re your one, direct, certain way to build your share Sled Wasmaaee Tete ol. Midis Dower, hens "WO 
i . “ss Total Circulation 
of the even greater profits boom-town New Orleans affords . née... re 


3 Months Ending Mar. 31, ‘49 
Milline rates as low as 1.88 M&E...1.95 Sunday 


Vi GG, Z Ask Jann & Kelley, Inc., today. 


TIMES-PICAYUNE and STATES 


GEARED TO SELL THE NEW ORLEANS MARKET 
Moving in different directions | 


é 
2 


igen hag ae a Rae 


oe 


onl} 
son 
deli 


POsia 
On a 
ng iy 
lice t 
1. 

wi g 
Wit 


| x : 4 sats Pa S : a = . hi ; an : — : = Be eet ee he & G ; he ee . ’ “2 é : Ee , : oe ae £ fe a 

eon ‘ . i a e Sage a: " sag z ‘ : ah i up a ot rile Sage” ‘cob: te Bees , 

a 4 " . Se : ae a . ban te pete ; : gies : art % = ‘: zp Ce ee moe 2 % i le ; a - & "ea =. a - 

ee as i. ee lie. ' ie 2 a ers Be iam ad a a 2 ese oe i , 4 é if A Jag a ‘ii Fi 5 : 
oe ee a eee es. ee | en ge eo! mm ae a ee ne See eee a : 2 i me os pets Cag 
ner ay ok — — a ed I a alae a3 ae Pe eg eh aa igs ee ae als ee ee ee dae ee ai. eeepc: igi. i if 
eee Ga : ‘ ee 
ie nas ; 

eae F . 

a ee » 

Pane & ve . ae 

fem 

oe : 

. 

ice ae 7 

a Se : 

+ ba . 

+ ea 

ee 

ae ec ? m : ee 

sey oe : ee a 

; ~ © 3 
ee ‘ . ad 
ed ~~ 
ann N *, ws 
™~, ‘ 4 
5 
. \\ %, 
sit a ea ‘. i - . 
7 : i ¢ . 4 
in . 
pe cer eine ros : ea? . cy he i 
%: it % at ‘ 4 
ae , oe ~~ 3 ’ N 
: Pager eae , Te ie, 
. Same? " eS » a 1 
ip ae eae st be é 
" eee) Fors ak ‘ =— 3 oul 
r e a genre Ct % > —— for 
a SS, Si ’ y <= i. \ i ows 
aes y ; ek = Ce a ._=—~ = \ : mu 
as Ae a 7 a G — é ‘ 4 ‘ . 
ae f Par oN “ “ea a ~~ ; ‘ adc 
sys ’ 2 gS ee — Se ee ‘ ” ‘ 
a ag, 72, F oti ek a  o é s * \ ‘ fut 
iat 1 ae eh ah es ‘ \ 3 
_ a . Sa es Cee oe ee a & ‘ 23 ee T 
¥ N ‘ ‘ : or Nid rs a my . ‘eS ' " \ \ : on 
£03 4 <4 ar pe Pe \S “a ‘ aA : 
S| ~  °. XS e a e a A | onl 
; : oe eee : ‘ah ae oe Mags S oi 3 \ \ ear 
. | et %. is a" j — tail 
6 2 st ee fs ee Mc ce Eb ‘ % - 
oe : Ne . ‘t aa Pee, MH ae eg . —_ ‘ \ \ ; rate 

Sai : . » See . 4 ats | Seana © es = ' ‘ Z 

ve eee Ge > “ae ' “ tha’ 

oe ae <a : eer VA ha 

pS ~. ' , : \! ee a ye le > \ \ ' / -_ 

at ue @ \ a ie . oe oe eS Ee oe - ‘ ‘ 4 T 

ate ce 4 - . Re Se ee ~~ ' . 

Pane oe a WY “SS, s,m ‘Ye ras ; ee pub 

ee i , ope. : iW “ “Ee. a ed ane ie > ae ij \ 

oo 7 Ne ee <Y Me ee a \ ‘ Isr 

—— oe ‘~ a ci a . a ey ON" enu 
ee £ “Seliaes 4 41 % wae 7s, Pate a, ae ee oe ‘ 4 ‘ in 
i Bs 2 to 4 te en rt : ae gt an ii ‘ ‘ 
aa Pi... oe NN NS Ba ey 9 i ‘ . \ ‘my | 
=e ne ‘i Sh A \ ey y 
-_ 2 Dera ‘i oe : Tg, . ” 
ah : i ci age ite Nee ae ‘ ee ee oe ae = ‘ ’ & a . 
emo + ee 3 Ls ae ay >. Yo aS Cs a 
sal “4 Seg ie eS wt) a. uae cé r i ee Ya ), 2 ' 
ee : Te Sey ; Ng AS te Za aa et ea 
ae sie Doh ieee ae etek. ach a See a ‘ fe r Pe on me Li re. a ey . ee eer . \ : 4 : 
ce cat ‘i a 5 a aaa ta Rie 8 WEY. RE 6 oe . \ 
a | ; ae ‘ ah RR ~~ iY , pow 
] ; % | . % . ee ~ 3 defi 
- the 
4 : subs 
ie . — 

a a me 
7 c : ad stan 
wt Bh had 

oe 4 i eee oe he and 
ee ; BE a ee . : payi 

= e : é t x. a. ae 4 me a “ b ay l 

bet ‘ : ee Eee Fo Gees ©. « 

epee og 20 Bet Pe the ‘ of $ 
eed ‘ / é Se ein Ey ee bake AE Oe ae core : ¥ Sn mit ' 

a a ‘ BR mi ae TE sco bee ae ee e 4 Daa: Serge ts eae oe 
: , bie : MRE: «Heap ea Rm S| Pe 24 ee aE 

— . oS Se eon cams" ag «Sibi % #1 27 bX BRR * 

? a eee ‘nam 

ae ee he i ie ee. mur 

eae ae see a. ta Pe ee 6 a ee es. Ges segy 
° g 7 Caer. Mees Sets ge 4 reese & Scat . . th e segm 
sagittis Min. ‘ i te Gee eae : ae ae ees : ~~, * A le bas > ae oN Ps ee = ing f 
Meee : I ie ae: “~—ini Pere 6b a ee aot ee hy See ee Oe wf 
SP i ge aan 1 Bie: 72 Ul HSS owe! © ee eee ee ee 
ic ; ye ee / Jb we g publ: 
shes ¥ ; - bo ae Bee ae Sore shine: mr Lg ERE Ti: Tee Bs: Se eins re 8 ee + ee, 

ee : : 63 ipa og i se ee ee ee eer te, eS upon 

Bare ‘ : nett ree OE Be a 2 

See : ce ee, dk, Lhe ode i a deem 

Se ey eos a re yee F 

ene F : Behe, ~ meat Me Ae age r 

ee ae ca, eee) ee De XE Ae) a eee) Pe 91) 

Peete: Pee ee Ps a ** .° oe ii 4 ae Cause 

hoes o ‘ “ a ; , Indus 

is ae y ony 
aod 

seat i 4 | 

= uit gl 

po mer " 

sil Lc A 

heme | 

ae A, 

s5eE a Th 

ey ae x 

ee Ho 

eee [: Ouse 

Re ‘ fect y 

ier a 4 

eae ond 

iis oe y 

rE © A 
eee Bitz J nti 

Tee 4iL]) € 

heft yy, : 
: | he 4 

: a 
+ He 

| = | Pape 

iB a | Prof 

§ * i : 

aoe iS ; i / Mal, 
md : 

pies on : wets 

Cape et ; : - i 


Advertising Age : 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago Iil., under the act of March 3, 1879. Copyright, 1949, by Advertising Publications, Inc. 


Publishers Face 
Further Postal 
Rate Increases 


House Committee Says 
$15,000,000 Boost Is 
Just the Beginning 


WASHINGTON—The House Post 
Office committee last week put 
publishers “on notice” that its plan 
for a $15,000,000 hike in second- 
class rates next year is a “mini- 
mum,” which may be followed by 
additional increases in the near 
future (AA, Oct. 17). 

The committee’s official report 
on the rate increase bill, which 
is expected to come up for action 
early next year, promised “a de- 
tailed study of the second-class 
rate pattern,” to begin at once, “so 
that an orderly and complete re- 
vision of the rates can be made.” 

The committee pointed out that 
publishers’ second class currently 
is raising only $40,000,000 of rev- 
enue for the department. Assert- 
ing that it costs $35,000,000 mere- 
ly to transport second class, the 
‘committee said the department gets 
only $5,000,000 to pay the per- 
sonnel expense in the sorting and 
delivery of 6.5 billion pieces of 
second-class mail. 

“If we take the second-class 
deficit to be a subsidy to either 
the publishing industry or the 
subscribers, it is significant that 
today, in peak times for the pub- 
lishing industry both from the 
standpoint of advertising revenue 
and subscription revenue, we are 
paying a $200,000,000 annual sub- 
sidy, as compared with a subsidy 
of $85,000,000 in 1940,” the com- 
mittee report said. 


s Explaining its recommendation 
for an immediate $15,000,000 hike 
in second class, the committee 
claimed it had arrived at a “mini- 
mum figure” in the hope that “no 
segment of the periodical publish- 
ing field is injured.” 

“It is recognized that a vast 
publishing industry has been built 
upon low postal rates, and it is not 
ceemed advisable to increase post- 
age rates to the point where it will 
fause irreparable damage to the 
Industry,” the report said. 

“However, in view of the great 
bos. al deficit in second class— 
some call it subsidy—the publish- 
ing industry should now be on no- 
ice that additional rate revisions, 
‘rir ging second class more in line 
Wit!, costs, will be considered.” 


"The $15,000,000 second-class 
fate inerease proposed by the 
House committee would be ef- 
fect ve “the first day of the sec- 
‘d quarter after the approval 
{tle bill.” 

A. written, the increases fall 
‘Ati ely on publications which use 
‘fe nail for distribution outside 
he .ounty of origin. Small news- 
Pape s and the publications of non- 
tofi: agricultural, labor, frater- 
Mal, religious, philanthropic and 


Continued on Page 82) 
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na ns a RRR Be: 
COMING—Philadelphia Leather Goods 
Co. will start a new consumer advertis- 
ing campaign with this four-color ad in 
the Dec. 6 issue of Look, featuring Broad- 
way star Ethel Merman. The campaign, 
which will be expanded to other con- 
sumer magazines over the year, will be 
followed by a series for men’s luggage. 
Leonard F. Fellman & Associates, Phil- 

adelphia, is the agency. 


Small Brewers 
See Television 
as Ideal Medium 


Cuicaco—Television soon will 
become the “natural” medium for 
brewing companies, if the enthusi- 
asm for TV evinced at the Small 
Brewers Association convention 
here last week is indicative. 

Tom Gettelman, vice-president 
of A. Gettelman Brewing Co., Mil- 
waukee, held the convention dele- 
gates in rapt attention as he told 
them how his company’s video 
spot campaign resulted in a 50% 
increase in distribution in Mil- 
waukee, home of such competitors 
as Schlitz, Miller’s and Blatz beers. 

Mr. Gettelman told how use of 
the animated beer bottle commer- 
cials, packaged by Television Com- 
mercials Inc., Milwaukee, opened 
the tavern doors to the company’s 
salesmen; how the spots boosted 
consumer acceptance, and how 
they increased consumption. 

Ruth E. Moser, the association’s 


(Continued on Page 6) 


Likes Milton... 
but not the pitchman. 
See ‘Eye and Ear,’ Page 
64. Other features: 
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High Scorers in 


Four A's Exam 
Win Ad Spurs 


Check on Those Who 
Took ‘47 Test Shows 
High Correlation 


SAN BERNARDINO, CAL.—Evidence 
that many of the high scorers on 
the annual American Association 
of Advertising Agencies’ examina- 
tion for advertising have succeeded 
in getting into the business was 
presented before the Pacific coun- 
cil of the Four A’s here Tuesday. 

Basing his report on a study 
of what has happened to the peo- 
ple who took the Four A’s test in 
1947, Louis N. Brockway, execu- 
tive vice-president of Young & 
Rubicam, told the meeting that 
there appears to be a close paral- 
lel between performances on the 
examination and the probability of 
future success in advertising. 

If these preliminary findings are 
confirmed by further experience, 
the annual examinations may ulti- 
mately lead to new hiring practices 
by agencies. Already it seems 
clear that young people interested 
in an advertising career would be 
wise to take the Four A’s or simi- 
lar tests, Mr. Brockway indicated. 


a The survey was made by mail- 
ing questionnaires to the 522 
youngsters of 544 who took the 
first nationwide Four A’s examina- 
tion in 1947, for whom current ad- 
dresses were available. Answers 
were received from 220. Eight out 
of ten who were rated “excellent” 
in the test are now employed in 
advertising, while 63.5% of 63 per- 
sons rated as “good” and 49% of 
those with “fair” ratings are also 
working in advertising. On the 
other hand, only 26.6% of those 
with “poor” or negative ratings 
(Continued on Page 36) 
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Audit Bureau Members 
Settle Major Problems 


ABC Meet Airs 
Readership vs. 
Paid Argument 


Magazine Group Elects 
Eaton New Director, 
Succeeding Wyman 


Cuicaco—A spirited discussion 
of readership figures vs. paid cir- 
culation figures enlivened the 
magazine session at the Audit Bur- 
eau of Circulations’ 35th annual 
meeting here last week. 

The meeting opened quietly as 
Allan Adams, circulation manager 
of Fawcett Publications, nominated 
W. H. Eaton of American Home 
as a candidate for the ABC board 
of directors, to succeed Phillips 
Wyman of McCall Corp., who was 
not a candidate for reelection. Mr. 
Eaton’s nomination was seconded 
by Thomas H. Beck, Crowell-Col- 
lier board chairman. 

Anthony R. Gould, business 
manager of U. S. News & World 
Report, then nominated Francis 
Pratt of Time Inc. for the post, 
and Mr. Pratt’s nomination was 
seconded by S. O. Shapiro of Look, 

The final election tally gave the 
board of directors post to Mr. 
Eaton by a vote of 150 to 104, and 
Mr. Pratt moved that the election 
be made unanimous. 


a Following the balloting, George 
J. Hecht of Parents’ Magazine 
brought the readership figure con- 
troversy into the open during a 
speech from the floor, in which 
he voiced fear that readership fig- 
(Continued on Page 4) 


Last Minute News Flashes 


WNEW to Report on Out-of-Home Listening 


NEw YorK—Station WNEW will shortly launch a business newspaper 
campaign emphasizing the importance of total listening reports (in and 
out of homes) for the radio industry. Data published in the first quar- 
terly out-of-home study made by Pulse Inc. covering August will be 
used in the drive. The first Pulse report gives the number of people lis- 
tening outside of homes, but the research group may add away-from- 


home ratings later. 


Launches Campaign for Norelco Dry Shaver 


New YorK—North American Philips Co., manufacturer and distribu- 
tor of electrical appliances, has broken Christmas promotion for Nor- 
elco dry shaver with a b&w full page in The New Yorker. Manufactured 
in Holland by Philips Industries, the shaver now retails for $16.50 (pre- 
viously $22.50) due to devaluation. Norelco’s schedule of national mag- 
azines includes Esquire, Fortune, Holiday, House Beautiful, and News- 
week. Appearing now in the New York Times and Tribune, a coopera- 
tive newspaper campaign will soon be launched across the country. 
Erwin, Wasey &-Co., handles the account. 


Lionel to Distribute Miniature Posters 


New YorK—Lionel Corp., maker of model railroad and construction 
equipment, will distribute 2,400,000 miniature poster panels in 300,000 
sets of eight designs with its 1949 Christmas catalog, in cooperation 
with Standard Outdoor Advertising and seven national advertisers— 
Ford, Wrigley, Kellogg, Nash, Heinz, International Cellucotton and 
Curtis Candy—to strengthen home interest in national advertising and 
to make more realistic model home railroad layouts. 

(Additional News Flashes on Page 85) 


Business Paper Group 
Elects Slocum; Trade 
Zone Issue Resolved 


Cuicaco—The 35th annual meet- 
ing of the Audit Bureau of Circu- 
lations at the Drake Hotel last 
Thursday and Friday was the 
largest in the history of the organ- 
ization, with 1,551 on hand, and 
also one of the most exciting, be- 
cause of the large number of con- 
troversial subjects which had been 
publicized in advance of the meet- 
ing. 

The Cleveland retail trading 
zone case, in which the trading 
zone of the Cleveland newspapers 
was changed to eliminate Akron, 
was disposed of on a basis which 
probably pleased all concerned. 
While the appeal of the Cleveland 
Plain Dealer from the decision of 
the managing director, James L. 
Shryock, was denied, the board of 
directors of the bureau announced 
that new studies of the Bureau 
of the Census, which are expected 
to establish “urbanized areas” and 
“metropolitan areas” in the 1950 
population census, will be used as 
as a pattern for future definition 
of retail trading zones. 

For this reason, the board de- 
cided that the effective date of 
the change already announced for 
Cleveland will be the audit period 
from April 1 to Sept. 30, 1951, a 
decision which means that new 
census data will be available to the 
ABC before the new Cleveland re- 
tail trading zone is finally estab- 
lished in audit reports. 


ws The explosive issue of paid ver- 
sus free circulation, which Col. 
Willard Chevalier, of the Mc- 
Graw-Hill Publishing Co., declared 
in the business paper division 
meeting to be the greatest issue in 
the publishing world, resulted in 
the election of George M. Slocum, 
publisher of Automotive News, 
Detroit, as a director, replacing P. 
M. Fahrendorf, Chilton Co., New 
York, who was a candidate for re- 
election. 

Col. Chevalier said that to main- 
tain a free and responsible press 
is a challenge to publishers, and 
that unless publications are re- 
sponsible to their readers, as in 
the case of paid circulation media, 
they cannot perform their proper 
functions in a free society. 

His viewpoint was not only sup- 
ported in the business paper di- 
vision meeting, but found an echo 
in the newspaper division, which 
resolved “that the newspaper di- 
vision reaffirm its belief that the 
strength and acceptance of the Au- 
dit Bureau of Circulations rests on 
the principle of auditing paid cir- 
culation and that the division 
views with alarm the tentative 
moves made by the bureau look- 
ing toward analysis of unpaid cir- 
culation.” 


ew A sidelight on the discussion 
was a telegram sent to President 
Thomson by the National Indus- 

(Continued on Page 81) 
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Issues Retail Economy Data 


“599 Cost-Cutting Ideas for Re- 
tailers,”” compiled by E. B. Weiss, 
director of merchandising of Grey 
Advertising Agency, is a new 
booklet offering expense saving 
suggestions from 154 department 
and specialty stores throughout 
the country. The suggestions cover 
all the major classifications of a 
store. The 96-page booklet, pub- 
lished by Fairchild Publications, 
is available at $1 a copy. 


Names Butler-Emmett 


Sherwood Gardens Inc., recently 
incorporated as a self-styled com- 
munity-owned bulb farm in Sher- 
wood, Ore., has named the Port- 
land, Ore., office of Butler-Emmett 
Advertising Agency to handle its 
advertising. 


Mortimer of General 
Foods Tells How Ads 
Assist Free Choice 


Toronto—“Advertising performs 
three essential functions in main- 
taining our free choice system,” 
Charles G. Mortimer Jr., vice- 
president of General Foods Corp., 
told members of the Association of 
Canadian Advertisers last week. 
It makes people want things, it 
increases sales and thereby the 
volume of things produced, and 
it sells people ideas as well as 
things. 

Elaborating on these three func- 
tions, Mr. Mortimer emphasized 
that productivity and distribution 
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are the two basic forces of our 
economy. “Anything which hurts 
productivity on our continent is 
contributing to a depression—the 
one great break that Moscow is 
counting on. Anything which helps 
productivity—provided we share 
the resulting benefits—will keep 
us steadily on the economic up- 
grade,” he said. 

But he added that “we are not 
going to produce and create a 
better standard of living by pro- 
ductivity which merely piles up 
goods in factory storerooms and in 
wholesalers’ warehouses. We must 
get the produced goods into the 
proper channels of distribution 
convenient to customers.” 


a Mr. Mortimer stressed televis- 
ion’s effectiveness as a new adver- 
tising technique. 

“TI recently discovered,” he said, 
“that ‘The Goldbergs,’ a show we 
sponsor both on television and 
radio, produces an identical cost 
per thousand for a viewer of TV 
and a listener to AM. The TV au- 
dience is in total much smaller... 


He says he has 500,000 families back in lowa, U.S.A. Something 
about his advertising in the Des Moines Sunday Register 


OY 
OOY 
Meretete' 


What's 100 wives! The Des Moines Sunday Register gives 
you 500,000 families—wives, husbands, kids. 


Yes, here’s real variety to put spice in your sales. This 
one paper reaches every corner of rich lowa—completely 
dominates (with 50% to 100% coverage) 82 of lowa’s 
99 counties! And you're in the few remaining counties with 


at least 25% coverage. 


You reach 70% of the lowans who spend a whopping 


5 billion annually. 


More variety! The Des Moines Sunday Register delivers 
the choice wrban market (which outspends big cities like 


Boston) plus a second-to-none farm market. Both! 


So, Sultan, if it’s variety you want—the big-spending 
kind—here ‘t is delivered by 


The Des Moines Sunday 


Register for a milline rate of $1.66. 


THE DES MOINES REGISTER ann TRIBUNE 


ABC Circulation March 31, 1949: 
Daily, 368,165—Sunday, 513,001 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 


AMERICA’S TOP 20 CITIES 


PREXY AND PRIZE WINNERS—Center, top row, is Lee Trenholm, public relations 
manager, Provincial Paper Ltd., elected president of the Association of Canadian 
Advertisers during the 35th annual convention in Toronto. Top, left, is Fred H. 
Brigden, president, Brigden’s Ltd., winner of a silver medal for an outstanding con- 
tribution to Canadian advertising in the graphic arts field, and right, L. £. 
Phenner, president, Canadian Cellucotton Products Co., who received a gold medal. 
Bottom row, left to right, are Walter S. Thompson, public relations director, Canadian 
National Railway, silver medal winner; Elton Johnson, vice-president, Locke, Johnson 
& Co., silver medal winner; and Fred Poirier, president, Poirier, Bassette Co., who 
received a silver medal. 


but this show commands more than 
50% of it, whereas in radio the 
rating indicates a much smaller 
proportion ...of a much bigger au- 
dience.”’ 

However, he does not think “TV 
will be a mass advertising medium 
very soon—at least to the point of 
mass coverage that the same 73,- 
000,000 radio sets now provide in 
the States. Also, even assuming 
that some day TV does approach 
this circulation, I think radio will 
remain an important advertising 
medium, particularly for daytime 
listeners...” 


ea Mr. Mortimer expounded at 
some length on the “newly dis- 
covered power of advertising... to 
Sell ideas as well as things.” This 
came about primarily, he said, 
because “business itself learned 
a new concept of enlightened self- 
interest—that what is good for the 
country and its people is also good 
for business.” 

As an instance of how it works, 
he told how the advertisers, agen- 
cies, and media had joined forces 


in the wartime Advertising Coun- 
cil. He suggested that a Canadian 
Advertising Council might well be 
formed for the purpose of selling 
ideas. 

Advertising, he conclutied, “can 
create demand, it can _ increase 
volume, it can reduce unit costs 
And it can... serve as an essential 
link in bringing about a better 
understanding and a fuller ap- 
preciation of a way of life...” 


WCCO Appoints Bennett 


Roger Bennett has been ap 
pointed director of the Housewives 
Protective League at WCCO, CBS 
outlet in Minneapolis-St. Paul. Mr 
Bennett, formerly with the House 
wives’ Protective League at WCBS 
New York, succeeds John Trent 
who moves to WCAU, Philadel 
phia, for HPL. 


Budget Pack to Factor Agency 


Red H. Factor Agency, Los An 
geles, has been named to direct th¢ 
advertising of Budget Pack Inc 
Los Angeles, packer and distribu 
tor of a line of more than 900 foo 
items. 
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And now the HPLisonWCAU! 


October 17: WCAU,“The Philadelphia Bulletin Station” —Columbia’s 
great 50,000-watt affiliate in the nation’s fourth largest market* 
— became the ninth station to broadcast, live and locally, the 
most sales-effective participating program in all radio—“The 
Housewives’ Protective League.” 


It’s already a sales manager’s dream come true in eight of your biggest and richest 
markets...including the country’s first...second...and third! 

Now add the fourth —Philadelphia: WCAU —with its 50,000-watt “‘umbrella” 
coverage of the nation’s fourth richest market—serves a territory where 1,145,180 
radio families spend to the tune of nearly four billion dollars a year! 

And that means now “The Housewives’ Protective League” can deliver your 
sales story to a total of 14,211,820 of the nation’s radio families. Accounting for 
38% of the nation’s retail sales !* 

During the past twelve months, more than 200 of the shrewdest advertisers 
in the entire country have used HPL programs to sponsor their products. Each 
of these profit-minded advertisers has testified—in hard dollars and sense—that 
“The Housewives’ Protective League” is radio’s most sales-successful participating 
program. For detailed information get directly in touch with the stations, their 


national spot representatives or... 


THE HOUSEWIVES’ PROTECTIVE LEAGUE 


“The program that sponsors the product” 


A DIVISION OF CBS « 485 MADISON AVE., NEW YORK « COLUMBIA SQUARE, HOLLYWOOD 


LOS ANGELES: 
50,000-watt KNX 
(where HPL reaches 
an area with 1,659,950 
radio families) 


NEW YORK: 

50,000-watt WCBS 
(where HPL reaches 
an area with 4,284,030 
radio families) 


CHICAGO: 

50,000-watt VW BBM 
(where HPL reaches 
an area with 3,086,510 
radio families ) 


PHILADELPHIA: MINNEAPOLIS : ST. LOUIS: 


50,000-watt WCAU 
(where HPL reaches 
an area with 1,145,180 
radio families) 


50,000-watt WCCO 
(where HPL reaches 
an area with 1,035,850 
radio families) 


50,000-watt KMOX 
(where HPL reaches 
an area with 894,620 
radio families) 


SAN FRANCISCO: 
5,000-watt KCBS 
(where HPL reaches 
an area with 855,420 
radio families) 


SEATTLE: 

50,000-watt KIRO 
(where HPL reaches 
an area with 469,200 
radio families ) 


WASHINGTON: 
50,000-watt WTOP 
(where HPL reaches 
an area with 398,370 
radio families) 


*Sales Management “Survey of Buying Power,” May 1949 


THE NINE HPL MARKETS (50-)00” Daytime BMB Listening Areas.) 


THESE 184 NATIONAL SPOT AND REGIONAL ADVERTIS- 
ERS ARE AMONG THOSE USING THE HPL DURING 1949: 


Absorene 

Ac'cent 

Aljohn Co. 

Amazo 

American Cranberry 
Austin Paint 

Awful Fresh MacFarlane 
Bakers Cocoa 

Beatrice Foods 

Bell Brook Dairies 
Beltone Hearing Aid 
Bertrand’s Printing Co. 
Black Poultry Co. 

Bliss Coffee 

Brentwood Mart 

Briggs & Co. 

Butler Mfg. Co. 
Cabanay Products 
Calif. Lima Beans 
Campbell Soups 
Canada Dry 
Candelight House 
Capper Publications 
Carbonoid 

Cargill Inc. 

Childs Restaurants 
Cinch Cake Mix 
Citizens’ Federal Savings 
Clear Tone Hearing Aid 
Coca-Cola 

Colonial Airlines 
Columbia Fed. Savings 
Congress Oil 
Constitutional Life Ins. 
Corn Products 

Cowles Publications 
Crack-0-Lets 

Craig Oil 
Crowell-Collier 
Crunchy Cookies 
Dairy-Aide 

Dixie Preserves 
Doeskin Products 
Donald Duck Orange Juice 
Doubleday Co. 

The Drackett Co. 
Dugan Brothers 
Durlacque Mfg. Co. 

E & S Frozen Foods 
Eggo Waffle Mix 
Family Laundry Assn. 
Family Reading Club 
Federal Life & Casualty 
First Federal Savings 
Flex-0-Lace 

Florsheim Shoes 

Fred Astaire 

French's Instant Potato 
Freshrap 

Fritos 

Fuller Brushes 

M. A. Gedney Co. 
General Electric 
General Foods 

General Motors 

Gordon Baking Co. 
Glim 

Green Spot Orangeade 
Greystone Press 

Griffin Shoe Polish 
Gwaltney Meats 

H & P Coffee Co. 
Halliburton Erle Co. 
Harry & David 

H. J. Heinz Co. 

Hi Lite Dog Food 

Hills Brothers Co. 
Holiday Magazine 
Holm Tomatoes 
Holsum Bread 

Home Bldg. & Loan Assn. 
Hotpoint 

Hot Shoppes 

Hunt Foods, Inc. 
Illinois Electric Co. 
International Harvester 
Irving's Dairy 

Isotex 

Jay's Potato Chips 
Jekyll Island Shrimp 
Jelke Margarine 

Herb Jones Co. 


. 


Juice Industries 

Kerr Glass 

Kirby Vacuums 

Klever Kook Food Co. 
Kraft Products Co. 
Kristoferson Diary 

La Choy Chinese Dinner 
Ladies Home Journal 

L & M Plastic Aprons 
Langendorf Bakeries 
Leach Co. 

Lettuce Leaf Oil 

Lever Brothers Co. 
Linens of the Week 
Lite Soap Co. 

London Specialties Co. 
Lubertone 

Lyon Van & Storage 
Majestic Mayonnaise 
Meadow Gold Ice Cream 
Megowen-Educator Foods 
Menner's Rice 
Metropolitan Fed. Savings 
Michigan Bulbs 
Michigan Mushrooms 
Microtone Hearing Aid 
Milnot 

Mirza Rug Cleaners 
Modglin Co. 

Mors Cheese Co. 
My-T-Fine 

The Nestle Co. 

New England Confectionery 
Nu Tone Chimes 
Nu-Trishus Corp. 
Oakite 

Occident Flour 

Ocean Spray Cranberries 
O'Connell Packing Co. 
Ohrbach's 

Oil Heat Institute 

Old Manse Syrup 
Olympic Gardens Bulbs 
Omnibook 

Pan American Coffee 
Paradise Garden Bulbs 
Perfex 

Perk Dog Food 

Pevely Diaries 
Pictsweet Frozen Foods 
Pillsbury Mills 

Pioneer Savings & Loan 
Plastic Food Bags 
Plymouth Motor Corp. 
Premier Foods 

Pritz Cleaner 
Prudential Bldg. Assn. 
Puritan Marshmallows 
Puget Sound P & L Co. 
Realemon 

Rislone 

Roman Meal Co. 

Rusco Windows 

Schick Shavers 
Schneider Baking Co. 
Geo. E. Shampson Co. 
Sherwood Gardens Bulbs 
Simoniz 

Snow Crop 

$0s 

Spark Stove Co. 
Sterling Salt 

St. Louis Fed. Savings 
Stokely Foods 
Ten-B-Low 

Tony Salad Dressing 
TWA 

Twin City Fed. Savings 
Twinlock Hangers 

Van Houten's Cocoa 
Virginia-Maryland Milk 
Ward Baking Co. 
Washington Post 

Wash. State Fruit Comm. 
Webb's Coffee 

Western Reddi-Wip 
Wilkins Coffee 

Willys Jeeps 

Wipe-On 

Wise Potato Chips 

Wm. H. Wise Books 
Yes Tissues 


at Su 
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ABC Meet Airs 
Readership vs. 
Paid Argument 


(Continued from Page 1) 
ures eventually may replace Audit 
Bureau paid circulation data. 

Mr. Hecht charged that the pub- 
lic is confused over publishers’ 
readership claims and proposed 
a resolution asking that “the mag- 
azine division request the board 
of directors to work out a way to 
amend the publicity rules and/or 


WHERE CAN I GET THE ) JOHNSTONE and CUSHING 
6esT 
Ser oenE eens 15S &. 44 1Y ST. NY.IZ N.Y 


ee 


by-laws to require that whenever 
a magazine member of the ABC 
presents readership figures there 
shall also be prominently presented 
the paid circulation figures on the 
most recently released publishers’ 
statement or audit, it being made 
unmistakably clear that the ABC 
name is associated only with the 
paid circulation figures and not 
with the readership figures.” 

Mr. Hecht’s resolution touched 
off a sharp exchange of opinions 
on the subject. A Hearst Maga- 
zines representative retorted that 
it “was highly out of order’ for 
ABC to act as a ruling body. 


ws Mr. Beck recalled Crowell-Col- 
lier’s past opposition to readership 
figures, cited an advertisement 
that his company had run in 1939 
refuting high readership for Col- 
lier’s—which was shown in a sur- 
vey conducted by another pub- 
lisher—and commented: “The 
gentlemen who made this survey 
are the same gentlemen who 
elected Mr. Dewey after making 
him a 15 to 1 favorite.” 


Mr. Pratt of Time Inc. there- 
upon asserted that no one denies 
the importance of ABC figures, 
but at the same time no one con- 
tends each copy of a magazine is 
read by only one person in a home 
any more than a radio is heard 
by only one person in a home. 
Thus, he insisted, readership fig- 
ures should be used where pub- 
lishers find them important. 

Following a discussion of the 
legal status of Mr. Hecht’s resolu- 
tion and the fact that the board 
now is studying a similar measure, 
the members present defeated the 
resolution 17 to 12 on a show of 
hands. 

Dispute on the issue continued, 
however, until Mr. Wyman moved 
that the entire discussion, includ- 
ing the resolution and the vote 
upon it, be turned over to the ABC 
board for study. 

In a short acceptance speech, 
Mr. Eaton pledged that he would 
represent all of the ABC magazine 
publishers. “Contrary to rumors,” 
he declared, “I do not intend to 
speak for any special interests.” ~ 


Britain Provides 
‘Incentive’ for 


U.S. Marketing 


New YorkK—The British govern- 
ment’s underwriting of prelimi- 
nary market research, advertising 
and promotional expenses, in- 
curred by British exporters to the 
U. S., should provide the incentive 
needed for them to invade this 
market, according to an AA check 
of sources close to the subject. 

Until now, it was pointed out by 
Dr. Eric W. Stoetzner, director, 
foreign business promotion, New 
York Times, “British manufac- 
turers have not been interested in 
the American market. British 
products could be sold readily else- 
where and there was no reason to 
attempt this market, which is so 
tough and requires such an aggres- 
sive selling job. Also, in many 


where there's smoke... 
there's BUSINESS! 


a million workers earning the highest 
factory wage rate of any of the 5 
cities in America, have made Detroit'a 


are still no signs of a let-up 
which is in the Aug 
highest monthly output 
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559,675—total Sunday 


444,173—total week- : 
day circulation—again “. cirevlation, A.B.C. Fig- | 
the highest weekday ures for 6months peri- 


circulation ever attained 
by any Michigan news- 


poper. 


Largest circulation gains of any Detroit newspapes 


Owners and Operators of Radio Stations WW J. WW J-FM. Ww j-TV 


NATIONAL REPRESENTATIVES. DAN A. CARROLL. 110 E. 42ND ST.. NEW YORK 17 


od ending March 31, 
1949. 


“sales figu 
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Advertising Age, October 24, 194 


other markets, Britain has tr add 
agreements which leave no al) er. 
native but to accept British go oq; 
Obviously, the only way to er:at. 
interest in this market on the »ar 
of the British manufacturer wz ; ;, 
provide some incentive.” 

“The government’s plan prov de; 
this incentive,” Dr. Stoetzner be. 
lieves. And he terms it “especial| 
significant that exporters are ip. 
sured against losses arising fron 
market research surveys which 
don’t pay for themselves. This re. 
search had been completely neg. 
lected before since, considering 
the toughness of the market, the 
preliminary outlay for such re. 
search only made the whole ide; 
of entering it seem more hazard. 
ous.” 


ws Dr. Stoetzner told AA that he 
believed quite a bit of pressure 
was brought to bear on British 
officials to take this step. “When 
I was in London two weeks ago, 
he said, “top government officials 
questioned me on the matter, and 
I told them there must be an in- 
centive created for the British 
manufacturer to enter this mar- 
ket.” 

While British officials here 
were not prepared to give an in- 
terpretive explanation of the move, 
a spokesman for British Informa- 
tion Services regarded it as an 
extension of the British govern- 
ment’s regular policy of safeguard- 
ing the entrance of its manufac- 
turers into new markets. 

According to the Export Guar- 
antees Act, it was explained, the 
maximum liability of the Board 
of Trade against loss on export 
trade transactions was increased to 
£500,000,000 on Jan, 21, 1949. This 
amount had been increased stead 
ily from 1939, when it was £75, 
000,000. The average for the sub 
sidy over the three years previou 
to the war was £43,000,000. 


ws These amounts, it was noted 
covered the main risks of oversea 
trading, but the underwriting 0 
research, advertising and promo 
tional expenses was said to be a 
entirely new development. 

Carroll Rheinstrom, president 0 
Macfadden Publications Interna 
tional Corp., who has recently re 
turned from abroad, said he wa 
“amused that British ignorance ¢ 
the value of market research an 
advertising had persisted so lon 
Apparently Britain has felt tha 
such things as merchandising, ad 
vertising and market research ar 
somehow not quite decent. How 
ever, it is a wonderful developmen 
that the government has becom 
sufficiently sold on these tools | 
encourage their use. It will enabi 
the British manufacturer to lear! 
about all these devices, so impo!- 
tant to the marketing of a pro 
duct.” 


Goodrich Promotes Thackston 


Henry B. Thackston, manager 0: 
the Atlanta district of the rep ace- 
ment tire sales division of |. 
Goodrich Co., has been named <ales 
development manager of the sc uth: 
eastern division, making his !:<a- 
quarters in Atlanta. Donald FE La 
garde has been appointed to suc 
ceed Mr. Thackston as Atlant: dis- 
trict manager. Mr. Lagarde (0 
merly held a similar post i: thé 
New Orleans district. 


Throughout the U.S.A., the best-in 


EXPORT MANAGER 


and 


EXPORT ADVERTISER: 


ry week read 
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Of Course 


Muracles Happen! 


IS YOUR NAME ON PAGE 26? 
There’s Forgotten Money in Your Pocket If it is! 


The two lines above appeared on the bottom of page 
2 in the September 11, 1949 issue of The American 
Weekly. This line directed readers’ attention to 
twelve names that appeared in the first classified 
advertising columns published in The American 
Weekly on page 26 of that issue. The names listed 
were persons who had unclaimed deposits in banks 
located from Maine to California. 

Of course, the names of these people had been 
published by the banks 


themselves many times 


SPECIAL NOTICE 


iS before, but to arouse 


YOUR NAME 
HERE? 


reader interest in classified 
advertising The American 
Weekly decided to print 


Unclaimed Bank Deposits them once more. 


For many years savings banks The unusual really hap- 
throughout the United States ned! 
have advertised their inactive pe ; 


accounts and have tried to find 
the owners. The American Week- 
ly reaches 9,868,474 families and 
it is likely that in this tremendous 
audience there are the following 
| individuals who were last heard 
from in the cities located as indi- 


One of the names pub- 
lished wasthatof Fremont 
B. Wright. A letter from 
Captain B. E. Bacon, Jr., 


cated: 
RemenpB, werieht....- San Francie, ct! L.S.N. revealed that 
famen ¥, Beeky. 2. | Waaieeies, Be. . 
| ane watenid----/ agentes: XS) K’remont B. Wright was a 
| Ns -— spapeeeppaen — Se a : 

Bitar Bias... ania, | Navy Lieutenant who 


Alice M ot eedeccssescce Ashiand, Ore 
Margery Pil . OS ++Philadelphia, Penna 
The American Weekly secured the above names 
from advertisements of the banks. It may be to 
the advantage of these individuals, if they di: 
not see the advertisements in question, to write 
Box SF51, c/o The American Weekly, 63 Vesey 
St.. New York 7, N. Y., providing that no 
recent action has been taken to claim the de 
posit in question. 


(ANOTHER LIST OF UNCLAIMED BANK 
ACCOUNTS WILL BE PUBLISHED IN THE 
AMERICAN WEEKLY’S NEXT ISSUE. LOOK 
FOR IT IN CLASSIFIED OPPORTUNITIES.) 


~ 


was killed in an explosion 
aboard the U.S.S. Missis- 
sippi in October, 1933. 
Captain Bacon said he 


was communicating with 


Lieut. Wright’s mother who now lived in the San 
Francisco Bay area. 

Before Capt. Bacon’s letter reached Mrs. Wright 
she had received innumerable calls from friends who 
had seen the name of her son in The American 
Weekly. 

“Thad no idea that my son had any bank deposit 
here, ’’the surprised Mrs. Wright said. “You know 
a young Navy man doesn’t save very much money.’ 

Mrs. Wright’s son’s name was only one of seven 
others listed in the same group of twelve who 
located unclaimed deposits within the first week 
after publication in The American Weekly. 

Maybe forgetting money in the bank is just an 
old American custom, but finding people for their 
money is a custom that’s as new and proven as the 
Classified Opportunities columns in The American 


Weekly. 


* * * * * * 


“Classified Opportunities” have been published in The American 
Weekly since the issue of September 11, 1949. Most advertisers in 
these columns have praised the results with words like “unprece- 


dented?’ “tremendous; “unequalled?’ But the most outspoken praise .- 


has been the many multiple repeat insertion orders that were received 
from the third day after “Classified Opportunities” first appeared. 

With its coast-to-coast circulation in 9,868,474 families, The 
American Weekly offers classified advertisers the largest reading 
audience available with a single insertion through any publication. 


THE AMERICAN 
ho \\EEKLY 


CLASSIFIED ADVERTISING DIVISION 


63 Vesey Street, New York 7, N.Y. 
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Nielsen Report Now 
Includes Per Cent 
of Video Listening 


Cuicaco—Beginning with the 
Nielsen-Rating report for the week 
of Sept. 4-10, 1949 (AA, Oct. 17), 
A. C. Nielsen Co. regularly will in- 
clude the number of radio homes 
using TV for each hour and day 
during the week. 

The percentage of homes using 
television, for the current report, 
seldom exceeds 5%, and usually 
averages between 2% and 4% for 
the evening hours. 

Nielsen Co.’s per cent of homes 
viewing television refers to all 


America's first engraver 


Revere 3 


712 FEDERAL STREET CHICAGO 5 


Phone Wabash 2-8816 


video programs combined, is 
based on a nationwide sample of 
all radio homes (39,281,000) and 
thus, according to the company, is 
directly comparable to national 
radio network coverage. 

In introducing the new measure- 
ment, Arthur C. Nielsen, president 
of the company, emphasizes the 
fact that while TV is making in- 
roads on radio, the effect of TV is 
limited largely to urban areas. 

In using the figures listed in the 
Nielsen-Rating reports, Nielsen 
points out, it is important to note 
that the percentage figures refer 
to all video viewing of all pro- 
grams being telecast. 


Joins Silver City Glass 


James Woodburn, formerly an 
account executive of Edward Owen 
& Co., Avon, Conn., agency, has 
joined Silver City Glass Co., Meri- 
den, Conn. 


Detroit Edison Ups Compton 


Fred A. Compton, sales manager 
of Detroit Edison Co., has been 
elected a vice-president. 


Small Brewers 
See Television 
as Ideal Medium 


(Continued from Page 1) 
advertising director, told the mem- 
bers how similar video spots now 
are available to members through- 
out the country at low rates, be- 
cause the same props and settings 
are used for numerous companies. 


# The interest in television as a 
medium was apparent. Small 
brewers, traditionally conservative 
in their business practices, see in 
the medium an opportunity to get 
their products into living rooms— 
previously an almost impossible 
feat because of the various legal 
restrictions against sampling, dem- 
onstrations and advertising. 

But the convention delegates 
were not impressed by television 


alone. Other advertising media are 
getting an increasing share of at- 
tention. In the past year, for ex- 
ample, about one-fifth of the 249 
association members. established 
advertising budgets for the first 
time in their history, and 179 now 
are actively using the association’s 
advertising services. 

Typical of the awakening to the 
necessity for promotion is the in- 
creased use of radio jingle com- 
mercials, newspaper mats, and syn- 
dicated sports cartoons by the 
brewers. 


s Also, for the first time, the an- 
nual advertising contest, which 
previously was limited to point of 
sale pieces, included contests for 
newspaper advertisements, carry- 
out cartons, can designs and label 
designs. 

The association advertising de- 
partment, overlooking no bets in 
stimulating interest, raffled off to 
the ladies hats and parasols which 
appeared in association-supplied 
24-sheet posters. 

Throughout almost the entire 


SUNDAY 


* 


SERS 


We’re Too Young 
to talk about figures... 


PITTSBURGH POST-GAZETTE 


"-« teumeay 


but we’ve plenty of 


. Pittsburgh Posi. 5 a 
% auuie FOR ATOM cure 


oe-tYyoeal 


Only six months old and we're actually ready to doff our 
diapers. So obviously we can't yet talk about figures like 
media records and A.B.C. But section by section and page 
by page we'll stack our “eye” appeal up against any 
Sunday! Our nine big, bright and colorful sections are 
steadily winning their way into more and more hearts and 
homes each week. Test us, and you, too, will say, the 
Sunday Post-Gazette is Pittsburgh's biggest bargain buy. 


~ POST-GAZETTE |. 


Represented Nationally by Moloney, Regan & Schmitt 


ASK OUR REPS TO SHOW YOU HOW 
YOU CAN BUY FULL PAGE IMPACT— 
IN COLOR, TOO—AT SMALL SPACE COST 


Advertising Age, October 24, 1949 


convention, delegates heard ta‘k; 
and illustrations on using adv>r- 
tising more efficiently. O. A. Z:h- 
ner, vice-president of Ruthrauf? 4 
Ryan, St. Louis, offered some o uit. 
standing examples of the tech. 
niques used by typical small bre w- 
eries for moving capacity prod ic. 
tion into distribution channels. 


w Mr. Zahner advised convention 
delegates to view advertising as 
one tool for boosting sales and to 
integrate the ad program with sim- 
ilar sales and merchandising plans. 

Every brewery has a “plus,’’ he 
said, and it is up to the individual 
brewer to find the “plus.” But his 
principal advice was an admoni- 
tion to dominate one medium in 
the market, if possible. Nationa] 
brands, he said, find it difficult if 
not impossible to dominate loca]! 
newspapers, radio, outdoor and 
point of sale simultaneously. If a 
national or other competitive brand 
has a 100% showing in the local 
market, he advised the brewers to 
seek to dominate radio, newspa- 
pers or point of sale rather than 
use perhaps five posters. 

Other sessions at the convention 
covered the salesman’s role in edu- 
cating tavern owners to keep beer 
properly iced to prevent it from 
gushing or going flat, and giving 
tavern keepers extra service. 


ws One of the more interesting 
sidelights was an informal discus- 
sion on increasing the consumption 
per customer, per sitting, by edu- 
cating bartenders to pour bottled 
beer properly. 

It appears that consumers fre- 
quently feel bloated after only one 
or two bottles because they pour 
their beer into a tilted glass. The 
correct method, which will be used 
in all spot TV commercials, is to 
hold the glass straight and pour 
beer into the center of the glass, 
at the same time bringing the bot- 
tle closer to the glass. 

This method, it seems, explodes 
the bubbles in the glass rather 
than in the stomach, and permits 
consumption of more beer than 
would otherwise be possible. 


Art Directors Club Offers 


Seminars for Art Students 

As part of an extended educa- 
tional program for 1949-50, the 
New York Art Directors Club is 
offering a series of seminars t 
art school students to give them 2 
closer working experience with 
leading art directors and artists 
Eight meetings are scheduled from 
the first of the year with Henr) 
M. Havemeyer, art director of Haz- 
ard Advertising Agency, as chair- 
man. 

Leading art directors will |lec- 
ture at the meetings. Tom Morton, 
art director for Bigelow-Sanfore 
and chairman of the New York 
Art Directors scholarship commit- 
tee, is arranging awards for oul- 
standing work by students attend- 
ing. Wallace W. Elton, art direc- 
tor, J. Walter Thompson Co. }5 
general chairman for the educa- 
tional program. 


To Guild, Bascom & Bontfigli 

Bear Creek Orchards, Medi rd, 
Ore., has appointed Guild, ')as- 
com & Bonfigli, San Francisc:, t° 
handle its advertising. 


the MOST Effect 


- ADVERTISING, 
MERCHANDISING 
and EDITORIAL 

INFLUENCE 


in the DAKOTAS 
Dakotas Own 


AKOTA FARM 3; 


: — SOUTH Wapato. 


J.P. MALONEY, Advertoune Mo 
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One Salesman 


better 


than another? 


OU’VE probably seen it happen time after time 
Y in your experience. Given an even chance, 
one salesman will bring in the business where 
another will fail—in spite of the fact that both 
have exactly the same sales story to tell. 

You know the reason. The successful salesman 
has the priceless ability to stimulate, to convince, 
to sell. And it’s as simple as that with magazine ad- 
vertising. For, after all, a magazine is a salesman... 
working in every territory across the land. 

Like a good salesman, a good magazine must 
make a lot of calls. (That’s circulation.) It must 
call on the right families .. . the interested, able-to- 
buy prospects. (That’s quality of distribution.) And 
then—most important of all—it must get in there 
and sell! (That’s empact.) 

Which magazine is the top salesman among the 
people you might want to reach in your business? 
When two magazines go into a home, which does 
the job? 

At last, the answer to that all-important advertis- 
ing question begins to take shape from the findings 
of a new, intensive nationwide survey. In this com- 
prehensive survey, readers reveal exactly what they 
think of leading weekly magazines. . . how they read 
them... how they react to each magazine’s ad- 
vertising pages. 

This information has been gathered together in- 
to an absorbing presentation titled “The Measure 
of a Magazine.” Every advertising executive should 
see it—for the figures in “The Measure of a Maga- 
zine” show scientifically what successful advertisers 
have known instinctively for years... 

When it comes to impact, The Saturday Evening 
Post is far ahead! 

And that is why America’s business leaders con- 
tinue to place far more advertising linage in the 
Post than in any other magazine! 


INTENSIVE NATIONWIDE READER SURVEY SHOWS 


Readers spend more time 
with the Post 


— 


Average time spent with one issue—total readers. 


Readers return more often 
to the Post 


TT +01 rimes 
LIFEPUIFE| LIFE DUPER 

Cee Ctl ond Comma ag 4:36 TIMES 
(ZT 2-03 res 


Average number of times picked up—total readers. 


Readers believe the Post 
is more reliable 


90.2% 


post ue POST COLLIERS Post tooK 
Per cent of impact—duplicated readers. 


Readers pay more attention 
to advertising in the Post 


90.8% 93.4% 


rey 


Posts ura POST COLLIERS Ost «100K 
Per cent of impact—duplicated readers. 


Readers have more confidence in 
products advertised in the Post 


91.2% 97.4% 


Post se POST COLLIERS post LOOK 
Per cent of impact—duplicated readers. 


The facts from this intensive 
survey are contained in an 
absorbing presentation entitled: 


“THE MEASURE 
OF A MAGAZINE” 


Before you spend another adver- 
tising dollar, be sure to see it. 
Contact your nearest Saturday 
Evening Post representative. 
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Gas Appliance Group 
Hears Tentative ‘50 
Promotion Schedule 


Cuicaco—The Gas Appliance 
Association next 
year will sponsor six separate pro- 
motions to boost the volume of 
sales of gas appliances. 

As outlined by Hugh H. Cuthrell, 
vice-president of the Brooklyn Gas 


Chaphic Ole 
DESIGN 


Service fer 
advertisers, publishers, and editors 


MANN GRAPHIC ARTS 
Mount Morris, Illinois 


Co., at the 3lst annual GAMA 
convention last week, the first 
promotion, scheduled for Febru- 
ary and March, will be a water 
heater and gas clothes dryer cam- 
paign. 

The 550 GAMA members will 
be supplied with mats, display 
pieces and point of sale material 
featuring the slogan, “For hot 
water magic, gas has got it.” 

In April, May and June, the 
first range campaign for 1950 will 
get under way, with the accent on 
high grade equipment and auto- 
matic gas ranges. Both the re- 
placement and new home markets 
will be developed, with the sup- 
port of national advertising in the 
same media and on the same bud- 
get as this year (AA, Feb. 28). 


ws Other drives include a house 
heating and air conditioning push 
during July, August and Septem- 
ber, the annual old stove roundup 


ates 


in September, October and No-! disclosed, he said that the AGA 


vember, and a holiday gift cam- 
paign in December. 

Prospects, Mr. Cuthrell contin- 
ued, look better for next year than 
ever before, because of both gen- 
eral conditions in the industry and 
increased cooperation in the vari- 
ous promotions by GAMA mem- 
bers. 

The association is organized in 
a dozen product divisions, such 
as water heaters and ranges, and 
the combined efforts of industry 
members will be devoted to meet- 
ing competition from electricity, 
oil and coal. 

In addition to the consumer cam- 
paigns, Robert W. Hendee, pres- 
ident of the American Gas As- 
sociation, told the joint meeting 
that the AGA also will turn its 
promotional guns toward the in- 
stitutional and commercial bus- 
iness prospects. 

While detailed plans were not 


will employ a dual promotional 
and appliance development pro- 
gram for these important markets. 


ws Myrna Johnson, director of the 
foods and equipment department, 
Better Homes & Gardens, reported 
that while the average grocer had 
four mixes on his shelves before 
the war, the average grocer today 
stocks 37, and 200 kinds are avail- 
able. ; 

There are, she continued, two 
major trends in food. One is “to- 
ward precision cooking made pos- 
sible by precision equipment, 
methods and pre-measured prod- 
ucts.” The second is the new in- 
terest in foods for gourmets. 

A recent recipe contest by the 
publication also disclosed a new 
interest in foods by men. The 
men, it appears, not only are in- 
terested in concocting new dishes, 
but courageously include the most 


* Yes, The Salt Lake Tribune-Telegram Is Read by More Than 
9 Out of 10 Families wnvpticctes in the Salt Lake City ABC City Zone 


Lava BOW” 


Through the pages of The Salt Lake Tribune-Telegram you also 
reach nearly 7 out of 10 families in the Salt Lake Retail Trading 


Zone, and nearly 1 out of 2 families in the entire 4-state “Million 


Market.” This dominant family coverage of the Salt Lake market 


is the result of service to readers, results for advertisers. 


Che Salt Lake 
Drilume - Celegram 


Nationally Represented by O’Mara & Ormsbee, Inc., 
and Metropolitan Sunday Newspapers, Inc. 


first 


ee 


‘the Sele’ Loke Trikene-Telegram 
_ sold to advertisers on associated 
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unusual items in their dishes. 
These trends, plus a tendency to 
improve the nutritional value of 
the daily food intake, undoubtec ly 
will influence both food and ap- 
pliance promotions, she indicate: 


GAS ASSOCIATIONS 
OKAY L/P CAMPAIGN 

Cuicaco—The Gas Appliance 
Manufacturers Association and the 
Natural Gasoline Association of 
America last week approved and 
voted to support a nationwide pro- 
motion for the liquified petroleiim 
gas market. 

Plans for the LP gas drive were 
formulated tentatively at a meet- 
ing of the LP Gas Association in 
Denver several weeks ago (AA, 
Oct. 10). 

The GAMA approved the all- 
industry campaign at its Chicago 
meeting and the NGAA voted its 
okay at a board session in Dallas 

While no budget has been an- 
nounced, the proposed drive in- 
cludes advertising, publicity, em- 
ploye training and special public 
relations activities, and the budget 
therefore is expected to assume 
significant proportions. 

Final arrangements will be made 
by the national committee for LP 
gas promotion, which will hold its 
first meeting in Chicago Nov. 3-4. 


Ascap, Networks 
Agree on TV Rates 


New YorK—After months of 
sporadic negotiation, the Ameri:zan 
Society of Composers, Authors and 
Publishers and the television net- 
works have signed an agreement 
covering rates for the use of Ascap 
music on TV. 

Effective for five years and re- 
troactive to Jan. 1, 1949, the con- 
tract gives the artis‘s about the 
same rates as radi.,, plus 10%. 
The Ascap fee for radio is approxi- 
mately 254% of the time sales 
minus vazious deductions. Tele- 
vision to date has been using 
Ascap music without charge. 

Conti: ts covering network and 
owned 214 operated stations were 
signed ast week by American 
Broadca. '~g Co., Columbia Broad- 


casting Sy;ystem and National 
Broadcasting Co. DuMont Tele- 
vision Network was expected to 


sign. 

One poirt is still to be negoti- 
ated: per program rates for net- 
works and stations contracting for 
music on that basis. 


Dean Milk Sponsors TV Show 


Dean Milk Co., Chicago, is spon- 
soring “Dean Wranglers’ Club,” 4 
15-minute television show, over 
WBKB, Chicago, for Dean’s choc- 
olate dairy drink. The show, pre- 
viously a sustainer, features Texas 
Bruce Roberts, plus _ serialized 
western movies, and has been 
moved from 6:15 p.m. to 5:49 
p.m., Monday through Friday 


Names Ryder & Ingram 


Ryder & Ingram Ltd., Oakland, 
Cal., agency, has been named to 
handle the advertising for ‘he 
1949-50 campaign of Metropol)'an 
Oakland Area. Business pa} ’'s 
and magazines will be used. 


.® Carries MORE ADVERTISI 
by More Individual 
Advertisers! 


- MeCREADY PUBLISHING CO. 


71 West 23rd St. New York ‘10, N- 
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in their pattern of living, too, women know where to turn for help and inspiration. 


Month after month, more women buy Ladies’ Home Journal than any other magazine. 


LADIES’ HOME 
JOURNAL THE MAGAZINE WOMEN BELIEVE IN 
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McCann Appoints Wolfe 
Charles Hull Wolfe, formerly as- 
sistant director of the copy depart- 
ment of Batten, Barton, Durstine 
& Osborn, and director of the agen- 
cy’s radio-TV testing bureau, has 
been named director of radio-tele- 
vision copy at McCann-Erickson, 
New York. 


Joins ‘Advertising Daily’ 

Elmer Dalton, formerly with 
Sales Management, has been 
named assistant promotion and 
circulation manager of Advertising 
Daily, a new publication and first 
daily newspaper of Trade News- 
papers Inc., New York. 


CALIFORNIA AT 
LOWEST COST 
PER 1,000 


- sineieed nation- 
ly oe Burn-Smith 


‘o., Inc. 
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Canadian Newsprint 
Production, Sales 
Hit Record Levels 


Toronto—Canada’s newsprint 
production and sales will reach 
new peaks this year and are likely 
to hold at high levels throughout 
1950, according to the latest re- 
view of the industry by the News- 
print Association of Canada. 

The prediction for ‘next year, 
however, may be changed by un- 
certainties resulting from currency 
devaluations, the association said. 
World exports and imports can- 
not be estimated accurately now, 
it declared. 

Canadian newsprint production 
next year is estimated at 5,110,000 
tons, and estimated capacity will 
be at an all-time high of 5,250,000 
tons. This year’s capacity is figured 
at 5,113,000 tons, compared with 


4,641,000 tons in 1946. 

Compared with the prewar aver- 
age, production this year will show 
an increase of more than 1,800,000 
tons, or 54%. Since 1925, Canadian 
capacity has increased almost 3,- 
300,000 tons and production has 
gone up more than 3,500,000 tons, 
or 218%, the association reported. 


Fortune Joins BotA, Chicago 


Harrison G. Fortune, formerly 
advertising manager and market 
research executive of Kyron Foun- 
dation, has joined the Chicago re- 
search staff of the Bureau of Ad- 
vertising, American Newspaper 
Publishers Association. 


Kenman Names Heath, Dudley 


David L. Heath has been elected 
president of Kenman Engraving 
Process Corp., Chicago. He also is 
president of D. L. Heath & Co., 
investment banker. William G. 
Dudley has been named sales 
manager of the Kenman company. 


New Promotion 
Methods Told to 
Dry Goods Men 


WILKES-BarrRE, Pa.—Retailers 
will use sharpened promotional 
tactics in an effort to make 1949 
sales equal those of 1948, Howard 
P. Abrahams, manager of National 
Retail Dry Goods Association’s 
sales promotion division, told the 
advertising and sales promotion 
conference here. 

The conference, sponsored by the 
Advertising Club of Wilkes-Barre, 
and by Wilkes College, heard Mr. 
Abrahams describe the booming 
volume (retail sales jumped from 
$42 billion in 1939 to $129.9 bil- 
lion in 1948) and outline methods 


cover the country... 


talk to Du Mont. 99% of the 


television receivers in the country 


can receive your program 


Over the Du Mont Television Network, 
either live or by teletranscription. 


Ol MONT America’s Window on the World 


Two 


515 Madison Ave., New York 22, N.Y. 


SOPVYRICHT 1949. ALLEN B. DU MONT LABORATORIES, INC. 


Du Mont programs 
shown live on 
these stations 


WIE os cbc cces Baltimore, Md 
WNAC-TV........ Boston, Mass. 
WBEN-TV......... Buffalo, N. Y. 
Ge vc cvcntens Chicago, Ill. 
WCPO-TV....... Cincinnati, Ohio 
WEWS.........Cleveland, Ohio 
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WHIO..... ey Dayton, Ohio 
WJBK-TV..... ....Detroit, Mich. 
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which will be used by retailers ty 
try to hold those sales levels. 

Mr. Abrahams is optimistic. i. 
points out that Federal Rese: 
figures show retail business do yp 
only 5% for 1949 from 1948. Sir ce 
some prices have declined si b. 
stantially, he says this means t at 
retailers “are selling more urits 
than ever before.” 

The next two months are he 
home-stretch. Although they rvp- 
resent only 16% of the busin2s; 
days of the year, they account [or 
25% of the volume, and far more 
in some departments (i. e., 62% 
of toys are sold in this period; 31% 
of cosmetics; 39% of radio and TY 
set sales). 


w Here are the 14 promotional! 
points Mr. Abrahams lists as evi- 
dence that retailers have buckled 
down to the job of equaling 1948 
sales: 

1, They are driving hard on the 
wind-up of the year. 

2. They are promoting best-sell- 
ing lines. Merchandise innovations 
are few. If the store’s customers 
buy $2 shirts, then the $2 shirt is 
the shirt that will get the promo- 
tion. 

3. Stores are using windows that 
sell merchandise. Art for art's 
sake is out. 

4. Stores will use interior dis- 
plays to sell merchandise, picking 
best-sellers for promotion. 

5. They are installing better in- 
formative signs on their counters 
Signs are important; they build 
circulation (much like newspaper 
headlines), and the shift of three 
words in a sign has increased sales 
in a department by as much as 
25%. 

6. Stores are leaning away from 
institutional advertising in favor of 
item promotion. 

7. Stores will stress promotion 
on special values. 

8. Budget stores and basement 
stores will get additional promo- 
tion. In New York, a century-old 
store recently opened a brand new 
basement shop, and started pro- 
moting it vigorously. 


s 9. Stores are watching the tim- 
ing of their merchandise, trying t 
advertise it to the public when the 
customers want to buy. 

10. Departments that “just want 
to be represented” in advertising 
are out of luck. If the merchandise 
isn’t right, no ads. 

11. Stores are looking for “price 
points,” not just price lines. They'd 
like to know the exact point at 
which customers will buy more of 
any item. 

12. Stores are working harder on 
ad copy, trying to produce in- 
formative, chock-full-of-facts ads 
“The more you tell, the more you 
sell,” says Mr. Abrahams. 

13. Stores are planning to study 
each ad for results, will repeat suc- 
cesses, eliminate ads which failed 
to pull. 

14. Stores are setting up fol! ow- 
through methods, so that sales »e!- 
sonnel will know exactly wh! 5 
advertising in newspapers, b) 
dio or direct mail, and what = 9 
the windows. He cited one : 
which gives salespeople a pro ‘ 0! 
each ad, with the notation: © “hs 
advertisement costs $1,250. Do 
share to make it pay off.” 


F&SE&R Promotes Maddox, : < 


John C. Maddox, director 
search, has been appointec 
sistant to the president of F let 
& Smith & Ross, Cleveland. L 
las E. Scott, who has bee! 
sisting Mr. Maddox, has 
named to succeed Mr. Madd : * 
research. director. 


Aborn’s Launches Drive 


Arnold & Aborn, New York 
launched a campaign in the 
day sections of about 20 ea &! 
newspapers promoting its Ab ™> 
coffee. Participations in radic 
television shows also suppor! 
drive. Donahue & Coe is the 2. 
cy. 
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of LS A OAS A gh) Put The Spokane Dailies On Your “A” List 
| 21> 7 ~~ For More Sales In The Pacific Northwest 


10tion 

>ment 

= You turn a greater share of the Pacific Northwest's 

i new oe immense buying power your way when you put your ad- 

pro- pe nee : “=~ ——vertising to work in the Billion Dollar Spokane Market. This 

tim- * “as Men - tee SS a ee “9 tee Be : i rich market is unique. Composed of parts of four states, and 

pe ee ee eee re. es es ae 2. as large as New England, the Spokane Market — heart of 
¥ - the Pacific Northwest—is distant from and independent of 

hore coastal influence. Surrounded by giant mountain ranges 


-_ on all four sides, the Spokane Market produces and buys 
‘price 


hey’d more than any strictly city market of a half million. Net 


le buying power exceeds a billion dollars and retail sales top 
ore O 
the 900 million mark.* 

ler on 
e a To sell more in the Pacific Northwest—whatever your 
Ss aas 
e you product—tap the responsive buying power of the Spokane 
study Market with an “A” schedule in The Spokesman-Review and 
4 ted Spokane Daily Chronicle. Long-established and widely read, 
- they alone do the job, and do it right. 
° my *Sales Management’s 1949 Survey of Buying Power issue 
yy Ya- 
ts in ° ° 
“or Consumer Analysis Available - Now! 
oof ol 
* This Send for your copy of the 1949 Consumer Survey of the Spokane Market. Conducted 
» our by R. L. Polk & Co. this study, which is the third comparative report, provides live 

flay of consumer statistics you will use for months to come. Address your request to the 

General Advertising Division. 


Combined Daily 


CIRCULATION 
Now Over 


150,000 
81.84% UN-duplicated 


MORNING oo  SUNBAT 


AN, Sent TY. 
Ehtonizle 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, Detroit, 
Los Angeles, San Francisco. Color Representatives, SUNDAY SPOKESMAN. 


REVIEW Comic Sections: Metropolitan Group. 
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—Electrical Merchandising 


We Like Our Business This Way 


The recent meetings of the Association of National Advertisers, the 
regional meetings of the American Association of Advertising Agen- 
cies, the meeting of the National Association of Magazine Publishers, 
and other recent business meetings have all evidenced a tone and 
outlook which we heartily applaud. 

The cry-babies, the damn-it-all-to-hell boys at one side of the aisle, 
and the sweetness-and-light and inspirational boys at the other side, 
have both receded into relative obscurity. Into their place of promi- 
nence have stepped sober-minded, sensible men and women who 
have a tendency to look the facts of life in the face, without getting 
hysterical about either the horrors or the beatitudes which face the 
economy. 

They review the business outlook, the problems that face manu- 
facturer, seller and distributor in a buyer’s market; and they conclude, 
as every sensible person must inevitably have concluded since time 
began, that things are not as bad as they might be, nor as good, but 
that intelligent, willing human beings, working with their eyes open 
and their sleeves rolled up, can still get things done. 

We like particularly the numerous evidences that advertising has 
grown to full adult stature, shorn of most of the medicine-man pitch 
and the evangelical fervor of its early days, accepting its vital role 
in the economy for what it is, without trying to contend that it is the 
be-all and end-all of selling, and working ever harder to refine its 
techniques and to integrate itself more fully into the complete mer- 
chandising process. 

When sensible men face their problems realistically, and work 
hard in an attempt to meet and overcome them, great accomplishments 
are possible. That’s why we’re glad that the attitude of business and 
advertising people has changed, so that the prophets of disaster and 
glory are both out of favor, and the simple, unpretentious fellow 
who doesn’t profess to know all the answers, but who does look the 
facts in the face and whittles away at them doggedly and determinedly, 
has the center of the stage. 

If we can keep this attitude to the fore, business will probably not 
only be good, but better than most of us expect. 


Are We Spending Enough for Advertising? 


It seems the fashion at present to emphasize that the American 
economy is not spending enough money on advertising and promo- 
tion. We are inclined to agree that in too many instances, advertisers 
are sending a boy to do a man’s job. 

Just the same, we are not completely sold on the way the story is 
being told, with all the emphasis being placed on the fact that a 
smaller percentage of national income is going into advertising now 
than was the case 10 or 20 years ago. This is true, and important. 
But it does not seem a complete answer to anything. 

No one knows whether the percentage of national income spent on 
advertising at any time was the proper percentage, and to argue that 
a percentage figure of 10 years ago, or 20 years ago—or an average 
of these figures—constitutes the right and proper percentage is a bit 
naive, to say the least. 

There can be no question that promotional, sales and advertising ex- 
penses will have to be increased to perform effectively in a market 
in which sales are harder to make. But doesn’t it make more sense 
to relate budget requirements to the realities of an individual situa- 
tion, and to the particular job to be done, rather than to try to tie 
them to some historical percentage? 

The historical ratio tends to demonstrate that promotional costs 
are out of gear, and ought to be increased in many instances. But 
any flat statement that they ought to be doubled or tripled is too pat 
to embrace the realities of any advertiser's situation. 


What Theyre Saying 


Retail Price Differences 

The prices of 40 nationally 
known manufacturers’ brands of 
grocery products averaged 4% 
lower in six regular chain stores 
than in 42 independent stores, ac- 
cording to findings in a study con- 
ducted on Nov. 9, 1948, in West 
Allis, Wis. 

In 10 IGA voluntary chain stores 
in the community, the average 
price of the 40 brands was found 
to be almost identical to that of the 
regular chains—3.9% below the 
independents’ average. In nine AG 
(Associated Grocers) voluntary 
chain stores, the same brands aver- 
aged 1.4% lower in price than in 
the independent stores... 

A comparison of these findings 
with earlier studies suggests 
that...the regular chains’ price 
advantage is markedly less, per- 
centagewise, than it was during 
the ’30s. 

The West Allis study shows that 
grocers belonging to a well-organ- 
ized voluntary chain can price 
widely-demanded brands competi- 
tively with the regular chain stores 
and thrive... 

For given items, highest versus 
lowest prices varied greatly. The 
lowest price for Arm & Hammer 
baking soda was 55.5% below the 
highest price; for Hills Bros. coffee 
the difference was 8.5%. Averaged 
for all 40 items, the lowest indi- 
vidual store prices were 24.6% 
below the highest... 

It seems a reasonable conclusion 
that chain managements follow, at 
least to some extent, a policy of 
pricing manufacturers’ brands of 
items which are also carried under 
distributors’ brands, relatively 
higher than they price other man- 
ufacturers’ brands, thereby making 
the prices of their own brands ap- 
pear more attractive than would 
be the case if the competing pro- 
ducer brands were priced well be- 
low the typical price charged by 


independents. 
—Prof. Ralph H. Oakes, Marquette 
University, in The Journal of Market- 
ing, October, 1949. 


Future of Personal Flying 

Sales of personal aircraft are 
discouraging. Present sales are far 
below the predictions ... which es- 
timated that 500,000 civil aircraft 
would be in use within 10 years 
after the end of the war. The num- 
ber of aircraft currently licensed 
in the United States is 95,997. The 
forecast for new plane sales in 


1949 is approximately 6,000, ... less 
than last year, when only about 
7,500 personal aircraft were sold. 
The decline in sales is staggering 
when contrasted with 15,617 in 
1947; and 35,000 in 1946... 

The future of private flying re- 
volves around the development of 
three factors—the airport, the air- 
plane, and the airman. Each, of 
course, is dependent upon the 
other, but it is probable that the 
key to the evolution is the aircraft 
itself and, therefore, progress will 
be slow until the immediate prob- 
lems of high cost and lack of high 
utility are solved. 

By using the aerodynamic know- 
ledge which is now at hand, and 
from research in progress, industry 
could produce a personal aircraft 
that would be easier to fly, faster, 
quieter, more dependable in diffi- 
cult weather conditions, and 
cheaper to operate than any per- 
sonal airplane now on the mar- 
ket. 

However, because the incorpor- 
ation of these desirable features 
would result in increased cost to 
the purchaser, industry has hesi- 
tated to develop them, believing 
that to do so might destroy the pre- 
sent market. 

But, conversely, who can predict 
what markets a new airplane with 
these improvements might open 
up? It is highly probable that a 
wholly untapped market is waiting 
for this added utility in the pér- 
sonal airplane. 

.. What is needed is not neces- 
sarily a cheaper airplane per se 
but one which can produce over- 
all savings for its user. 

Greater usefulness can be pre- 
dicated upon several technologi- 
cal achievements: (1) a complete 
reliability of power sources; (2) 
a reliable and inexpensive method 
of land-air communication; (3) 
a simple and inexpensive means for 
dealing with icing conditions on 
the airplane and in the engine; and 
(4) a foolproof and inexpensive 
means of accurate position deter- 
mination. 

The question is not whether 
these and other advances will 
come, but how soon we will have 
a transportation medium which 
combines the best in the automo- 
bile and the best in the airplane 


and is better than either is today. 
—Leslie A. Bryan, director, Institute 
of Aviation, University of Illinois, 
in “Current Economic Comment,” 
August, 1949. 
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Rough Proofs 


In its Oct. 8 issue, The Satur: a, 
Evening Post asked the questi pn. 
“Can Bennie Osterbaan do ; 
again?” and on Oct. 8 the Arny 
football team provided the ansv e; 

The timing was perfect. 


Northwestern, the somew) a; 
battered Rose Bowl champion, \', 
also able on Oct, 15 to provide f ir- 
ther punctuation for: the Post’ 
query by changing the question 
mark to an exclamation point. 


“Top level group says Arm) 
needs recruiting ads,” headlines 
the world’s greatest advertising 
journal. 

Well, that Army football win 
over Michigan wasn’t such bad 
recruiting promotion. 


The Old Professor says that the 
writer who uses irony to make his 
point must expect at least half 
of his literal-minded audience to 
take him seriously. 


Surgeons are now seeing opera- 
ations via television, and they in- 
sist the programs are fully as in- 
teresting as those provided by) 
Kukla, Fran and Ollie. 


Another edge the surgical pro- 
fession has on the ordinary tele- 
viewer is that they can see hospita! 
operations reproduced in full color 
courtesy the Columbia Broadcast- 
ing System. 


Had color television been avail- 
able for the world’s series, Brook- 
lyn fans would probably have in- 
sisted that the prevailing ting 
was a deep indigo blue. 


“IT never watch television fo! 
pleasure,” Leopold M. Kay, elec- 
tronics engineer, told the FCC. 

Maybe he ought to start work- 
ing on programs, too. 


Elmo Roper says research is now 
trying to find out more abou! 
people’s buying motives and the 
thinking that leads to the fina! de- 
cision. 

Which sales argument, tha’ }5, 
creates the greatest social pres- 
sure? 


“Ninety-five per cent of S) ors 
Afield’s subscribers own on © 
more automobiles.” 

It has to be more than o 
the hunter or fisherman ex °<ts 
to drive away without a fe nil) 
rebellion. 


A national health and we <a 
organization is looking for a une 
raising expert, and says he ‘5 
be an accomplished public spe *¢ 

One who, incidentally, wi 
judged on his accomplishmen 


A southern advertising af 
looking for a manager says 
you are just a gimmie boy, 
your postage.” 

You mean there’s no non- 0 
tributory pension plan? 

Copy U8 
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AWARD a 
AMERICAN 

MEAT INSTITUTE J 


1 hice RR IM IO ID SSIES lp EDS ISI 
VIRGINIA CHENEY 
FOR OUTSTANDING EXCELLENCE 
int 
PRESENTATION OF NEWS ABOUT FOOD 
IN THE 


PHILADELPHIA INQUIRER 


e 


There's a Message in this for You? 


When the food editor of a newspaper wins an selling food and groceries in Philadelphia. Spe- 

award for “outstanding excellence in the presen- cial Features! ‘Television Shows! Recipe Con- : 
tation of news about food’’—you can bet your __ tests! An unbeatable formula. 

. m4 . > + > » . . 
client’s bottom dollar that the readers of that 7444, why Tue Datty Ingumer is first in 


paper are grand prospects for food advertisers. aed . . 
' America in percentage increase in general 


The fact is— grocery advertising for the first half of 1949. 
That’s why THe Dairy INngQuireR should be 
They are. ; : 
first choice for you—if you’re a food advertiser 
Tue Datry INguirer has the right recipe for = —in Philadelphia. 


r NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Mnguirer 


Exclusive Advertising Representatives: 


TE) W. LORD, Empire State Bldg., N. Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
¢ West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 « 448 S. Hill St., Los Angeles, Michigan 0578 
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Be Sure to Look at His Record 


@ A MAGAZINE IS ONE OF YOUR SALESMEN IN PRINT. AND HERE IS 
NEWSWEEK’S 11/2-YEAR RECORD IN THE OFFICE EQUIPMENT FIELD. 
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Rank Among ALL Magazines by Pages of Office Equipment Advertising 


1938 —> 1949 
(First Six ' 
Months) 
Business Week 1 Business Week ; 
Time Time 
Neowsw eek ne diaiie NEWSWEEK ; 
Fortune Dun’s Review . 
Acceptance =f si. kc. ros neonine 
Collier's Sat. Eve. Post 
Has Grown Forbes U. S. News 


NEWSWEEK Nat. Business 
Good Housekeeping Nat'l Geog. 
Life Collier's 


Newsweek Ranks So High with 
Office Equipment Advertisers 


@Last year, you and your competitors spent 43% are major executives—men with a 
over 10 million dollars for 2130 pages of ad- _— direct voice in the selection, purchase, and 
vertising in 73 magazines. And just 3 maga- _ use of office equipment, stationery, and writ- 
zines—Newsweek and two others—accounted _ing supplies. 


for 49%, almost half, of the total pages run. Newsweek delivers more leaders in-busi- 

Why does Newsweek rank so high? ness and industry PER ADVERTISING DOLLAR _— s 
79% of Newsweek’s readers are concen- ...AT THE LOWEST RATE PER THOUSAND... elie cal 

trated in business and industry. than any other weekly or monthly magazine. | . 


Office Equipment Advertisers Use Newsweek | 


BOND UNITED STATES 
bo sascier We EQUIPMENT CO. ENVELOPE CO 
rp 
Y MOORE 
GOLMI WOOD OFFICE : 
P resryes , FURNITURE INSTITUTE PUSH-PIN CO. 
PAPER PRODUCTS 


BO | icker | 


IM CORPORATES 


seao danse | STRATHMORE) OEE" 


RELIABLE TYPEWRITER 
& ADDING MACHINE CO. 


THE EGRY 
REGISTER COMPANY 


DOMORE CHAIR 
COMPANY, INC. 


@ Keeping pace with Newsweek's ad- 
vertising growth, Newsweek's 1949 
circulation is the highest in its bistory. 
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Tru-Vue Announces Color Films 


Tru-Vue Inc., Rock Island, IIL., 
plastic stereoscope and black-and- 
white film reels, is using half- 
page color ads in the November 
and December issues of Holiday 
to announce the company’s full- 
color, three dimensional film reels 
as part of its Christmas promotion. 
Magazines, newspapers and radio, 
plus counter displays, mailing 
pieces and other sales helps are 
being used in the campaign. H. 
M. Stahl Advertising Agency, 
Rock Island, handles the account. 


R&R Names Stricker V. P. 

Ray C. Stricker, an account exec- 
utive with Ruthrauff & Ryan, St. 
Louis, since 1937, has been elected 
a vice-president of the agency. 


AST WARES | 


7% AMERICAN LABEL, CO. 


2435 Worth Sheffield Av 


Waltham Radio Show 
Is First Post-Crisis 
Advertising Effort 


WALTHAM, Mass.—Waltham 
Watch Co. last week opened its 
first major advertising push since 
its reorganization, using 21 Amer- 
ican Broadcasting Co. stations to 
carry its new audience participa- 
tion show, “Share the Wealth.” 

Merchandising feature of the 
program will be a Waltham birth- 
day contest, planned by the com- 
pany’s new agency, Hirshon-Gar- 
field. Sixty-three watches will be 
given away on every program, 
starting Oct. 31. 

Announcements will be made on 
local cut-ins, with three winners 
being named over each station and 
instructed to visit a local jeweler 
to pick up their prizes. Official 
entry blanks must be obtained 
from Waltham jewelers. 


a Contestants use these to write 


why a friend of theirs who is hav- 
ing a birthday deserves a Waltham. 
A newspaper, magazine and busi- 
ness paper drive is being prepared. 

This method of harnessing the 
“power of birthdays for Waltham” 
is the first major project planned 
for the manufacturer since Hir- 
shon-Garfield was appointed to 
handle the account. Daniel F. Sul- 
livan Co., Boston, was assigned to 
do temporary advertising for the 
company a few months ago. Kastor, 
Farrell, Chesley & Clifford handled 
the account before the company 
suspended operations. 


Reports Record TV Set Sales 


A record breaking 8,317 tele- 
vision sets were sold in the Mil- 
waukee area in September, accord- 
ing to a survey by WTMJ-TYV, the 
Milwaukee Journal station. The 
total brought the number of tele- 
vision receivers in the area to 41,- 
147. The increase in September 
was attributed to lower receiver 
prices and telecasting of World 
Series baseball games and of foot- 
ball games. 


Coro Advances Marcher 


Royal Marcher, who has served 
as secretary, treasurer, advertis- 
ing and sales manager of Coro Inc., 
Providence, R. I., and New York, 
jewelry manufacturer, has been 
named executive vice-president of 
the company. He will continue to 
make his headquarters in New 
York. 


Two Join ‘Coronet’ 

William B. Nollman and John W. 
Andrews, both formerly with the 
New York Herald Tribune, have 
been appointed to the sales staff 
of Coronet, New York. With these 
two additions, five out of a total 
of eight on the magazine’s New 
York sales staff qualify as Herald 
Tribune alumni. 


Plans Orangeade Drive 

Hi-C orangeade, product of Juice 
Industries, New York, a subsidiary 
of Clinton Industries, will launch 
a campaign the first week of Nov- 
ember with full-color pages in 
Life and The Saturday Evening 
Post, featuring its new 12-ounce 
can. Maxon Inc. is the agency. 


iF takes more than power (or proximity) 
to attract and hold a radio audience. It 


WHO HAS UNCHANGED 
LISTENING HABITS IN IOWA 


<= 


F 
ese [Gq 1owA COUNTIES: -— 


takes programming. 


In the ring of 14 counties selected by 
Station “B” for a late 1948 telephone co- 
incidental, most have signals stronger than 


WHO because of geographical location. 
Regardless of this fact, the 1949 Iowa Radio 
Audience Survey shows that from 5:00 
a.m. to 6:00 p.m. the 14 county average 
percent “listened to most” is 38.8% for 
WHO and 4.2% for Station “B”’. 


lowa has 


38 commercial stations, each 


of which puts an excellent signal into a 


certain number of homes. Thus if signal 


strength were all-important, State-wide au- 


dience preference would hardly be possible 


for any one station. 


Actually, 


the listening habits of the 


people around Waterloo are very like those 


in every other section of lowa. In virtually 


every area WHO's programming and Pub- 


lic Service have for many years won and. 


held the largest share of the audience. In 
1949, WHO is “listened-to-most” in 57 of 


lowa’s 99 counties! 
Peters, for all the facts. 


Ask us, or Free & 


The evidence is 


overwhelming and conclusive. 


*These 14 counties were used in a 1948 coinci- 
dental area study. 


The 1949 lowa Radio Audience Survey is 
the twelfth annual study of radio listening 
habits in lowa. It was conducted by Dr. F. L. 
Whan of Wichita University and his staff, is 
based on personal interview of 9,116 Iowa 
families, scientifically selected from cities, 
towns, villages, and farms. It is universally 


accepted as the most authoritative radio sur- 


vey available on Iowa. 


W lal 


© 


+ for lowa PLUS * 


Des Moines . . . 50,000 Watts 
Col. B. J. Palmer, President 


P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 
National Representatives 


Advertising Age, October 24, 19:9 


Electrolux Will Be 
Sales Leader Soon, 
President Predicts 


New YorkK—Electrolux vacu. 
cleaner unit sales will soon t 
unit volume of all other vacur » 
cleaners combined, Walter Die 2. 
president of Electrolux Corp., p: »- 
dicted flatly in addressing the Sa 
Executives Club of New York. 

Mr. Dietz said Electrolux has 
registered an increasing sales v:|- 
ume many times when sales trends 
are the reverse. The company is 
never more than three days behi id 
the sales reports, he said, and cited 
the report for Oct. 10 in the Pit‘s- 
burgh area which showed the 
largest volume since April, despite 
the steel and coal strikes. 

He denied that house-to-hoiise 
vacuum cleaner selling hurts re- 
tail store sales. The fact is, he said, 
that when Electrolux sells half 
of all vacuum cleaners in the coun- 
try, and the other half‘is split be- 
tween other tank and _ upright 
makes, one-quarter of all tank 
type sales will result from the 
market created by Electrolux. 


a 


se He was of the opinion that, 
while the company does not pay 
the highest commissions, it still 
has the highest paid specialty sell- 
ing organization in the world. An- 
swering reports that the company 
has an unusually high turnover 
for its door-to-door men, Mr. Dietz 
said this only applies to personne! 
who stay less than six months. 

Mr. Dietz indicated the com- 
pany plans no change in credit 
terms—$25 down and $6 a week. 
The company has no credit de- 
partment, he said, citing this as a 
means of keeping operating costs 
down. 


Breakfast Show on FM Started 


“Breakfast at Toffenetti’s,’’ the 
first breakfast-type show to be 
aired on a Chicago FM outlet, has 
been launched over WMOR, 7:45- 
8:15 a.m., daily. Sponsors are D. 
L. Toffenetti, Continental Coffee, 
Dairyland Products, Beatrice Foods 
and Quaker Oats. 


Keefe & Keefe to Gratf 


Harry Graff Advertising, New 
York, has been retained to handle 
the advertising, sales promotion 
and public relations of Keefe & 
Keefe, New York, oxygen and am- 
bulance service, wheelchairs and 
medical supplies and equipment. 


( Advertisement) 


Named by General Aniline 


Dr. William L. Walsh has been na: °d 
assistant general manager of the © »- 
eral Aniline Works Division of Gen @! 
Aniline and Film Corp. Dr. W: * 
says, “The Wall Street Journal g ° 
me all the business news in a nuts! |!. 
The way The Journal puts its fir °' 
on the important news and interp ' 
the meaning is an excellent time-se °' 
and a help to any busy man no ma ©! 
what his job may .’ There -re 
236,110 daily readers who depend u 0" 
The Wall Street Journal for comp: ‘©: 
concise coverage of day-to-day I 
ness developments. You can dep 
upon The Journal to carry your 
vertising directly to the influer 4 
market of business leaders from c *' 
to coast when you advertise regul: \) 
in the Only National Business D» ‘y- 
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Every day is Newspaperboy Day for Los Angeles Times Carriers 


October is the month for special tribute to newspaper boys 
throughout the nation. Los Angeles Times carrier boys, who take care 


of the largest home delivered circulation in the West, merit and 


receive recognition and top treatment the year around. These 
boys’ services are indispensable to advertisers with messages 


pointed to the homes of the nation’s third largest market. 


2 | LOS ANGELES TIMES 


Pz REPRESENTED BY CRESMER AND WOODWARD, NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 
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Military Board Concedes It 
Has Free Hand; GOP Bullish 


WasHINGTON—First thing Mon- 
day morning, Oct. 17, the veil of 
secrecy was withdrawn, and the 
personnel policy board of the Of- 
fice of Defense confirmed the re- 
port that Army Secretary Gordon 
Gray and Air Force Secretary 
Stuart Symington have been given 
a free hand to hire a new agency 
for military recruiting ads. 

The board’s “recomraendation” 
had been protected as carefully as 
the innermost atomic secret until 
AA reported Monday morning that 
the board had completed its study 
of military recruiting, had recom- 
mended the continued use of an 
advertising agency, and left the 
secretaries to act as they please, 
even to the point of selecting a new 
agency without competitive bid- 
ding. 

It was unpleasant to base the AA 
story on “reliable information” 
when it might just as easily have 
been official and complete. But the 
story had already been delayed a 
week on promise of official assist- 
ance. Then it developed that this 
official assistance was being with- 
held on the motion of an official 
who was puzzled by the niceties 
of bureaucratic protocol. 

(Incidentally, former Army Sec- 
retary Kenneth Royall was dragged 
unnecessarily into the account of 
the advertising controversy, Sec- 
retary Royall having retired in 
the spring before the rumpus 
started. It was an error of the sub- 
conscious, which can easily happen 
to a reporter at the end of a long, 
hard day which opened at 5 a.m. 
with a frantic dash to an almost- 
too-distant hospital for the ar- 
rival of a first son.) 


Except for public housing, high- 
er minimum wages and increased 
conservation and public power 
activity, the first session of the 
8ist Congress actually put rela- 
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By STANLEY E. COHEN, Washington Editor 


tively few “Fair Deal” measures 
on the statute books. But the ad- 
ministration consoles itself by list- 
ing the extensive preparations 
toward the possible enactment 
of a rash of other proposals before 
the 8lst Congress faces a general 


election in the fall of 1950. Social- 


security is through the House and 
heading for the Senate floor; aid 
to education is through the Senate; 
margarine tax repealers are 
through the House and ready for a 
Senate debate, and an anti-merger 
bill is sure of approval early in 
the 1950 session. 


While these provide the admin- 
istration with the material for an 
imposing “progress report,” Con- 


gress is not doing much with civil 
rights or national health insurance. 
The President meets his failure 
on’ civil rights by appointing a 
well-known Negro to the third 
circuit court of appeals, and by af- 
firmative Department of Justice 
action urging the Supreme Court 
to outlaw the famous “separate but 
equal” doctrine. 

In the health field, the adminis- 
tration argues that it is “lighting 
a fire” under private health plans, 
and that it has induced Congress 
to vote substantial increases in 
federai aid to hospitals and medi- 
cal research. 

ee e©® @ 

Considering the state of their 
affairs after the 1948 elections, 
Republicans feel they have had 
magnificent success in the 8lst 
Congress by dramatizing the con- 
tinuing growth of the state under 
the “Fair Deal.” 

Republicans are pleased with 
their success in beating Presi- 
dential appointments, and rallying 
a substantial number of Democrats 
against some of the costlier “Fair 


Deal” programs. Just a year after 
their disastrous experience at the 
polls, Republicans are once more 
feeling confident about a test of 
strength with the voters. 

e « @ 

From here on in, official Wash- 
ington will be even more election 
minded. According to one report, 
the President will make an in- 
spired effort to trim federal spend- 
ing in 1950 to head off further de- 
bate on government waste. One 
version of this story says the Presi- 
dent wants to cut the budget by 
$4 billion, a nice trick if he can 
do it. Time and again, he has dem- 
onstrated to his own satisfaction 
that federal spending is already at 
“rock bottom.” 

ee @ 

One of these days, Phil Hauser 
will probably get permanent status 
as chief of the Census Bureau. 
When he was appointed acting 
chief last summer, the Democratic 
National Committee had someone 
else in mind. But Mr. Hauser is do- 
ing such a workmanlike job build- 
ing friends for the bureau that it 
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might be painful to try to replece 
him for political expediency. 

The National Committee is jp 
a better position when it con es 
to picking a new Federal Trade 
Commissioner. Ex-senator Janes 
Mead has taken the position that 
FTC might be a stepping stone ‘or 
his political comeback. He points 
out that Commissioner Garland 
Ferguson’s term expired more t} an 
a year ago. 

ee e« @ 

The $100,000,000 postage rite 
bill almost got up for a Senate 
vote Monday before it was shelved 
on the insistence of Sen. Andrey 
F. Schoeppel (R., Kan.). Before 
Sen. Schoeppel registered his veto 
Sen. Hubert Humphrey (D., Minn.) 
took the floor to blast publishers 
for “crying about deficits” bu 
“opposing postage rate increases,” 
With a perfectly straight face, the 
peppery newcomer from Minnesota 
said: “I’m genuinely worried about 
the statism involved in this sub- 
sidy to the press.” 

ee ee @ 
Newsprint captured the attention 
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Architectural Record is your “Pivot Paper” for productive and 
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In what ONE magazine will your building product advertising... 


F.W. DODGE 


il 
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Reach the greatest number of architects and engineers 
at the lowest cost per page per thousand 


Reach the architects and engineers who PROVABLY are 
responsible for plans and specifications for over 80% y 
all architect-designed building 


The answer of course i is ; Architectural Record, 
the magazine that: 


1. Editorially features the kind of building activity that 
means business for architects, engineers and advertisers. 


2. Is preferred by architects and architectural engineers 
above all other technical magazines. 


3. Carries more advertising, for more manufacturers of 
building products, than any other architectural publication. 


4. Is published by F. W. Dodge Corporation and 
uses continuously the 700-man Dodge newsgathering 
organization to learn which architects and engineers 
are active (to guide circulation policy) and | 
what they are doing (to guide editorial policy). 


economical advertising in the building market. By Pivot Paper we mean this: 


Builders, general contractors, owners and certain sub-trades are vital buying factors to you, too. They. like 


architects and engineers, must be sold in terms of their specialized interests. There are powerful ver ic! 


business papers whose sole purpose is to serve these men and no one else. We urge you to use them We 


urge you to 


consider this: 


° A combination of Architectural Record and leading vertical magazines (reac by 


those men you know you must sell) will give you more effective coverage of more archite ‘ts 


engineers, contractors, distributors, sub-contractors and end customers, at a lower unit cs! 


than you can obtain through any “horizontal” medium. 
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of the House momentarily. Rep. 
Pp. ul Shafer (R., O.) took the floor 
to say that publishers resent con- 
tinued $100 per ton newsprint 
prices in the face of the devalua- 
tion of Canadian dollars. By main- 
taining the pre-devaluation price 
of $100, Canadian mills are making 
an extra $7 profit, Representative 
Shafer said. 
ee « @ 

[he Commerce Department is 
restoring one-stop information 
centers for business men interested 
in data on iron and steel, machin- 
ery and construction. For 25 years, 
the Office of Domestic Commerce 
was organized to give complete 
data on commodities from a single 
desk. But four years ago, when 
Henry Wallace was Secretary, sep- 
arate offices were established for 
domestic and foreign data. 


Weipert Joins BSF&D 

Gerald J. Weipert, formerly with 
WWJ-TV, Detroit, has joined the 
radio and television staff of 
Brooke, Smith, French & Dorr- 
ance, Detroit. 
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Magnavox Names Roberts, 
Hagaman to New Posts 


Stewart Roberts, formerly direc- 
tor of advertising and sales pro- 
motion of Bendix Home Appli- 
ances, has been appointed direc- 
tor of merchandising and assistant 
sales manager of Magnavox Co., 
Fort Wayne, Ind. Lauren K. Hag- 
aman, formerly with Mengel Co., 
has been named director of adver- 
tising and public relations. Both 
positions are new with Magna- 
vox. 


Conover-Mast Names Baldwin 


William H. Baldwin, formerly 
an account executive of Hickey- 
Murphy-St. George Inc., has been 
named eastern representative of 
Construction Equipment & Mate- 
rials, a Conover-Mast publication. 
He will work out of the New York 
office. 


Butler Rejoins Heagerty 

W. Bruce Butler, who has served 
as Toronto manager of W. H. Em- 
mett (Canada) Ltd., English ad- 
vertising agency, has rejoined L. 
J. Heagerty Ltd., Toronto, as ac- 
count executive. 
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‘Saturday Night’ 
Revamps Page Size, 
Editorial Content 


Toronto—Climaxing months of 
study and research, Consolidated 
Press Ltd. has reduced the smooth 
paper weekly, Saturday Night, to 
standard magazine size and has 
expanded its editorial range. 

The format has been trimmed 
from a 1,050-line page to a stand- 
ard size, 4 columns by 170 lines. 
Its new cover design, layout pat- 
tern and typography were adopted 
after a careful study by Eveleigh 
& Dair, Montreal. Editorial matter 
was determined following a two- 
phase survey of weekly magazine 
reading habits by the Canadian 
Opinion Co. 

First issue of the reconstructed 
publication, Oct. 11, featured a 
cover picture and article on “Dol- 
lars and Dropkicks,” showing how 
Canadian football has progressed 
from a game to an industry. Future 


issues of the 62-year-old publica- 


tion also will carry a cover per- 
sonality or scene tied to an inside 
story. 

Saturday Night plans to carry 
weekly an interpretive news 
roundup in more than a score of 
fields, and will retain the “Front 
Page” political comments of Ber- 
nard K. Sandwell, editor-in-chief. 
Jack Yocum has been named man- 
aging editor and the publication 
now has an editorial and writing 
staff of 40. 


Angelique Appoints Travers 


Marie Travers, formerly with 
Ormsbee & Gilbert and Grey Ad- 
vertising Agency, has been named 
to the newly created post of pub- 
lic relations director of Angelique 
& Co., Wilton, Conn. Mrs. Travers 
will be in charge of a publicity 
and sales promotion program for 
Black Satin and White Satin per- 
fumes. 


Joins Richards Agency 


Raymond B. Young, previously 
with Lindsay Advertising Agen- 
cy, has joined Fletcher D. Richards 
Inc., New York, as a copywriter. 
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g- Highest subscription renewal percentage. 


- gp- Full market information | resources 
of F. W. Dodge Corporation. | 


gp Demonstrated coverage of building planning — 
and specifying activity — regionally, 
nationally and by types of buildings. 


st Editorial content designed for maximum 
usefulness to active architects and engineers 
in terms of work actually on their boards, 
as revealed by Dodge Reports. | 


p Exclusive Western editorial 
and advertising section. 


ry statement made here is demonstrable in 


ter 1s of your specific interests. We’re ready to 
giv any interested media director, account 
ex: 


‘ord regional office. 


NEW YORK CLEVELAND 


utive or advertising manager the market 
media facts he needs to support his 1950 
mmendations. Just call or write the nearest 
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es Largest architect and engineer circulation. 


Here is why Architectural Record is your Pivot Paper 
to sell the quality building market controlled by the architect-engineer: 
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és Lowest cost per page per thousand architects and engineers. 


PIVOT PAPER 
for your quality building 
market program 


& Consistently voted the preferred magazine of 
architects and engineers who work with architects. 


& Thirteen competitive awards for editorial excellence. 
& LARGEST NUMBER OF ADVERTISERS. 
& LARGEST VOLUME OF ADVERTISING. 


ARCHITECTURAL RECORD 


PUBLISHED BY F. W. DODGE CORPORATION 


CHICAGO 


LOS ANGELES 


SAN FRANCISCO 


PORTLAND 


™ ‘est Fortieth Street 321 Hanna Building 700MerchandiseMart 672 South LaFayette Park Square 1003 TWA Building 907 Terminal Sales Building 
* -nsylvania 6-1500 


Cherry 7256 


Whitehall 4-4400 


Dunkirk 8-2286 


Yukon 6-2522 


Atwater 4107 


IN GREATER 
TORONTO... 
CANADA'S 
RICHEST 
MARKET... 


more than 


80% 
of the families 
read the 


TORONTO 
DAILY 
STAR 


NOW OVER 


375,000 
Copies Daily 


80 King St. West, Toronto 


University Tower Bidg., Mentreal 
In U. S. — Ward-Griffith Inc. 
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Add purchasers and you add profits! The Polo Grounds’ 44,771 grandstand and 
bleacher seats at an average of $2.00 apiece are far more profitable than 3,886 box 
seats at $4.00 a throw! And selling goods at $3.98, $10.98 and $99.98 to New York’s 
middle-income millions makes Macy’s and Gimbels far bigger money makers than 


€ 


MIRROR REACHES MOR 


You would expect the only newspaper in New York carrying features by Emily Post 
and Dorothy Dix to go home to the little woman—you would expect the only news- 
paper in New York carrying such comics as Li’] Abner, Steve Canyon, Joe Palooka, 
Henry, Superman to go home to Junior—but would you also expect the ‘“‘morning”’ 
MIRROR to be sold to more people homeward bound at night than either of two of 


E MIDDLE-INC 


MIDDLE-INCOME MILLIONS BUY MORE THAN TOP-INCOME THOUSANDS@ 


the high-priced chichi shoppes! No wonder these great department stores buy mf 
space in the MIRROR than in 6 out of 7 other New York newspapers. Fact is,! 
MIRROR was the only City newspaper to show a gain in retail advertising during! 
month of August—carrying more retail linage than the Sun or World-Telegram! 
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OME HOMES THAN EVENING PAPER 


New York’s evening papers? Yet that is the fact: more copies of the so-called ™ 
ing’ MIRROR are sold at going-home time at night than “‘evening’”’ papers 4 
sel] all day. ‘“‘Evening’’ paper A distributes 284,303 copies, ‘‘evening’’ p P& 
365,940 copies in New York City and suburbs—whereas 412,128 copies of t 2 N 
York MIRROR are distributed between 8 and midnight. 
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The people who can make New York your big- 
gest market are in the middle-income group, as 
shown by the top bar-chart at the right. 


But sometimes this good old 
tried-and-true bar-chart is sup- 
posed to look—and act like—the 
innards of a percolator, to prove 
something more akin to coffee- 
making than sales-making .. . 


After spilling your story to the 
top layer of New Yorkers, you are supposed to 
let it drip down to the bottom, and presto! 
change-o! B, C, and D buy what A buys— 
switching from Macy’s to Mainbocher, from 
$1700 Chevrolets to $17,000 Delahayes! 


But it can’t happen here: the advertiser who aims 
his sales messages at his Fairfield friends—his 
wife’s Westchester garden club—his Bronxville- 
commuting board of directors—and expects them 
to work like a percolator on New York’s millions, 
will get a thimbleful of sales. For the Bronx 
doesn’t give a hoot about what goes on in Bronx- 
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ome readership? Here is the kind of home-buying readership you would expect of 
he MIRROR’s vast audience of young, growing, middle-income families: recently 
4 nev homes in Massapequa, Long Island were sold at a cost of $8990 each. That 

as « total sale of $485,460 as a result of $208.05 worth of space in the New York 

ae R ?OR! Again, when the Housing Associates of Mineola, Long Island advertised 
home costing $8990 to $10,990—they sold 64 homes for a total sale of $639,360. 


I, ERY, PL sa tay sa Tame ee a Nee mee st 


WHO MAKE NEW YORK 
YOUR BIGGEST MARKET! ; 


SELLS MORE MIDDLE-INCOME HOMES! 
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ville! Brooklyn doesn’t care a bean about what’s m i 
cooking in Westchester! : 


New York’s Mrs. Smiths are too busy to be 
busybodies, too canny about their own needs and 
preferences and purchasing power to copy the 
buying habits of Mrs. Smythe. 


So Macy’s, Gimbels, General Motors, Ford, 2 
Chrysler, still get the bulk of New York’s é : 
business—-still spread the good word about a . 
good thing to the millions of middle-income 
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NEW YORK CITY 
FAMILIES 


Based on U.S. Census, and 
N. ¥.C. Market Analysis. 


Smiths—where you find most of the - a 
men and women who read the New : 43.7% 
York MIRROR (1,248,535 men < & : 


and 1,141,343 women daily; and 
2,678,616 men and 2,592,140 wom- 

en Sundays, according to studies by Daniel 
Starch and Staff). 


You have to tell millions to sell millions—and the 
MIRROR’s millions are many enough and 
moneyed enough to make your advertising pay 
off as it should in America’s greatest market! 


-— 


bisTRICTS 


DAILY MIRROR | 
CIRCULATION 


cae. 
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According to the Housing Associates—these sales were mostly due to a MIRROR 
advertisement costing $634.60! These MIRROR readers are the people who need, 
and can afford to buy refrigerators, vacuum cleaners, automatic laundries, dish- 
washers, food, drugs and household necessities. They need a lot, want a lot, buy a 
lot more than the older few on the flossier fringes of suburbia who have already 
established their households, raised their children, bought what you have to sell. 
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Agencies Review 
Prospects: Good, 
But Harder Going 


Central 4A’s Council 
Talks Prices, Audience, 
Allowances at Session 


Cuicaco—The advertising agen- 
cy business faces the necessity for 
more thorough, more careful and 
more fully integrated advertising, 
but the basic merchandising struc- 
ture is sound and advertising can 
play an enormous role in contin- 
uing prosperity, the central council 
of the American Association of Ad- 
vertising Agencies was told in a 
workday session here Oct. 14. 

With Earle Ludgin, president of 
Earle Ludgin & Co. and chairman 
of the central council, presiding, 
the sessions started with a pro- 
vocative talk by Alex T. Franz, 
Frederick, Franz & MacCowan, 
who urged agencies to explore 
further the latent possibilities of 
developing new sales and new 
prospects through present users. 


gs Mr. Franz related how his agen- 
cy’s client, Culligan Zeolite Co., 
which sells a home water soften- 
ing service, developed a six-month 
campaign for its franchised deal- 
ers in which 49% of all new bus- 
iness came as a result of leads 
supplied by present customers. 

Citing a host of examples of pro- 
motion directed at present users 
in efforts to unearth new custom- 
ers and prospects, Mr. Franz em- 
phasized that such efforts can be 
highly successful only if they are 
carefully organized and provide an 
incentive, in the form of merchan- 
dise or cash rewards for users. 

Case histories included those of 
Westinghouse refrigerator; Bendix 
washer; Pontiac; Magic Chef range; 
Lavoris; Hudson-Ross; Thor; Gen- 
eral Motors; Frigidaire; Book-of- 
the-Month Club, and numerous 
others, demonstrating, he said, that 
the technique can be used not only 
on high-ticket items, but on all 
classes of goods. 


ws Corollary discussions on the vi- 
tal problem of the private vs. na- 
tional brand in the grocery field 
were presented by Samuel G. Bar- 


4% 


Packs a punch 
with 6,000,000 
Farm families 


Win for your product the influence 
and good will of the 20,000 County 
Agents, Vo-Ag Teachers, Exten- 
sion Leaders and Soil Conserva- 
tionists who read Better Farming 
Methods every month. 


FARMI NG 
METHODS 


ton, president, Industrial Surveys 
Co., and William H. Albers, pres- 
ident, Albers Super Markets Inc., 
Cincinnati. 

Mr. Barton asserted that the big 
factor now is price, and that for 
packaged groceries in total, pri- 
vate labels are making moderate 
gains. The gains have not been 
uniform for all types of products, 
and they are being made primarily 
by the “larger chain private label,” 
while “minor” private labels are 
losing ground consistently. 

Major gains by “larger chain 
private labels” have been made in 
the fastest consumption lines, such 
as coffee, tea, butter, margarine, 
baking goods, fresh meats, produce 
and fresh milk, he said. 

“Right now,” he said, “I do not 
see how your fight against private 
labels can be waged primarily by 
brilliant advertising copy alone. It 
is much more a merchandising bat- 
tle, and the manufacturer’s sales 
and production departments are 
vital and perhaps the big factors 
in the formula. The advertising 


agency must now contain experi- 
enced merchandising people who 
can gear advertising to sales man- 
agement as never before.” 

Mr. Barton also emphasized that 
consumer research has indicated 
that families are by no means 
equal prospects for any particular 
item, but that “in practically every 
product classification, the top buy- 
ing fourth consumes at ten times 
the rate of the lightest using 
fourth.” For example, he pointed 
out that while almost half the 
families use vitamins, 90% of the 
dollar volume is accounted for by 
less than 10% of the families. As 
for baby foods, fewer than 5% of 
all U. S. families account for more 
than 80% of the business. 


w Mr. Albers, former president of 
Kroger and now head of a large 
supermarket chain, said there are 
two simple -keys to. keeping the 
sales advantage with nationally ad- 
vertised brands: right pricing and 
cooperative advertising. 

“We must remember,” he said, 


“that after each boom advertised 
brands are traditionally on top. 
They start losing ground at the 
first real twinge of a recession, and 
the private brands wind up on a 
higher plateau at the start of the 
next boom than they were on be- 
fore the depression. 

“This places the industry spot- 
light squarely upon correct pric- 
ing procedures of national brands 
manufacturers, because the con- 
sumer demand for advertised 
brands will be greatest when these 
products are sold at prices which 
the thrifty shoppers consider at- 
tractive...This is the only way 
to prevent private label or new 
competitive brands from so much 
underselling advertised brands as 
to create consumer interest and 
acceptance.” 


e Mr. Albers was equally dog- 
matic in connection with coop- 
erative advertising and display, 
asserting that national brands 
could compete only when efficient- 
ly and fully promoted by large- 
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volume food retailers. 

The morning session closed wi:h 
an off-the-record talk by Hen-y 
H. Haupt, vice-president, BBD). 
who cited some case histories of 
the difficulties that face agencies 
under competitive conditions. Har- 
old H. Webber, vice-president in 
charge of media and research, 
Foote, Cone & Belding, opened the 
afternoon session by delving into 
the hot subject of circulation and 
readership figures on magazines. 

“There is no real reason to set 
a record high with your blood 
pressure over this question,” he 
said, asserting that everyone knows 
that readership is larger than cir- 
culation, and that research indi- 
cates that occasional readers are 
just as good as regular readers. 

Both ABC and readership fig- 
ures are needed, he said, adding: 
“The fault with audience research 
to date is not that it goes too far, 
but that it does not go far enough.” 
It does not yet supply sufficient 
information on size and character- 
istics of all magazine and farm 
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When you have a paper problem, consult the Champion merchant 
nearest you. There’s an excellent reason for doing that. Champion 
has continually kept its merchants abreast of new discoveries and 
developments. Today, more than ever, Champion has the research | 
facilities, the background and practical experience. Today, more 
than ever, its merchants are ‘spat well quatited to give you © 
- sound advice and helpful maven 


THE CHAMPION PAPER AND FIBRE COMPANY 


Mills at Hamilton, Ohio; Canton, North Carolina and Houston, Texas. District sales offices: New York 
Chicago @ Philadelphia @ Detrcit @ St. Lovis @ Cincinnati @ Atlanta e@ Dallas @ San Francisco 
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they have a labor, business or gov- 
ernment point of view. 
Almost in desperation, Mr. Gos- 


advertising has about the same 
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hazards as wildcatting for oil... 


publication audiences; there is no 
dota on the accumulation of au- 

with dence with successive issues of a too many clients are in the market 
mary magazine; total readership of an for magic, rather than advertising.” | horn detoured around the econo- 
1D), ad in a number of magazines is Fairfax M. Cone, Foote, Cone &| mists in his efforts to decide how 
Belding, reviewed a dozen cam-| business is, and based his find- 

paigns of other agencies which he! ings on what individual business / 

men and purchasing agents re- 


would have liked to do, and Stanley 
Harold Morgan, financial analyst, 
reiterated his story of how adver-| His forecast: 
tising, in addition to selling goods, “I would say, looking ahead, that 
enhances the value of securities.| business will be good—for those 
He listed scores of companies to} who make it good.” 
show how securities of better ad- 
vertised organizations are capital-| Issues Plastics Encyclopedia 
ized at a higher ratio to earnings More than 1,000 successful ap- 
than those of non-advertised com-| plications of plastics in 27 major 
product classifications; questions 


panies. 
about where to sell, where to buy 
and where to use plastics; produc- 


ee unknown; duplication figures are 
ported about their own businesses. 


* sketchy; and elements of reader- 
r ship intensity have not been ex- 
l 

ech plored, 

t - s The real problem, Mr. Webber 
= concluded, is not one of read- 
nes ership, but of determining how 
7 many and how good are the pros- 
, oe pects for any particular product 
wood among any particular magazine’s 


= readers. has te 
cin. Enno D. Winius, Winius-Dresch- 
er-Brandon, St. Louis, made a 
e In a whimsical talk full of hu- 
mor and classical allusions, Clar- . — Parle go “a 
: mation are featured in , 
ence B. Goshorn, president of Ben- pages of the new “1949 Modern 
published 


~~ strong plea for getting the agency 


— business out of the “genius” stage 
ton & Bowles and chairman of the| pjastic Encyclopedia,” 


DETROIT WELCOME—Ernest Lee Jahnke Jr. (left), ABC vice-president in charge of 
Four A’s, poked fun at the statis-| by the Plastics Catalog Corp., New 


‘tie and for recognizing merchandising 
ling: problems as a whole, rather than station relations, and Robert E. Kintner (center), executive vice-president, are 
arch attempting ‘ to solve everything| greeted by James G. Riddell, station manager of WXYZ, Detroit, as American Broad- Ol 
far with advertising. casting executives arrive for a meeting of Michigan affiliates. ticians and economists, asserting | York. 
ah” “We are coming to the end of an _ that it is a daily occurrence for 
al era.” he said. “It is time for us to| treat our clients for what they are: | province—problems of pricing, of|them to take the same basic fig-| Industrial Designers Elect 
Sen. stop placing so much emphasis on business men with problems, many packaging, of product utility ...| ures and reach totally different Egmont Arens, New York indus- 
arm the minutiae of techniques and to!of them not in our immediate | We’d better start recognizing that | conclusions, depending on whether} ;,j9] designer, has been elected 
president of the Society of Indus- 
rs trial Designers. David Chapman, 
Chicago, has been named vice- 
president. Robert Hose, associate 
of Henry Dreyfus, New York, has 


ie ee 0 rN ec Ue eer ee eee ee avy: 
White 
been appointed secretary, and A. 


Baker Barnhart, associate of Ray- 
mond Loewy, New York, treas- 


urer. 


Borg-Warner Names Nugent 


Frank J. Nugent, formerly sales 
promotion and advertising man- 


_.. These Merchants for Service 


Birmingham... + wii New York City... a m 
M Sat *F OR COsedeebsens... er Pa ~ ARE piped’ ., Orest 
EE oes escssccrccs ttt teees Partin Paper &o° III Haney Llndanene eat lee. ager of Bryant Heater Co., has 
a anizona’ °°" W. H. Atkinson setts eeeeececcecens Ww. Pohiman Paper ay been appointed sales manager of 
909000 veeeeseie¢ Campenter : cece 20ttte see sces Simmel old-Gould, Inc. heating equipment of the Ingersoll 
Los Anoeie teiais ca! CALIFORNIA Paper Co. Rochester,” Srecaessassetesnonts The whee or Fanatic Steel division, Borg-Warner Corp., | 
San Prsegec ct tesecccccccclItl 211 Saementer Paper Co PRI Pesan Satan eee Chicago. He will make his head- 
pee peeIeaSE IT IILE Carpenter — €& Asheville. NORTH CAROUNA Service, ine. quarters in Kalamasos, Dich. 
eb SELL Te re 4 BOCOhbeoseugeeaed 
Washington. mh District Or columsia Paper Co Cherlotte Wiebe eee D i Pa 
ia wasaa To Wiebe Peer ca = += vision of Henley Paper & Piccu Joins Tanis Co. | 
a yo Se PR eeedgg, Cs ‘a “ P 
Miomi” ; </voghbe gheeahe ST Jochsonvitle Pe pd Epes-Fitzgera $i John H. Piccu, previously mar- 
Orlando “itp anennaey eee he” Everglade Pane’ &. Fo wet whiapaapeg het Tr veree The ket analyst with Locke Inc., Balti- 
ae Pete*eteNenieieps cs... se Cental Paper Co. Soon lag The Cincinnati be paper Co. aaaens has joined Tanis Co., Phila- 
tS teen aseatasercss crore ee hatte ces cent" eeeoeae The Standort paeet Co. delphia, marketing and sales de- 
Ala ta. a a pee StoRGi +4 ampa Paper Co Clovelend. bts 9vbescsscenestan ies is Whitaker pooet ee velopment organization. 
Savanna... 2272 ciccetressscene tat Paper Co, ferent. ooo: pitied, a The Petrequin pans’ 2 
eieeudiegenes  eeeeets —~f hii anakae aT MAI . 
SS laeeaes tttsoe Atlantic Paper Co. MN ssscccccsntt* The Cincinnati Cordage Nae € 
Misesescsscosccscesssesees Paper Co Ohchone Coy. Canon wee 
Chicago... . . huNOIS apenter Paper Co, WMDs vsvccccens 11 eeetetmbeaeins, Canpenter 
sccoseseeescesgs puta Mesthem Panera 00 eet Taiviow Paper Ga: Paper 
Peoria. 61° tteeeeee. The —_ & Tucker Paper Co, Portland eussen Company of Oklahoma 
Quine cea ae ebbbeaee TTT eoria Paper (1Ou%® Ine. BOOet ree bwece ba Carter ae 
Serlagheld.'"' "7880s eeeccccsas eee t House, Inc, ’ ompany of Oregon 
*0Seséeneanaie Ce -lrwin Paper Co Lancaster... . PENNSYLVANIA 
en "a INDIANA - Capital City Paper Co. Philadelphia. ? . « : : ’ : Poe eeeeseoeees Garrett-Bucha, 
I ianapolis HAE Rhirnine,> so ee The Millera © Sbecsusdaenn em ne Garrett-Buch — Co. 
Sr aed ae ~- fh Paper Co, °$9 +s bias **++0-.. Paper Merchann” © 
Des Moines. low ©, Ine, ~~ sera wine, Patterson ed 
prided dees oe ee” TE alah gor ree ee: e itaker Pa - Cc 
OEE pitt bhietlamanten Coptrfre, «4... + +| ‘(Summ ooo 2**s ett-Buchanen &2° 
WY vevecerccccrcccss sett teges Prot Peper Co. Columbia... SOUTH CaRoLiNa — 
Wepke Weaedhesiuks KANSAS _—— Slow Fes SOUTH bax r9erald Paper Co, 
ot ees | te REGS O66 g Carpenter Pg x alls PPCeeecece AKOTA 
tReet eR be eseuu South Per Co. **O6eeésindcas 
Lovisville......0.0 0 KENTUCKY * west Paper Co. Knonville. TENNESSEE sews Fett Poser Ca, & Tks TOP ICS 
New Orleans... Louisiana "* ®°Wlend Paper co, Noshvilig, 10 cicsscsesasenunmal Cordage & Paper Co, eee 
renee teaser llsee 2 nd W Paper Co,, Ine Ale Ransasccacs st Clements Paper £2 
Baltimore. MARYLAND U™* ® Co., Lid. ee ee 
Oiterecccte meee nas Garrett-Bucha El Paso. 2 i 177ootttteeeeee cece. eemanter Paper Co, 
ae miciioane ? Whitak Pose ce Hah aa eeeesebe ons Corpente pone’ S2. 
Gra Seen °° OCC SC Sececear. | H . tebe REET ee eee oentder. orpent P. 
MOTD. osccccccrcce Connae Mtitaker Paper Co, Cepee 8 ooseccsceccrtt onde arpenter Paper 2 
®. Pest... MINNESOTA igan Paper Co, San Antonio...2)220"07111++++++-2. \Conpenter pone’ £% Ho, onrineg 
ef hieeie ag esr Corpontat Baber Co — 
+ SSISSIPPY . Option... UTAH — pe 
phate ce | Aha, lackion Co. ake City. 2S Sermenter Paper Co, APPLIANCE 
Koneus hy ........... Missouri se Nowtolle. VIRGINIA Peper Co, | 
PP Petesesncccaee ers eee Paper Co MO i dcccecs.. Ser eeer ens E Gerald mu © a> 
Oib996 8600466: Shavohnesy ic:.: Acme Paper Co’ **+++++ -EpesFitzgerg Per Co, eee ; ori 
ees. monmaetty-Kniep-Hawe Paper Co Seattle... Canes HNGTON ihe 
Sete..." Ni aepeiii ss eT ne arpe Pb ii enteeis Pte , Nice Company of 
Great Fails. Wotachichtenee |, tee aupemtee Paper Co, :+ Spokane Paper a Stor cahington 
Missoula Se nf ee Re 0 5 @ Ca Paper Co. Huntington WEST VIRGINIA ery Co, 
Oy OOF Shastnceniies.... | orpenter Poot 5°: Mebedicnn sd The Cincinnati Corda 
Grond Won... a Besa... MC <OER® Poe co, 
_ SYS PP Bpeeser Rie eh ee, Carpenter ON OCS S¢4RRGee ERC Dwight 
Oma III Satpenter Paper New York, N.Y... Bolkinn oe iets 
NOW OIE ey ee c ae "Butler Con pia, PRPS" Co., §. A, ‘ 
Tromton. IL Nanny Lindenmeyr a Soe Edmonton... CANADA on we eS 
Allbuaveraue......... NEW Mexico" “<*Ma! Paper Co, Nonna EIS eae 8 6, Lined NOW FOR THE Ist TIME... 
ili ae Ser Carpenter Paper Co a 2 PR — nae Co. tien the Electrical Appliance Service 
COC edie > we ~~ ORY on, & Co. Limited Market, where 20,000 DEAL- 
> - ETE tans Valley Paper ceceecesessteeesese tae Blake Puc, timited ERS BUY $200 MILLION, i- 
Jomestown, 022125227 i ot tt eteee eee. bbe a Fos ioe. Venceeve °°" LI LiyyifivteHeoke Posen Lat wide open to advertisers of ap- 
eee The Millicraft Paper Co Victoria... 71'* +++» Columbia Pesaro? Co. Limited pliance parts, tools, shop equip- 
WES. .0.. 5.0 ort ens Columbia Paper Company ut ment and wash-day products. 
=< atoms & Co. Lis Twelve publications directed 
mited > 
straight to the Service Dealer, 
carries your sales message, in 


one sweep, across the nation. No 
waste circulation .. . one billing. 


FOR FULL INFORMATION ... WRITE 


WHATEVER YOUR PAPER PROBLEM 
ts a Challenge lo Champion oe" 
| git Riis aaa... Sanaa pr nig 6-4 


3 Lr clan “ ae ks as ¥ - * = z = re * c a _ Pie 
ee «Sear Sel es oe mf eats ike Picpitg Ne y te hone eae ae : ia Yee aunt 5 pes Ge fue ee ert ag : os ae tae tg pee periee aie RE ss are 
Petes a eee hos = eee aa ieee eee een Eee ae, Oe a eens Re es ha ee oe eee eee i eee? ts) 
ae ta Bi aa, oe ee ee Lee aa ey. tea Soa ey ee ee 0 ae be Se ie ee : j re seen : 
fe gate eS pit SE eg ie ee ee me eee k fle Lowa). Fae Spine Mec yeer  Ma A eo pains ie eS A ee Le eee RE a 3 re a) ean os 3 i Alngctart. la ene a fe , . : 
Sa ee ae i eee 7 iat ee : an Ee se es ee ae ee + eee Mist WE es a es a igi ae a ee ba ae ea cok 
Ra hes a be eae - * ° 3 . ‘ . copa aera 
$ - oa i ae 
eae 
| 7 
fee 
ee 
= 
“oan 
. ae 
ea 
; ri oe 2a ” F fs # zs " a 
a x ae aes SS ; - », heer ta J = e ek 
5. see 4 hs ee a si 3 ™ Py : ee 
i. ae Y ’ a oe ee: i: a Lal 
a oe ee ee ; a eer ae 
iat fe ae ‘ ah. en ee eee me SS ty , - ie 7 
ee ek se io nate pie. ae « a gt es : 
5 ee “Say ee ae Oe, : Py é 
s ae BSE ai ie, AR aed ek a © ae i 2 F 4 
Pa ee? Mee ee ee ee ie ae : 
‘ ee ce I" 4 : Pat wae A en oe : oa a y.. a —_— 
yg a ge ee Ae ee ee —_ x: YOTA ae 
ion aera . *, ee Pecks enna stig eet eens — - oe , ¥ o deed 
mae Fe a4 ; a ee ‘ae, a oe F 2 i ay. Fg ed 
Pea as ee ees oe Sal: a? ~a r sy —s = — 
BE 7s ote 
; = 
ay aie: 
otk 
+ ee 
a 
ia 
-. 
ae 
3 
ie 
: a 
hina 
ah 
* | | 
, 
. 
es 
a 
k ee 
; ves 
. Vie 
z any 
iat 
s 
-_ 
le 
+ i . 
~~ 
- e. 
: Poe 
: oe 
4 notes 
a i 
ok 
e Mi 
ne 
% a. 
. ae 
: ee 
r none 
° 
ie 
+ os 
2 
a : 
. Bi 
a * 
rege 
foe 
e : 
ae 
“3 Pa 
: Bese 
4 pe) 
. eo, 
i ie! si 
elect 
4 Pei 
ale 
Bod ag 
gies 
Pee 
. ate 
a: 
ok 
nize 
: a 
a 
rn 
. 
eee 
ta 
ae ees 
a 
a 
si 
oe 
oe 
a 
ae 
He 
——_— - Reo 
pe 
be: 
ae 
iia 
re P 
B | = 
F € : : - i _ ee 7 mie 
Pett) soe a, eae aes fig ne Cotas at Hatta Eee Tee, ce A Ce | ea ee es aire earn ne! Sek ee ee ee OOM at he aes aN a ce ee oe et ete le en a eee eS a. Tee a De SOON Cae cients See BBR eer st ee RN eM ek eto 
Baie Me gh at Lee a in ee Geter oats eA cee Oe Sen egies eee Yi Pages bee Pace hada eae eae ua Fabs MU ee A ths o 6 apt de tia bg WS Seas ae em eee MRS CALS it an oa Gps Ne MeO er ene Go eae ee cee i RR AM ar wet dS. 


24 


Subway Riders Total 
5,892,000 Monthly, 
Says Politz Study 


New York—lIn an average month 
there are 5,892,000 individual sub- 
way riders in New York, about 
evenly split between men and 
women, which adds up to 80% of 
the adult population of the city’s 


BUYS EYES tor WISE GUYS! 


Merk'Andy Point-of-Sale Stickers are 
BABY BILLBOARDS that catch the eye 


where they buy. No wetting ... they're 
STICKY... they sell anywhere. Printed to 
your order. Millions sold. Write MARK'- 
ANDY, inc., Dept.AAl, St. Lovis 22, Me. 


for details, samples. Do it, todey! 


five boroughs. This was one find- 
ing of the Alfred Politz Research 
study of subway advertising cov- 
erage, just published by New York 
Subways Advertising Co. 

The purpose of the study, as 
explained by Allan B. Chalfant, 
director of promotion and research 
for New York Subways Adver- 
tising, is to show the advertiser the 
opportunity presented by the med- 
ium. It is not a readership survey, 
but one which shows the scope of 
the coverage, and its intensity. It 
answers such questions as how 


|many people ride, how often they 


ride, how long they ride, and what 
kind of people they are. 

Politz discovered the average 
rider takes 39 rides a month, for 
an average time of 17.3 minutes, 
and the average waiting time dur- 


ing a complete trip amounts to 6.1 
minutes. Research was conducted 
by house-to-house method and, for 
the first time, took into account the 
important transfer element of sub- 
way travel. 


DeHaas to McLain-Dorville 


Arden DeHaas, formerly art di- 
rector in charge of production and 
advertising promotion of Macfad- 
den Publications and with Max- 
well Advertising Co., has been 
named art director of McLain-Dor- 
ville, Philadelphia. 


Straway Leaves ‘Life’ 


Bee Straway, formerly food 
merchandising manager of Life, 
has resigned as of Nov. 1 to do free 
lance work and act as Life’s West 
Coast consultant on food merchan- 
dising. 


Natit 


Footnotes 


By G. D. CRAIN JR. 


The world is getting better. Even 
if some aspects of world affairs 
don’t suggest this conclusion, an 
examination of situations close at 
hand reveals advances which are 
highly significant of changing 
standards, especially in the field 
of business ethics. 

The recent death of a veteran 
agency space buyer, who retired 
from active business nearly 20 
years ago, recalled some of the 
methods once used by his company 
(now out of business), as well as 
a good many others in the bus- 
iness. They are not used now, and 


| Its impossible © 


re cant cover California’s Bonanza Beeline 


without on-the-spot radio 


Catch the Beeline audience and you’ve really 
caught something: more buying power than San 
Francisco and Portland combined . . . higher 
retail sales than the whole State of Connecticut.t 


But remember where these prosperous people 
live — in inland California and western Nevada, 
And the radio stations they listen to most are 


their own on-the-spot stations. 


Each of the five BEELINE stations is located 
right in a major Beeline shopping center. 
Use all five stations for solid Beeline coverage, 
the kind of coverage you get, for example, 
from KERN Bakersfield: a 30% greater share 


of the evening radio audience than the 
next best Bakersfield station. 


tSales Management's 1949 Copyrighted Survey 


ms CLATCHY BROADCASTING COMPANY 


KFBK 
Secramento (ABC) 
50.000 watts 1530 ke. 


cn ba aens ORNL 5. og 
Ko! H KERN KWG 
Reno (NBC) Bakersfield (CBS) Stockton (ABC) 


1000 watts 630 ke. 


1000 watts 1410 ke, 


250 watts 1230 ke. 


KMJ 
Fresno (NBC) 
5000 watts 580 kc. 
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in the light of agency ethics >f 
today, would be regarded as u:- 
thinkable. 


'}@ In the agency referred to, tlie 


two principal space buyers n>t 
only issued orders to media, b it 
also accepted orders from them 
for space in an advertising maga- 
zine and a directory of public.:- 
tions owned and published by the 
agency. Obviously, space buyers 
were in an excellent position to 
persuade media _ representatives 
about the value of their own books, 
and the result was a substantial 
volume of business. 

The ethics of the situation ap- 
plied not only to this somewhat 
questionable relationship with me- 
dia, but also with the clients of 
the agency. Since space in its house 
publications was paid for not in 
cash, but in space in the publica- 
tions which advertised, media ce- 
cisions on behalf of clients were 
very likely to be colored by the 
fact that space in certain pub- 
lications was available and could 
be used for a substantial portion 
of the advertiser’s expenditures. At 
all events the space was used, and 
as a result the client advertised 
in media some of which might not 
have been used otherwise. 


@ The practices, which this agen- 
cy followed in collecting double 
commissions through the use of 
its house publications, were not 
unique. Other agencies followed 
them, too, and few publishers 
complained. The abandonment of 
these methods came about because 
the agencies themselves decided 
that they were unethical, and that 
it was improper for a buyer to act 
as a seller in dealing with the same 
suppliers. 

This is all water over the dam. 
And it proves that the world in 
general, and the advertising world 
in particular, are really getting 
better. 


Rogers Opens Own Agency 


John L. Rogers, formerly copy 
group head at Maxon Ine., De- 
troit, and Dancer-Fitzgerald-Sam- 
ple, New York, has opened his own 
office, John L. Rogers Copy Serv- 
ice. Offices are located at 23 Lex- 
ington Ave., New York. 


Appoints Duncan A. Scott 


American Horologist & Jeweler, 
Denver, has appointed Duncan A. 
Scott & Co. as its representative on 
the Pacific Coast. 


SYRACUSE 


COLOR PRESS 


Now serving 
leading Pub- 
lishers, 


NEWSPAPER 


COMIC 
SECTIONS 


12 PAGES 
4 COLORS 


FARM 
MAGAZINE® 


AND 


PAPERS 


low Costs 
to Eastern Points 


WITH DEALER IMPR 


ANY QUANTI 


ANY SIZE 
UP TO 4 COLORS 


SYRACUSE COLOR PRESS, ! 
104 CHARLES AVE. 
SYRACUSE 9, N.Y. 
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175 stores 
sold 45,000 
Companion-featured 


| dresses in only 


2 weeks! 


5 COMPTON MEDIA HEAD LEARNS OF COMPANION VIGOR 


Guy Richards hears how a tie-in led to a sell-out! 


Spike Seymour, advertising manager of the within two weeks of publication date. A complete 
CoMPANION, is relating an outstanding example _ sell-out for the manufacturer! 
of reader interest and editorial vitality. And his Only an editorial policy carefully aimed at the 


story has captured the attention (above) of one basic interests and needs of American women 
today could help in producing such dramatic 


reader action. 

Throughout the country top-flight media 
buyers are learning that in the women’s service 
field it pays to keep your eye on the COMPANION. 


Greatest Advertising Revenue 
in Companion History ! 


Advertisers invested more money in the October 
COMPANION than in any other issue through the 
years. In the women’s service field it pays to keep 
your eye on the COMPANION! ‘ 


of the top men in the agency business. 

Here it is: an editorial page in the June 
CoMPANION featured three dresses made of an 
€: clusive fabric created especially for the 
CoMPANION. In 175 different cities, 175 stores 
fe tured these COMPANION dresses — displayed 


them with COMPANION reprints in their windows, 

feitured them as COMPANION dresses in their 

hewspaper advertising — sold 45,000 of them s 
= Wmans Shur 


MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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“Another sparkling success .. . all attendance records broken... more than “Very pleased with the results . . . 23,000 “Response better than in previous years . . . many direct sales . . . hope 
1,200,000 visitors . . . established Chicago's preeminence as a national walked through our home in Skokie.” —JURGEN Tribune will continue in sponsoring this Fall Festival annually.” —IRWIN 
leader.”— WALLACE O. OLLMAN, gen. mgr., Merchandise Mart, Chicago. PETERSEN, president, Petersen Furniture Company. RUSNAK, president, Rusnak Brothers. 
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“ ... an outstanding success... retail business in Chicago increased im- “Extraordinary response is testimony as to what can be done by a co- 
measurably . . . over-all effect will be felt for months to come.”—FRANK operative affair with a great industry and the Chicago Tribune. '—FRANK 
B. DEUSTER, exec. secy., Chicago Retail Furniture Association. S. WHITING, secy.-treas., Home and Home Furnishings Council. 
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“Congratulate the Tribune for the marvelous job . . . more than short run “A magnificent job ... created business for all “Contrary to the trend, a substantial increase in business . . . tremendous 
results . . . joint effort like this is most valuable . . . it will mean a lot for the the furniture dealers of Chicago.” —E. COYNE, future demand created . . . visitors to home we furnished as high as 3,000 
years to come.”—W. L. CRAWFORD, adv. mgr., John A. Colby & Sons. gen. mgr., General Furniture Company. on peak days.”—C. A. GUTSELL Jr:, v-pres., Fred B. Snite Furniture Co. 


“Results were tangible . . . actual sales traced “Tangible and constructive help ... substantial rise in sales and consumer 
directly to our exhibit . . . very grateful.” — interest . .. both immediate and long term benefit . . . hope you repeat 
HARRY STOLL, v-pres., L. Fish Furniture Co, next year.”— WILLIAM P, SMYTH, pres. John M. Smyth Co. 


Shown are scenes at some of 
the 78 demonstration homes 
opened for 30 days’ free public 
inspection during the Home and 
Home Furnishings Festival 
sponsored by the Chicago Tribune 


and the Chicagoland Home and 
Home Furnishings Council. 
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in the history of Chicago's home 


furnishings industry.” 


—L. W. STRATTON, ACTING CHAIRMAN 


“THE GREAT SUPPORT OF THE CHICAGO TRIBUNE 

HAS BEEN ONE OF THE CHIEF REASONS FOR THE 
* ff} PHENOMENAL SUCCESS OF THE CHICAGOLAND 

HOME AND HOME FURNISHINGS FESTIVAL.” 


and F YOU SELL home furnishings or any kind of 
home equipment through Chicago outlets, you 
probably know what happened in Chicago during 

the 30 days starting Sept. 11. 


me And if you don’t know the story of how this 
market has been buying big-ticket, consumer du- 
j rables, the facts are too important to be ignored. 


During the period Sept. 11—Oct. 10, fifteen 
different trade groups representing 11,000 retailers, 
manufacturers, distributors and builders, joined 
with the Chicago Tribune in staging the 3rd 
annual Home and Home Furnishings Festival. 


ATTENDANCE TOPS 1,200,000 


A 4-section supplement on Sept. 11 invited the 

a Sunday Tribune’s more than a million Chicago 

=. and suburban families to inspect the latest in 

} home ideas on view in 78 demonstration houses 

Z newly built on sites throughout Chicago and 
suburbs. 


More than 140,000 lines of advertising in the 
same supplement put the spotlight on homes and 
virtually every kind of furnishings and equipment 
that go into homes. 

With more than 150,000 visitors the first week- 
end, the Festival when it closed had registered an 
attendance of more than 1,200,000. Meanwhile, 
traffic and sales volume in Chicagoland stores 
that sell home furnishings and equipment re- 
flected the Chicago Tribune’s ability to provide 
aciion at the retail level on a community-wide 
scale, 


ONE OF THE GREATEST SEPTEMBERS IN HISTORY 


“In my contacts as acting chairman of the 
H: me and Home Furnishings Council of Chicago- 
la. d, I have had the opportunity to discuss with 


Expenditure and percentage of expendi- 
ture placed in each Chicago newspaper by 
advertisers of Home Furnishings, Housing 
Equipment, Electrical Appliances, Building 
Materials, Radio and Television Sets and 
Musical Instruments, retail and general 
combined. 


First nine months 1949 


Chicago Paper Pa Paper 
Tribune 

$4,577,802 $1,553,683 $1,142,904 $986,923 
55. 18.8% 13.8% 12.0% 


a 


> evidence of the size and responsiveness of the Chicago 
‘ibune market for home furnishings and allied lines, retail 

»d general advertisers of such items place more of their 
“xpenditures in the Tribune than they place in all other 
Chicago newspapers combined, 


retailers throughout Chicago and suburbs the re- 
sults of the Festival,” reported L. W. Stratton. 


“The enthusiasm shown by virtually every one 
I have talked to indicates beyond question that 
we have just finished one of the greatest Sep- 
tembers in the history of Chicago’s home furnish- 
ings industry. 

“The great support of the Chicago Tribune 
throughout the entire month of the Festival has 
been one of the chief reasons for the phenomenal 
success.” 

Here is fresh evidence of the size and respon- 
siveness of the market which attracts to the Chi- 
cago Tribune the largest volume of advertising 
printed by any publication in the country. 


BUILD YOUR CONSUMER FRANCHISE IN CHICAGO 


No matter what you sell or to whom you sell, you 
sell more when you build your Chicago program 
around the Chicago Tribune. To build or increase 
your consumer franchise in the important Chicago 
market, tell your advertising counsel to put the 
Chicago Tribune at the top of your list. 


Rates per line per 100,000 circulation are among 
America’s lowest. 


Chicago Tribune 


WORLD'S GREATEST NEWSPAPER 


September average net paid total circulation: 
Daily, Over 955,000—Sunday, Over 1,525,000 


Chicago Tribune representatives: A. W. Dreier, 810 Tribune Tower, 
Chicago 11; E. P. Struhsacker, 220 E. 42nd St., New York City 17; 
W. E. Bates, Penobscot Bldg., Detroit 26; Fitzpatrick & Chamber- 
lin, 155 Montgomery St., San Francisco 4; also, 448 S. Hill St., Los 
Angeles 13. MEMBER: FIRST 3 MARKETS GROUP AND 
METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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“Exceeded our fondest expectations. .. thousands of visitors went 
through our model home .. . many of these prospects later de- 


veloped into valuable customers for us.” —SOL C. SIEGEL, v-pres., 
Good Housekeeping Shops, Inc. 


“The great support of the Chicago Tribune has been one of the principal | 
reasons for the phenomenal success,” reported L. W. Stratton, (left) act- 
ing chairman, Home and Home Furnishings Council of Chicagoland, and 
Divisional Vice President and Merchandising Manager, Wieboldt stores, 

shown here with Don Nightingale, Chicago Tribune retail ad staff. 


“An outstanding event... the two homes furnished by our Spiegel stores 
were visited by thousands interested in seeing fine furniture displayed in 
a real home setting.”—J. A. SCHRAM, mgr., Spiegel furniture stores. 


“The event has passed far beyond the realm of local interest into national 
recognition as the outstanding promotion of homes, home utilities and em- 
bellishments.”"—MARTIN C. HUGGETT, exec. v-pres., Chicago Metro- 
politan Home Builders Association. 
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No Advertising 
Ses like Advertising in the 


Servue Magazines! 


gg od pousts IT. Everybody knows it. 
Mass-selling to women starts with 
advertising in the women’s service maga- 
zines. Proof? Among all the nationally mar- 
keted women’s products, it’s hard to find a 
single leading brand that is not advertised in 


one or more of them! There’s power for you! 
Service magazine power! 

It’s exactly the same kind of power that 
Esquire aims straight at the man-market. 
And remember, Esquire is the on/y national 
service magazine for men. 


WHY ESQUIRE (AT 50¢) HAS THE HIGHEST NUMBER 
OF READERS-PER-COPY OF ALL NATIONAL MAGAZINES 


It’s a “how-to-do-it” book. A “what’s new, 
what’s correct” book. One that offers its 
readers authoritative help and guidance in 
their day to day business of living. People 
don’t read either Esquire or the women’s 
service magazines just to kill time. They read 
age after page and section after section 
ion they want to know how to do, to act, 
to buy. 


Esquire selects, wraps up and delivers an 
audience unique in the history of advertising 
media. First: more than 750,000 men who 
lay 50¢ on the line every month—or six big, 
recession-size dollars per year. That’s our 
all-time high in circulation. Then, Esquire 
adds on about ten extra readers per copy (real, 
live readers documented by solid inde- 
pendent research). That’s the SEVEN-MILLION- 
READER MARKET... of a half-dollar service 
magazine. 


There’s no other magazine like today’s 
Esquire. No other that can tell seven million 
readers what’s new and smart in travel. . . 
and sell ’’em travel. No other that can teach 
the arts of sports . . . and se// sporting goods 
to a 7,000,000-strong market. No other that 
can put on a man’s eye review of the new 
automobiles . . . and sell the latest models, 
features, gadgets to so many potential buyers. 
Apparel, beverages . . . Eeauies tells about 
*em—sells ’em! 


No, there’s no other magazine even re- 
motely like Esquire for the warm, personal 
relationship between reader and magazine. 
Certainly no other magazine inspires men* 
readers to write the over 5000 letters that fill 
Esquire’s average monthly mail bag. 


It pays, and pays, and pays to advertise 
in Esquire, the service magazine for men! 


r) ' 
NOW! Highest Net 
Paid Circulation 


1947 1948 1948 1949 
2nd Holf bt Holf 2nd Holf ist Holf 


800,000 NOVEMBER ISSUE 


contains these features—and plenty 
more to please 7,000,000 readers 


~ in ESQUIRE 750,000 a 
his ' 4 “WINTER, TOO, IS WEDDING TIME" — The lat- 
tory est information for the Bridegroom and the 
Best Man on the knot-tying ritual 
700,000 “THE PLATOON SYSTEM — Is It Ruining Foor- 
ball?” —Coach Harvey Harman of Rutgers says 
“Yes,"’ Famed Coach “Red” Blaik of the Army 
emphatically replies “No.” Draw your own 
a 650,000 conclusions. 
“MAN'S TRIUMPH OVER THE PROSTATE” —A 
perplexing medical problem frankly discussed. 
600,000 * 


WILLIAM LINDSAY GRESHAM 
IRVING RAVETCH—A. B. GUTHRIE, Jr. 
STANLEY FRANK—THOMAS MORGAN 


THE MAGAZINE FOR MEW! 


Fe, 


7 : 
ms rf _ . — 


EXAMPLE: Esquire Advertising Sells Food Products: 


What? You never thought of Esquire as a power-packed medium for food adv« 
tisers? Valley Forge Farms knows it IS! In 1948, Valley Forge sold more per dol! 
of advertising cost through Esquire than through any other magazine on a list whi 
included America’s top specialized food magazine. Esquire produced direct sales . 
an advertising cost 13.6% under the food magazine, more than 50% under all other 
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‘HIGH COUTURE’—It’s a “fabulous” even- 
ing skirt the model has discarded to 
show off one of the new swimsuits How- 
ard Greer has designed for Caltex of 
California. The cut and fit of bodice tops, 
Greer says, are of the “utmost impor- 
tance, whether they belong to swimwear 
or evening gowns.” 


GOLDEN ANNIVERSARY—Thomas A. Buckley (right), president of Buxton Inc., 

billfold manufacturer, receives the Golden Anniversary certificate of Brand Names 

Foundation from Harold V. Manzer, president of the Newspaper Advertising Execu- 

tives Association, at a dinner in Worcester, Mass. Margaret Belleville of the Wor- 

cester Adclub committee witnesses the presentation of the award for Buxton’s 51- 
year business record. 


TRADEMARKED—Seagram’s new display, 

which gives self-service facilities in pack- 

age stores, is a potent sales stimulator, 

dealers report. The cardboard 7 was pro- 

duced by Consolidated Lithographing 
Corp. 


DOGPATCH DISH—Pat “Daisy Mae” Williams, femcee of Ken Murray’s Blackouts, 

was the center of attraction recently at a luncheon to announce the formation of 

Elliott A. Caplin’s new venture, Pictorial Advertising Associates. From left to right: 

Peter Donald, radio comedian; Al Capp, creator of “Li'l Abner”; Miss Williams; and 
Lester Rondell, president of the Art Director's Club of New York. 


EDIT DODGE FILMS—At a production conference are (left to right) Marvin Young, 

‘director of radio and television, Ruthrauff & Ryan, Hollywood; K. S. Pratt, R&R 

account executive, Detroit; Jerry Fairbanks, Hollywood film producer; and Ray Ayer, 

Dodge sales supervisor. The quartet is editing the new Dodge talking animal film 

shorts produced in Hollywood for use by dealers in movie theater advertising and 
for TV commercials. 


PICKING THE WINNERS—Entries in the 25 Canadian Direct Mail Leaders com- 
petition get the attention of these judges, whose selection will be announced at the 
Toronto Advertising & Sales Club’s Direct Mail Day luncheon Oct. 25. Left to right 
are George Bertram, retiring president, Association of Canadian Advertisers; E. G. 
Taylor, president, Industrial Advertisers Association of Ontario; A. G. Sinel, pres- 
ident, Canadian Graphic Arts Association; Morgan Eastman, president, Canadian 
Association of Advertising Agencies; and Lee Trenholm, newly elected president, As- 
sociation of Canadian Advertisers, and public relations manager of Provincial 
Paper Ltd., sponsor of the contest. 


MAGIC—The appearance of motion is the trick in this Magicast display, in which 
the figure creates the illusion of turning to watch the passer-by. The device was used 
earlier this year by Calvert (AA, March 14). 


NAL 


: DES NATION FRANKFURT—Dr. William M. Scholl, president of Scholl Mfg. Co., 
Chic go, waves goodbye as he leaves for Frankfurt, Germany, where the company 


is © cting a new plant to replace one bombed out during the war. Accompanying 
- him s Charles F. Hanser, vice-president of Donahue & Coe, agency in charge of 
the foot products account. 


O&O HOLDS SALES MEETING—O’Mara & Ormsbee officials and 
national advertising managers of the papers the organization 
represents held their third annual two-day powwow in Chicago 
Oct. 17-18. In this group photo are (standing) L. H. Brown- 
holtz, O&O president; Floyd Hurt, Atlanta Journal; E. M. Loftus, 
newly appointed advertising manager of the Honolulu Star 
Bulletin; J. W. Eggers, O&O Pacific Coast manager; A. O. Win- 


dell, Seattle Times; A. F. Hall, Milwaukee Journal; William Gil- 
christ, Columbus Dispatch; Kenneth Dennett, Chicago manager, 
O&O; and K. M. Carpenter, Salt Lake Tribune-Telegram. Seated 
are Lyle A. Johnson, Omaha World Herald; J. R. Beemiller, 
Wichita Eagle; Preston Roberts, v.p. and Detroit manager of 
O40; A. J. Flanagan, Newark News; and J. R. Doig, sales man- 
ager of O&O. Sessions were held at the Sheraton Hotel. 
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Are you using the hig 


Are you using women's 


Are you using national 


Aye you placing your advertising in 
magazines which are read and preferred 
by rural families of the 14 Southern 
states? The answer to this question is 
vitally important to your sales today 
and tomorrow! 


You will find the answer in the results 
of a new, personal-interview survey of a 
representative sample of the entire farm 
population of the 14 Southern states re- 
cently completed by Crossley, Inc. 


_ Here Are New Survey, 


...NEW DATA YOU NEVER HAD BEFORE 
TO HELP YOU PLAN YOUR ADVERTISING 


With farm income and farm savings at an 
all-time high, the rural South is a 14-state 
market with a record-breaking buying 
power... the fastest-growing market in 
the U.S. today . . . a market no advertiser 
can afford to overlook. 


To find out how well you are covering 
this vast, up-and-coming market, let’s take 
a look at Crossley readership figures for 
various combinations of magazines among 
farm families of the 14 Southern states: 


The Saturday Evening Post and Life have a com- 
bined, unduplicated audience of 15.1% of Southern 


weekly magazines ? farm families. When The Progressive Farmer is 


added, this audience is increased to 46.8%. 


Ladies’ Home Journal, Good Housekeeping and 


McCall’s have a combined, unduplicated audience 
of 10.7% of Southern farm families. When The 


magazines ? Progressive Farmer is added, this audience is in- 
creased to 44.9%. 


Country Gentleman, Farm Journal, Capper’s Far- 


mer and Successful Farming have a combined, un- 


7 5 duplicated audience of 30.9% of Southern farm 
farm MaAGaZMES £ families. When The Progressive Farmer is added, 


this audience is increased to 58.8%. 
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Southern Farm Families 
Read Regularly? 


Among Southern farm families, The Progressive 
Farmer has a larger audience of regular readers 
than the combined audience of Life, The Satur- 
day Evening Post, Ladies’ Home Journal, Look, 
McCall’s, Collier’s and Good Housekeeping. 

Among Southern farm families, The Pro- 
gressive Farmer has a larger audience of regular 
readers than the combined audience of Country 
Gentleman, Farm Journal, Capper’s Farmer 
and Successful Farming. 

Among Southern farm families, The Pro- 
gressive Farmer has a larger audience of regular 
readers than the combined audience of the next 
two Southern farm magazines. 


What do 
Southern Farm Families 


Prefer to Read? 


Crossley interviewers asked Southern farm 
‘families: “What is your favorite among all 
magazines including farm magazines?” 

The Progressive Farmer led all other maga- 
ines by a wide margin in number of families 
vho named it their favorite magazine... 


» led The Saturday Evening Post by more than 10 to 1. 
» led Farm Journal by more than 5 to 1. 

led Life by more than 5 to 1. 

> led Country Gentleman by more than 5 to 1. 

> led Southern Agriculturist by more than 212 to 1. 


Vv 


Send for Your Free Copy of 
the Crossley Survey Results 


Spotlighted at left are only a few of the facts from the 1949 
Report of the Crossley Continuing Study of Magazine 
Readership, Preference and Duplication among Farm 
Families of the 14 Southern states. As a service to adver- 
tisers and their agencies, The Progressive Farmer has pub- 
lished the Report in the form of a 24-page booklet entitled 
SOUTHERN FARM FAMILIES—What They Read— 
What They Prefer. To obtain your copy of this booklet 
without cost or obligation, fill out and mail the coupon be- 
low, or inquire at any Progressive Farmer advertising office: 
BIRMINGHAM e RALEIGH e¢ MEMPHIS’ e DALLAS 
NEW YORK e CHICAGO 
EDWARD S. TOWNSEND CO., LOS ANGELES, SAN FRANCISCO 


a a ee ee eee ee eee 


THE PROGRESSIVE FARMER 


821 North 19th Street, Birmingham 2, Alabama 


Please send me without charge the booklet: 


 ——— a POSITION. 
BUSINESS. sias 
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SOUTHERN FARM FAMILIES— What They Read—What They Prefer 
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Newsprint Supply 
Adequate, Inland 
Members Advised 


Price Level to Remain 
Firm, However, Schurz 
Tells Midwest Group 


Cuicaco—Newsprint supplies 
for U. S. publishers will be ade- 
quate next year but prices aren’t 
likely to come down, members of 
the Inland Daily Press Associa- 
tion were advised at their 65th 
annual meeting here last week. 

Franklin D. Schurz, business 
“manager of the Tribune, South 
Bend, Ind., and a former Inland 
president, who attended the re- 
cent Quebec conference of pub- 
lishers and newsprint manufac- 
turers, told fellow Inland members 
that while a newsprint shortage 
may again confront them after 
1950, it appears likely now that 
there will be an adequate supply 
next year. 

Even if newsprint manufactur- 
ers wish to cut prices somewhat, 
he added, it is doubtful whether 
government officials of Canada 
and other exporting countries 
would sanction such a step with- 
out exerting plenty of pressure to 
maintain present price levels. 


= The immediate effect of de- 
valuation of the British pound and 
other foreign currencies, Mr. 
Schurz said, probably will be a 
decrease in Canadian newsprint 
shipments overseas. Its overseas 
exports are estimated at 450,000 
tons this year; the figure may drop 
to 150,000 or 200,000 tons in ’50, 
making more newsprint available 
for U. S. newspapers. 

Since a newsprint shortage may 
develop in future years if econom- 
ic conditions are improved in other 
countries, Mr. Schurz offered this 
advice to small publishers: “While 
the supply is plentiful, make a 
contract now with a reliable man- 
ufacturer to provide your normal 
needs.” 

Present-day revenues and costs 
of dailies drew considerable at- 
tention at last week’s meeting. The 
Tuesday morning session climaxed 
discussion of the trends, with Ber- 
nard H. Ridder Jr., general man- 


( Advertisement) 


President of Ohio Firm 


Ray McLean has been elected president 
of the Jaeger Machine Company, Co- 
lumbus, Ohio, leading manufacturers 
of heavy machinery for the construc- 
tion, guts and open pit mining fields. 
Mr. McLean says, “Construction is so 
intimately a part of the general eco- 
nomic activity that I consider The Wall 
Street Journal required daily reading.” 
Mr. McLean is one of 33,760 compan 
presidents in The Wall Street Journal's 
daily reading audience of 236,110. Wall 

treet Journal readers are influential, 
able-to-buy ple who are leaders in 
business and industry. These execu- 
tives are a tremendous coast-to-coast 
market for your goods or services. 
Advertise the direct route to the desks 
of the decision-makers . . . through 
the pages of the Only National Busi- 
ness Daily. 


ager of the Herald & News-Trib- 
une, Duluth, Minn., and chairman 
of Inland’s costs and revenues com- 
mittee, presenting the latest as- 
sociation report. 


es Last winter, he reminded In- 
landers, dailies reported that they 
were managing to retain only an 
increasingly smaller share of their 
gross volume. That trend, he said, 
has not only continued into 1949 
but has been further heightened. 
In addition, for the first time since 
1940, some newspapers are report- 
ing gross revenues below figures 
for a year ago. They have found 
the problem of meeting operating 
costs a tough one, he said, since 
a “staggering share” of the amounts 
are fixed costs over which man- 
agement has little or no control. 
Reviewing the picture for dailies 
of less than 10,000 circulation, 
Clifford G. Ferris, general manager 
and editor, News, Rhinelander, 
Wis., declared that while necessary 
action should have been taken last 
year, there still is time to “shore 
up the weaknesses in our advertis- 


ing rate structures.” 

Inland’s new board of directors, 
headed by the retiring president, 
M. M. Oppegard, editor and pub- 
lisher, Herald, Grand Forks, N. D., 
sidestepped any action with re- 
gard to the proposed hike in postal 
rates. 


ws In his report, Walter W. White, 
publisher of the Star, Lincoln, 
Neb., and newly named secretary 
of the board, explained that there 
is a considerable difference of 
opinion among smaller Inland 
dailies over the proposal in the 
pending House and Senate bills 
which would exempt from part of 
the suggested rate increases news- 
papers of less than 10,000 circula- 
tion. 

As a result, he said, the board 
decided it should not speak for 
the membership on the contro- 
versial exemption proposal, and it 
took no action on the suggestion 
that the 243 Inland newspapers of 
less than 10,000 circulation be 
polled on the question. Inland’s 
postal committee, however, has ap- 


peared at several hearings during 
this session of Congress “to regis- 
ter the opposition of members to 
unreasonable and virtually un- 
supported demands for extremely 
large increases in second class 
postage rates.” 

The third annual Minnesota 
Award for distinguished service 
in journalism, presented by the 
University of Minnesota School of 
Journalism, was presented to JS 
Gray, editor and publisher, News, 
Monroe, Mich., who has been ac- 
tive as an officer and board di- 
rector of various press organiza- 
tions for a score of years. Mr. 
Gray, a former Inland president, 
now heads the Michigan Press As- 
sociation and has been a director 
of the American Newspaper Pub- 
lishers Association since 1945. 


a The Pantagraph, Bloomington, 
Ill., was honored with the first 
Inland Community Service Award, 
presented to a daily for outstand- 
ing service in community promo- 
tion. The University of Missouri 
School of Journalism sponsors the 
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award, which went to the Pant 1. 
graph on the basis of a ten-year 


campaign for school consolidati )p § 


in its territory 
and a separate 
project to better 
small communi- 
ties in the state. 

Oscar S. Stauf- 
fer, editor and 
publisher, State 
Journal, Topeka, 
Kan., and pres- 
ident of Stauffer 
Publications, was 
elected president 
of Inland for 
1950, succeeding Mr. Oppegard. Mr 
Ferris was named vice-president 
Byron C. Vedder,.general manager, 
Courier, Champaign-Urbana, I], 
was appointed a director for a 
three-year term and Mr. Oppe- 
gard was named for a one-year 
term. 

Board members decided to con- 
tinue holding Inland’s three meet- 
ings annually at the Congress Ho- 
tel here, with 1950 dates set for Feb. 
13-14, May 22-23 and Oct. 23-24. 


Oscar Stauffe: 


* 
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DETROIT’S POPULATION 
INCREASED 450,000* 


Sources: Detroit Times Reseorch and Marketing Dept. 
1940 — U-S- Census 
1948_— $. M. Survey of Buying Power 
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TOTAL RETAIL SALES UP 378% 


FOOD SALES UP 360% 
TO $749 MILLION 
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TO $3.6 BILLION 


based on 


161 NEW SUPER 
MARKETS OPENED 


=e : changing markets. y 
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DRUG SALES UP 281% 
TO $121 MILLION 
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ct. 31-Nov. 3. Southern Newspaper 
Pp. blishers Association, Mineral Wells, 
Tex. 

Jov. 4. Fifth district, Advertising Fed- 
er tion of America, Indianapolis. 

Nov. 4-5. Sixth district, Advertising 
Federation of America, Racine, Wis. 

jov. 11-13. Southwestern Association 
of Advertising Agencies, Tulsa Hotel, 
Tulsa, Okla. 

Nov. 14-17. Printing Industry of Amer- 
ica, 63rd annual convention, Biltmore 
Hotel, Los Angeles. 

Nov. 17. National Business Publications, 
annual meeting, New York. 

Nov. 18-19. Pacific Northwest Newspa- 
per Advertising Executives Association, 
fall meeting, Spokane, Wash. 

Nov. 29-Dec. 2. Outdoor Advertising 
Association of America, 54th annual con- 
vention, Hotel Book-Cadillac, Detroit. 

Jan. 23-25, 1950. Newspaper Advertis- 
ing Executives Association, annual con- 
vention, Edgewater Beach Hotel, Chi- 
cago. 

March 28-31, 1950. Premium Advertising 
Association of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

April 11-12, 1950. Annual symposium 


and exhibit, Point of Purchase Advertis- 
ing Institute, Waldorf-Astoria Hotel, New 
York. 

May 14-17, 1950. National Newspaper 
Promotion Association, annual conven- 
tion, Schroeder Hotel, Milwaukee. 

June 29-July 1, 1950. National Industrial 
Advertisers Association, annual con- 
ference, Hotel Biltmore, Los Angeles. 


Buick Appoints Richards 


Steve Richards, formerly with 
Kudner Agency, handling publicity 
on the Buick and Fisher Body ac- 
counts, has been appointed to head 
public relations of the Buick di- 
vision of General Motors Corp., 
Detroit. 


Charmore to Greenthal 


Charmore Co., Paterson, N. J., 
has retained Monroe Greenthal Co., 
New York, to handle the advertis- 
ing and merchandising of the 
Charmore Carryall. National mag- 
azines, radio and newspapers will 
be used. 


Adds ‘Canning Trade’ 


Walter C. Elly Inc., New York, 
publishers’ representative, has been 
appointed to handle eastern space 
sales for Canning Trade. 


Four Grape Packers Indicted 
for Price Fixing to Growers 


Four packers and distributors of 
grape juice and grape products 
have been indicted by a federal 
grand jury in Yakima, Wash., un- 
der the Sherman Act for conspir- 
acy to fix prices paid to growers. 
The four are Tru-Ade Inc., Chi- 
cago, and its subsidiary, Hyland- 
Stanford Corp.; Church Grape 
Juice Co., Kennewick, Wash.; and 
Tea Garden Products Co., San 
Francisco. Six officers of the com- 
panies also were named. The trial 
is expected in November. 

Grower prices at $40 a ton last 
year compare with $80 in 1946. The 
Church company counters with the 
information that last year’s drop 
was due to “over supply and a 
marked slackening of consumer 
demand.” 


Maytair Names Kameny 


Mayfair Mfg. Co., New York, 
manufacturer of lighting equip- 
ment, has appointed Seymour 
Kameny Associates, New York, to 
direct its advertising. Magazines, 
business papers and direct mail 
will be used. 


Lasting Effect of 
Devaluation Won't 
Be Known Until ‘50 


New YorK—It may be well into 
1950 before the trade effects of the 
currency devaluation are known, 
the New York Times reported last 
week after a check among foreign 
traders. 

General reaction was that “it’s 
still too early” to know. But de- 
velopments since “devaluation 
day” on Sept. 18 included the fol- 
lowing: 

1. So far, deflationary effects 
have not occurred, contrary to 
what happened in 1931 when ster- 
ling was devaluated. Neither cur- 
rent domestic prices nor those 
quoted in sterling in world markets 
show much of a downward trend. 
Sterling prices on wool tops, cop- 
per, lead, zinc, aluminum, cotton 
and rubber are all higher. Prices 
in American dollars of many im- 
ported commodities are steady and 
some, as on coffee, are higher than 
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before devaluation. 

2. Some countries may have de- 
valued too much. India may re- 
vise her exchange rate upward, 
mainly because Pakistan did not 
devaluate. Australia may revaluate 
upward, after cutting her pound to 
$2.24. 


a 3. It hasn’t been long enough 
since devaluation for Britain or 
other devaluating countries to 
chalk up any noticeable increase 
in exports to dollar areas. Ac- 
cording to some opinion, devalua- 
tion won’t solve Britain’s basic 
problem, said to be one of in- 
creased production at lower cost 
and more effective merchandising 
and sales promotion in dollar 
countries. 

4. But devaluation’s effect on 
the matter of blocked sterling bal- 
ances may eventually mean the 
diversion of more British and ster- 
ling area goods to dollar countries. 
Britain’s blocked sterling balances 
are mainly with India, Egypt and 
Pakistan. Before devaluation, a 
sizable quantity of British exports 
went to liquidate a portion of 
these balances. Now products go- 
ing to these countries contain ma- 
terials which must be bought in 
hard currency areas and currently 
cost more in sterling. 


a 5. Devaluation has tended to 
bog down efforts by Marshall Plan 
nations to lower trade barriers as 
urged by the Organization for 
European Economic Cooperation. 

6. American exporters have had 
some cancelations, but not to any 
great extent. Those are expected 
to be reinstated as buyers find they 
can’t get the goods elsewhere. And 
no surge of imports is seen. 

The conclusion, however, was 
that 1950 will see a decidedly low- 
er volume of American exports, 
perhaps as much as 25% below 
1949 volume. 


Poly-Choke Names Ormsbee 


Albert G. Ormsbee, formerly 
sales manager of firearm sales and 
roller skates at Winchester Repeat- 
ing Arms Co., New Haven, Conn., 
has been appointed vice-president 
and general manager of Poly- 
Choke Co., Simsbury, Conn., man- 
ufacturer of ventilated and ad- 
justable shotgun chokes. 


Hixson & Jorgensen Moves 

Hixson & Jorgensen, advertising 
agency, has moved its offices from 
555 S. Flower St. to 600 St. Paul 
Ave., Los Angeles 14. 
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Caples’ Meyer 
Gives Mexicans 
Advice on Ads 


Mexico Crry—On Oct. 19, the 
American Society of Travel Agents 
convened in Mexico City. In prep- 
aration for their arrival, the news- 
paper Excelsior carried an article 
by Hudson F. Meyer, vice-presi- 
dent of Caples Co., New York, in 
which he suggested means of in- 
creasing Mexico’s tourist take to 
$100,000,000 a year. 

Tourism, Mr. Meyer reported, 
is Mexico’s fourth industry. It 
ranks behind mining, manufactur- 
ing and agriculture, but it accounts 
for eight times the revenue of 
Mexico’s petroleum export, and 
twice as much as its gold and 
silver. 

For the past three years, Mexico 
has received about $75,000,000 an- 
nually from tourists, but it can ex- 
pect increased competition—and 
its competition is prepared to ad- 
vertise. 

Mexico plans to spend $10,000 
in the coming year to lure tourists, 
a sum dismissed by Mr. Meyer as 
“a drop in the bucket.” He says 
Mexico should spend $500,000 in 
U. S. newspapers and magazines. 


ws He pointed out that Canada, 
with a three-month tourist season, 
spends (along with cities, indus- 
tries and transportation interests) 


about $2,000,000 to attract $270,- 
000,000 in tourist business. 

Similarly, European countries 
are making a stronger pitch for 
dollars that used to go to Mexico. 
Britain will spend about $240,- 
000 in advertising, and hopes to 
raise tourist expenditures to $100,- 
000,000 by 1953. France hopes to 
double its U. S. tourist business; 
last year it. showed a 31% gain. 
During the same period, Denmark 
boosted its tourist travel 40%, 
Norway 28%, and Italy 32%. Also, 
European travel will have the 
benefit of 1950’s Holy Year, and 
about 500,000 Americans will prob- 
ably get to Europe. 

Bermuda was cited by Mr. 
Meyer as a country living on tour- 
ists, attracting to its 20 square 
miles $15,000,000 in tourist income 
annually. 


ws Said Mr. Meyer: 

“How do they do it? The ans- 
wer is advertising and lots of it. 
Within the last 12 months Bermuda 
has spent more dollars in advertis- 
ing in the New York City news- 
papers ($14,464) than the Republic 
of Mexico plans to spend in the 
entire U. S. within the next year. 

“When I pick up my New York 
Sunday newspaper I find page 
after page of advertising urging 
me to Come to Britain...Come 
to France...to Canada...to Ber- 
muda...to Italy, but nowhere do 
I find advertisements of compar- 
able size urging me to come to 
Mexico. How will Mexico fare in 
the face of this competition?” 

Of the U. S. national income of 


$226 billion in 1948, some $12 
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billion went for recreation and 
travel, and Mexico got only $75,- 
000,000—or 1/16 of 1%. “If you 
want an income of $100,000,000 
a year from tourists,” Mr. Meyer 
admonished, “you must advertise 
in proportion.” 


Advances Harrington 


Robert E. Harrington, with West- 
ern Machine Co., Milwaukee, for 
23 years as a salesman, has been 
named vice-president and sales 
manager of the company. 


Appoints Van Nostrand 

George C. Van Nostrand, an as- 
sistant vice-president of American 
Airlines in Washington, has been 
named vice-president and general 
manager of American Airlines de 
Mexico, Mexico City. He succeeds 


Jacques de Sibour, who has re- 


signed. 


Joins Greenfield Agency 

Rhoda Le Boff has joined Green- 
field Advertising Co., Buffalo, as 
account executive and supervisor 
of the art department. 


Advertising Age, October 24, 1949 


Wayne Agency Names Mathe: 


David James Mather, former!y 
advertising manager of Ewing-Vcp 
Allmen Dairy Co., Louisville, a 
subsidiary of National Dairy Pr. - 
ducts Corp., has been named to t! e 
executive staff of Tucker Wayne & 
Co., Atlanta agency. 


American Drapery to Graff 

Harry Graff Advertising, New 
York, has been appointed to hand!e 
the advertising of American Dra)- 
ery Co., New York, draperics, 
cornices, slipcovers, etc. 
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A lvertising Age, October 24, 1949 


S ewart Names Nordquist 


N. A. Nordquist, formerly ad- 
y rtising assistant of the buying 
dota catalog division of Westing- 
house Electric Corp., has been 
noemed an account executive of 
James A. Stewart Co., Carnegie, 
Pi 


Elects Moreland V. P. 

Bennett, Walther & Menadier, 
Boston, has elected Laurice T. 
Moreland as vice-president of the 
agency. 


Dollar Volume Off, 
But Tonnage Gains, 
Retail Grocers Say 


Cuicaco—Independent retail 
food stores handled a larger ton- 
nage volume during the first nine 
months of 1949, but their dollar 
volume was smaller than during 
the comparable °48 period, ac- 
cording to a survey conducted by 
the National Association of Retail 


Grocers. 

Dollar volume was down in 49% 
of the stores participating in the 
industry study, with declines rang- 
ing from 5% to as much as 38%. 
Of the remaining retailers, 43% 
said dollar volume was better than 
last year, while 8% found it un- 
changed. 

Tonnage was reported greater by 
54% of the group, with increases 
of as much as 50% in some stores. 
Among those reporting a lower 
tonnage, which included 36% of 


the group, the reductions were in 
general less than 5%. 


@ During the nine-month period, 
said 72% of the food retailers, mar- 
gins were lowered, with the re- 
ductions cutting net profits to an 
average of 1.5% to 3% in most 
stores. Profits ranged as low as 
0.5% in some stores. 

Most grocers were optimistic 
about the immediate business fu- 
ture, with 73% reporting that they 
expect business to be as good or 
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you can score 


MLES SUCCESS 


every time...through the profit- 
producing powerhouse...THE OREGONIAN 


Your advertising scores and your sales soar in the rich and 


ready-to-be-sold Oregon Market when you use its first 


newspaper. Choose The Oregonian every time and watch 


the way your advertising dollar s-t-r-e-t-c-h-e-s. This medium 
that gives most in reader value and coverage daily and 


Sunday at lowest cost per reader is first choice with shrewd 


advertisers who really know the Oregon Market. 


REPRESENTED 


newspaper. 


news per year. 


linage. 


NATIONALLY BY MOLONEY, REGAN & SCHMITT, 


FIRST 


---in circulation 
by 20,783 daily and 61,550 Sunday 
more than Portland’s second 


FIRST 


...in reader value 


by 1-1/3 million more lines of 


FIRST 


...in advertising volume 
leading Portland’s second newspaper 
in both display and classified 


INC, 


35 


better than last year’s during the 
remainder of 1949. Twenty-five per 
cent predicted that business would 
not attain last year’s volume for 
the final quarter, while 2% expect 
it to be unchanged. 


Ruther to Watt Publishing 


Edward E. Ruther, formerly with 
the Chicago Herald-American, has 
joined Watt Publishing Co., Mount 
Morris, Ill., as assistant to Leslie 
A. Watt, who was recently named 
president and publisher of the 
company. 


Fiberglas Appoints Bates 


Harold D. Bates, who until early 
this year was general merchandis- 
ing manager of Philip Carey Mfg. 
Co., has been appointed manager 
of the Fiberglas sales office in New 
York for Owens-Illinois-Corning 
Fiberglas Corp. 


Cottield Washer Uses Radio 


Coffield Washer Co., Hamilton, 
Ont., is using radio for the first 
time. Key stations across Canada 
will carry singing jingles this 
month and November. E. W. Rey- 
nolds Ltd., Toronto, is the agency. 


Se ee ee 
Its a 
FACT.. 


IMPLEMENT & TRACTOR 
provides the leading dealer- 
jobber circulation in the farm 
equipment field. 


IMPLEMENT & TRACTOR 
has the highest subscription 
rate. Its readers pay more be- 
cause I & T’s 10 exclusive 
editorial features and business 


i 


services are not duplicated by 
any other farm equipment 
publication, 


IMPLEMENT & TRACTOR 
is the only publication in its 
field to win the “Pulitzer 
Prize of Industrial Journal- 
ism’’. Twice, | & T received an 
Industrial Marketing award 
for editorial excellence. No 
other farm equipment pubh- 
cation has ever been awarded 
this honor. 


IMPLEMENT & TRACTOR 
carries the leading advertising 
volume—proof of its superi- 


ority in the farm equipment 


field. 


IMPLEMENT & TRAC- 
TOR’s leading dealer-jobber 
coverage, highest subscription 
rate, proven superiority and 
leadership in advertising vol- 
ume make it the farm equip- 
ment industry’s basic publi- 
cation, 


Pend, Se eS 


“IMPLE M ENT 
—-8TRACTOR | 


KANSAS CITY 6, MISSOURI 


———— 
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Half-Hour National 
TV Show Might Cost 
$60,000: Brockway 


Curcaco—Presenting a picture 
of television covering all major 
markets in a couple of years, and 
national networks not much later, 
Louis N. Brockway, executive vice- 
president, Young & Rubicam, told 


SIGHS OF LONG LIFE 
FOR QUANTITY BUVERS 
THE ARTKRAFT® SIGN CO. 
Division of 


oe Sen eon 
900 Kibby $1., Lime, USA 
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the central council of the Ameri- 
can Association of Advertising 
Agencies here Oct. 14 that: 

1. TV will not seriously hurt 
newspapers or magazines. 

2. It will probably ultimately 
supplant radio, but “it may be a 
very long time before TV takes the 
place of daytime radio.” 

3. Network television on a large 
scale is likely to be the exclusive 
preserve of the really big-chip 
advertisers, because of its cost. 


# During the coming year, he 
said, “assuming a program in all 
major markets, the cost, including 
facilities and program, will -vary 
somewhere between $750,000 and 
$1,750,000 a year. Looking forward 
several years with full national 
coverage, a half-hour show may 


cost as much as $50,000 or $60,000 
a week for time and talent—$2,- 
000,000 to $3,000,000 a year.” 

For the advertiser whose budget 
makes this impossible, Mr. Brock- 
way said, spot and participation 
or cooperative programs may be 
the answer, along with the possi- 
bility that TV may develop differ- 
ent scheduling from radio—once 
a month shows, or twice a month 
shows, for example. Multiple spon- 
sorship of programs, such as “Stop 
the Music” (Admiral and Old 
Gold), and Super Circus (Peter 
Pan and Canada Dry), may be- 
come even more common. 


ws No one knows for certain which 
program types will be most popu- 
lar in TV, he said, but radio pro- 
vides a pretty good clue at present. 


Sports events, comedy, variety, 
drama and documentaries seem 
good. Musical programs give prom- 
ise of being better on TV than on 
radio. 


Decheim to Campbell-Ewald 


L. F. Decheim has joined the art 
department of Campbell-Ewald 
Co., Detroit. He will be an account 
director. Mr. Decheim formerly 
held art director positions with 
Fred M. Randall Co., Detroit, and 
Hutchinson Advertising Co., Roch- 
ester, N. Y. 


Chicago Ad Group to Meet 


The Chicago alumni chapter of 
Alpha Delta Sigma, professional 
advertising fraternity, will hold its 
first meeting this fall on Oct. 25 
at the Illini Center, LaSalle Hotel 
at 7:30 p.m. 
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3 He Reigns - It Burs 


Chillicothe Offset invites realistic reproduction 


@ The Indian medicine man’s control over the 
elements was no doubt purely imaginary. But the control 


proof wrapper. 


or lint. 


of moisture content in printing paper represented by the 
Chillicothe Indian is scientific fact. 


The just right amount of moisture is built-in to 
every sheet of Chillicothe Offset. This moisture stability 
is preserved in the carefully air conditioned packing 
rooms and delivered to the printer’s press in moisture 


Most pressmen say it’s ready to run without 
hanging, yet gives no trouble with shrink, stretch, curl, 


THE CHILLIC 


critrice 


without exacting a premium in printers’ skill. 


CHAMOIS TEXT * 
GREETING CARD 


Maker of a distinctive line of fine papers for many uses, including 
such distinguished stocks as 


LOGAN AND ADENA OFFSET 


—ask us about them 


AND BOOK 
CHILLOTINTS 
PAPETERIES 


mide he Cea ingreeeaion” 
HE PAPER CO. 
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High Scorers in 
Four A’s Exam 


Win Ad Spurs 


(Continued from Page 1) 
now have advertising jobs. A).- 
proximately 24% of all candidates 
responding to the questionnai:e 
were in advertising in 1947, when 
they took the tests. 

Candidates were considered ‘io 
be employed in advertising if they 
met all of three conditions: (1!) 
doing a kind of work related to 
that commonly done by agency 
people; (2) working for an agency, 
an advertiser, advertising medium 
or an advertising supplier; (3) 
doing work above the clerical 
level. 


ws Advertising has a continuing 
public relations job which it can- 
not afford to slight, Charles W. 
Collier, executive vice-president 
of the. Advertising Association of 
the West, told the agency group. 
He revealed that the AAW plans 
a “great mass education program 
on the basic values of advertising” 
and that one important spearhead 
of this program will probably be 
an “Advertising Recognition Week” 
Jan, 8-14, 1950. 

A scholarly talk on the role of 
advertising as a medium of com- 
munication, presented by Clarence 
B. Goshorn of Benton & Bowles, 
is given in nearly full text on 
Pages 72-75 of this issue. 

The Pacific council meeting, 
starting Sunday and running 
through Tuesday, was the largest 
and most ambitious the western 
group of Four A’s members has 
conducted. It featured more than 
a score of speakers, and was pre- 
sided over by C. Burt Oliver of 
the Los Angeles office of Foote, 
Cone & Belding, chairman of the 
council. 

The Four A’s national officers 
and directors met in a directors’ 
meeting Wednesday. 


Dell Reduces Rates 
for Men’s Group 


Dell Publishing Co., New York, 
has reduced the rates for its men’s 
group of magazines, Inside Detec- 
tive and Front Page Detective. 
Guaranteed circulation has been 
reduced from 900,000 to 800,000, 
but actual circulation still is only 
slightly less than the original 900,- 
000 total, Dell says. 

The basic line rate has been 
dropped from $3.75 to $3.35. A 
b&w page has been reduced from 
$1,560 to $1,390. 


Appoints ]. M. Bowman 


J. M. Bowman, formerly vice- 
president and manager of the To- 
ronto office of Walsh Advertising 
Co., has been named vice-pres- 
ident and eastern manager 0! 
Stewart-Lovick & Macpherson, 
making his headquarters in 1t1¢ 
Toronto office. 


AGENCY 
FOR 
SALE 


The opportunity of a life time for ‘he 
smart agency man who wants to operate on 
his own and “raise chickens on the si © 
(Confidentially, chickens are prohibited >y 
ordinance in these suburbs... but you kr >w 
what we mean). 

“One man agency" head decided 
week his forte is newspaper director: P 
and must accept opportunity at once. 

Agency netting $10,000.00 in second y: »' 
of operation, can be doubled by somec © 
with stronger agency experience. 528 sr '!! 
industries in this suburban Philadelp © 
county — no local agency competiti«”: 
$5,000.00 cash will handle. 

Immediate interview with interested p ~ 
sons. 


P. O. Box 312 
UPPER DARBY, PENNA. 
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Young 


families buy 


Editorial Vitality 


2,000,000 young REDBOOK families again step up the number of copies they buy. 


Total circulation of the August issue of REDBOOK rose to an all-time high of 
2,020,000. Smart Advertisers buy in a rising market. 


24 Leading newsstand sellers—newsstand sales only 


ist 6 Mos. 1948 ist6 Mos.1949 Change % 
Better Homes and Gardens 1,118,661 1,223,602 +104,941 + 9.4 
See 957,409 1,034,739 + 77,330 | + 81 
Seventeen 786,006 849,226 -+- 63,220 + 8.0 
Modern Screen 931,557 977,653 + 46,096 + 4.9 
| Redbook 819,155 850,992 31,837 + 3.9 
Motion Picture 743,113 767,392 + 24,279 + 3.3 
Good Housekeeping 1,116,056 1,124,907 + 8,851 + 0.8 
American 906,400 911,215 + 4,815 + 0.5 
Modern Romances 1,040,645 1,043,117 + 2,472 + 0.2 
Photoplay 886,043 884,746 — 1,297 — 0.1 
True 1,031,865 1,030,461 — 1,404 os Gn 
Saturday Evening Post 1,740,891 1,730,600 — 10,291 — 0.6 
Cosmopolitan 827,057 802,155 — 24,902 — 3.0 
Secrets 811,389 782,264 — 29,125 — 3.6 
Look 1,374,002 1,331,325 — 42,677 — 3.1 
American Home 818,831 753,432 — 65,399 — 8.0 
Ladies’ Home Journal 2,091,865 2,026,032 — 65,833 — 3.1 
Coronet 1,335,409 1,261,069 — 74,340 — 5.6 
Collier’s 872,970 780,186 — 92,784 —10.6 
True Sto 1,335,976 1,228,734 —107,242 — 8.0 
Woman’s Home Companion 1,502,192 1,365,804 — 136,388 — 91 
McCall’s 1,637,844 1,456,985 —180,859 —11.0 
Life 2,282,205 2,051,347 — 230,858 —10.1 
True Confessions 1,778,158 1,467,799. =| —310,359 —17.5 


” 


m | 


ABC Publishers Statements Ist ‘half of 1948 and Ist half of 1949. 
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WNIJR Names Rambeau 


William G. Rambeau Co., Chi- 
cago, has been named to represent 
WNJR, Newark. Harry D. Good- 
a is general manager of the sta- 
ion. 


Telecasts Hockey Games 


Twelve Saturday night home 
games of the San Francisco Sham- 
rocks, ice hockey team, are being 
— by KGO-TYV, starting Oct. 


PAY LESS 
FOR PHOTOS 


ee | 


wirs EYE*CATCHERS 


Now you con have your choice from 100 
ad photos every month for only $7.50! 


And— 


EVERY PHOTO IS DESIGNED 
TO CATCH THE EYE! 


It's amazing how much money you can 
save in buying top-notch photographs when 
you use the Eye*Catcher pian. Over 10,000 
stoppers to choose from, each new, differ- 
ent, original. Posed to fit any situation, 
dramatize every advertising and sales pro- 
motion job. 


Write letterhead 
FREES procts her 108 and foil deteiie 
EVE*CATCHERS, Inc. 32.528," 


New Verk 16, N.Y. 


Leaders Duck Query 
on How to Improve 
Newspapers in U.S. 


West Hartrorp, Conn.—The 
West Hartford News decided to ob- 
serve National Newspaper Week 
by inviting 30 prominent Ameri- 
cans to make suggestions as to how 
the press could improve itself as a 
social instrument. 

Fourteen replied, but 12 of them, 
the paper reported to its readers, 
were like the man in the street 
when confronted by a big problem. 
“The immensity of it leads him to 
say he’s in a hurry some place 
else, or he’s too involved at the 
moment to think about it, or he 
hasn’t the time.” 

Senator Dulles was on a “speak- 
ing tour,” Senator Taft was oc- 
cupied in a similar fashion and 
Senator Vandenberg was en route 
to the hospital. John L. Lewis 
pleaded “extreme involvement” 
and Philip Murray was tied up in 
negotiations, while Francis Car- 
dinal Spellman was about to leave 
for Europe. 


@ Ideas were advanced by Sen. 
Brien McMahon of Connecticut 
and Willard F. Rockwell, chair- 
man of the board of Standard Steel 
Spring Co. 

The paper reported it received 
no acknowledgement, not even a 
regret, from President Truman, 
Vice-President Barkley, Gov. 
Chester Bowles, Mrs. Eleanor 
Roosevelt, Andrei Gromyko and 
Drew Pearson. 

During the same week the News 
was asking for constructive criti- 
cism, the reporter covering the pa- 
per’s survey pointed out, a Yale 
instructor was lecturing his class 
on the shortcomings of newspapers 
whose “chief aim is to shock the 
reader, not inform him.” West 


Hartford News’ answer to that one 
came in the final paragraph of the 
article: 

“If you will grant only that the 
press reflects its time, is there a 
social symptom evident here in the 
reaction of 30 national leaders to 
the presumptuous question of a 
small weekly paper in one corner 
of the country? 

“As Mel Allen is saying all this 
week, how about that, professor?” 


Proctor Electric Issues 
New Book on Ironing 


Proctor Electric Co., Philadel- 
phia, has issued “Mary Proctor’s 
Ironing Book,” a 156-page book 
which offers the homemaker,sug- 
gestions for time and motion sav- 
ing in hand ironing. It contains 
more than 400 illustrations and 
recommends almost 100 brand 
name products. The book is avail- 
able now at $2.95 in most book 
stores and electrical appliance de- 
partments of retail and department 
stores in key markets in New York, 
Philadelphia, Chicago and Los An- 
geles. National distribution is ex- 
pected by Dec. 1. 


Hoover Promotes Three 


Oscar M, Mansager, manager of 
dealer relations of Hoover Co., 
North Canton, O., vacuum cleaner 
manufacturer, has taken over 
the sale of Hoover fractional horse- 
power motors, in addition to his 
current duties in handling the sale 
of Hoover electric irons and special 
electric cleaners. Joseph S. Hoover, 
in the sales research department, 
has been named manager of dealer 
relations. W. Wallace Powell, sales 
education head, has taken on added 
duties in sales research and in di- 
recting dealer demonstration meth- 
ods and displays. 


Schedules PR Clinic 


The public relations committee 
of the Bridgeport, Conn., Chamber 
of Commerce will sponsor its first 
public relations clinic on Monday, 
Oct. 24. 


Make that pleasure drive a sales drive 


SHOWMANSHIP. Millions of motor- 
ists see the famous Esso posters 
every day of the year. 
can tell your story on posters — the 


You, too, 


showmanship medium. They’re big 


colorful — dramatic — well placed! 
Let us show you how to put GOA 
showmanship to work on a local, re- 


and towns 


*% Covers1400 
leading cities 


gional or national basis.Send for com- 
plete information today. General 
Outdoor Advertising Co., 515 South 
Loomis Street, Chicago 7, Illinois. 


A wedding is scheduled next month for Albert B. Richardson, a: 
manager of Chesebrough Mfg. Co., New York, and Alice Thompsor 
a fashion model and commercial artist. .. Myron Kirk, v.p. of Kudne 
Agency, is recuperating from an illness at White Sulphur Spring:, 
WW. Vas 

Harold Ziebelman and his bride, the former Norma Schwinger, ar» 
honeymooning in the South. He’s art director of Yardis Advertisin, 
Co., Philadelphia. . . 

On Sept. 25, George E. Ledell Jr., sales executive for KFI-TV, Los 
Angeles, became the father of 6-lb., 12-0z. Patricia Ann. . . Newcomer; 
in New York are Kathleen Amy, second child and first daughter of 
Bill Foxen, Benton & Bowles account executive; Jeffrey Fielden Smith, 
son of Don Smith, Benton & Bowles copywriter; and Gary Alan Green- 
field, son of Mannie Greenfield, head of Mannie Greenfield & Asso- 
ciates. . . 


TIME OUT—Executives of Maxon Inc., New York, took time off to enjoy a stroll 
in the country near the Maxon cabin at Onaway, Mich., while attending a sales 
meeting of Snow Crop Marketers, a Maxon account. From left to right: Tyler Davis, 
account executive; William Mulvey, assistant; Lou Maxon, president; Ray Baker, 
vice-president; and Mike Mahony, vice-president and account supervisor. 


Martha M. Goell, media director of Krupnick & Associates, St. Louis, 
and a charter stockholder of the agency, leaves Nov. 8 to be married in 
Philadelphia to Dr. James Gordon Kitchen II. They will live in Pocono 
Lake, Pa., where Dr. Kitchen practices medicine. . . Atlas Film’s ad 
manager, Hilda Christie, was married on Sept. 17 to James F. Maloney 
of Buckley Dement Advertising Corp., in Chicago. . 

S. W. Grossman, president of Burlingame-Grossman, Chicago, was 
host at a dinner for members of the staff and their families to celebrate 
the agency’s tenth anniversary. . . Seth Moseley, public relations director 
of Collier’s, is the subject of “I told you so” remarks around New York. 
A faithful baseball fan, he picked, and paid off, on the Dodgers. . . 


BEFORE THE PLAY—Ready to tee off at the annual outing of Maryland Industric! 

Marketers at the Annapolis Road’s Club are (heft to right) Jim Miller, Newsweek; 

Blaine Wiley, executive secretary of the National Industrial Advertisers Association; 

and Richard Darrow, director of public relations, Glenn L. Martin Co., and president 
of Maryland Industrial Marketers. 


AA’s Washington editor, Stanley Cohen, did some pacing arov 
Garfield Hospital on Oct. 13 in the small hours of the morni 
waiting for Edward, who arrived at 6:25 a.m., weighing in at 7 
.. Ken R. Dyke, Young & Rubicam v.p., and Mrs. Dyke have nan ° 
their new son David. . . Important events have broken in rapid s 
cession for Fred Gardner, president of the New York agency bea! 
his name. Charlotte Wells Gardner arrived one day after her pare: ‘ 
12th wedding anniversary, and soon after, the Gardners moved int 
new home in Norwalk, Conn. .. And now there’s an Ernest E. Norris 
new baby at the home of Ernest E. Norris, Benton & Bowles co - 
writer. .. 

Seven long-time employes with McCann-Erickton, San Francis ‘ 
were accorded special recognition for their service to the agency. T 
of the honor guests at a dinner party, who have retired from act 
service, are C. Edgar Persons, v.p. and account executive (30 ye: 
service), and Francis Todhunter, art director, who had 32 years’ serv! 
The other five honored guests and their terms of service are Her 
Hawes, v.p. and general manager, 35 years; Roswell Cochran, v.p. 2 
account executive, 30 years; Frederick H. McCrea, v.p. and acco! ' 
executive, 30 years; Hugh W. Thomas, account executive, 30 years; @ 
Joseph H. Eastman, copy department, 30 years. . . 
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MONDAY ON MAIN STREET 


i .. and the sweet young thing in the little white house 
has a brand-new washer! 


She asked hubby for it and because hubby had already considered the purchase, he 
bought it for her. 

Looks as tho’ she likes it. 

And it looks as tho’ the lady next door likes it, too. And those nice ladies down the 
street, and around the corner, and up on the hill. 

Won't be long before they have ’em, too. 

’Cause on Main Street the leaders really lead. Everybody knows everybody else. 
Chit-chat is a popular pastime, word-of-mouth advertising an existing reality. On Main 
Street, small talk can produce big business. 

How big business? 48¢ of every consumer dollar is spent by people living in and 
around towns of 25,000 population and under. 

That’s why more and more advertisers are taking advantage of PATHFINDER’s 
access to the heart of the Main Street market . . . It’s read by the leading citizens and 
their families. Influential people who become owners and salesmen at the same time! 


The people who live in towns of 
25,000 population and under have 
money to spend. One half the new 
automobiles sold in this country, 
more than half the paint, almost 
half the toiletries, half the home 
furnishings .. . 

lf all this is news to you—if 
you're not getting your share of 
Main Street dollars —let’s talk it over. 
Address PATHFINDER, Phila. 5, Pa. 


Graham Patterson 
President 


PATHFINDER 


The Family News Magazine 
That Influences 
Home-Town America 
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Florida Ad Campaign 
Includes Industrial 
Development Drive 


TALLAHASSEE, FLaA.—A new pro- 
gram to attract business and in- 
dustry to Florida will be part of 
the state’s forthcoming advertising 
campaign. 

Henry Quednau Inc., Tampa 
agency, has been appointed by the 
Florida State Advertising Com- 
mission to handle the industrial 
advertising and promotion. 

For the first time, Florida’s ad 
appropriation has been divided to 
cover three phases, based on major 
divisions of the state’s economy— 
recreational, agricultural and in- 
dustrial. August Dorr Advertising 
Inc., Miami, was named to handle 
the recreational program, and 
August Burghard Inc., Fort Laud- 
erdale, will supervise agricultural 
advertising. 


ws In advertising Florida to busi- 
ness and industry, the state is ex- 
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Kits: Pats. Pend. 


These useful Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 
model building and hobby 
crafting — are constant re- 
minders of your products 
and services ... and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel 
.. handles are of durable, 
bright red plastic. All 
tools are housed in hollow 
handles — and kits are in- 
dividually packed. Han- 
dles can be imprinted .. . 
with your name or trade 
mark .. . at nominal cost. 
Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
imprints. Quotations will 
be sent promptly. 


Over 46 Years in Business 


JEMRINTOWN, PA. Boe 


STANDARD PRESSED 3 cu. 


pected to point out that Florida 
not only has the raw materials for 
many new industries, but that it 
also has the market to buy these 
products. 

Cooperating in the new indus- 
trial development program will 
be the State Advertising Commis- 
sion, State Improvement Commis- 
sion, State Geology Department, 
Agricultural Experiment Station, 
University of Florida Engineering 
and Industrial Experiment Station 
and Bureau of Business Economy, 


as well as such private organiza- 
tions as the Florida State Chamber 
of Commerce. 

A budget of $300,000 has been 
set up for the advertising program 
for the remainder of this fiscal 
year, but breakdowns and alloca- 
tions have not yet been an- 
nounced. 


Brain to Provincial Paper 

George M. Brain has been named 
general sales manager of Provin- 
cial Paper Ltd., Toronto. 


To Palm & Patterson 


Ramsey-Bennett Co., Cleveland, 
has retained Palm & Patterson, 
Cleveland, to direct the advertis- 
ing of its Winnen industrial stoker. 
Trade publications and direct mail 
will be used. 


Stonehill Joins Gallay 


Joseph Stonehill has resigned 
from Bertley, Singer & Stonehill 
to join Sam J. Gallay Co., New 
York agency, as account execu- 
tive. 


Advertising Age, October 24, 19-9 


Names Bond & Starr Agency 


Bond & Starr, Pittsburgh, his 
been named to direct the adve-- 
tising and sales promotion >f 
Bryce Brothers Co., Mt. Pleasa: t, 
Pa., maker of hand-blown glass- 
ware. 


Joins Cole & Mason 


Robert G. Miner, formerly in 
the insurance business, has join :d 
Cole & Mason, Chicago, publis)- 
ers’ representative, as a_ sales- 
man. 
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H ERE ARE COMMENTS from but a few 
of the hundreds who have recommended our 
new size and format! 


CHAS. B. DULCAN, Sr., Vice President & General Manager 
The Hecht Co., Washington, D. C. 


“It is my opinion that Department Store Economist would 
be more readable and easier to handle if the pages 
were reduced to the size of Vogue .. . and the sooner 
you make the change the better for us.” 


IRWIN D. WOLF, Vice President 
Kaufmann Department Stores, Pittsburgh, Pa. 


“| would heartily approve of reducing the size of De- 
rtment Store Economist to the size of Vogue because 
it is difficult for me to read the Economist as presently 
published. 
| hope you do make the change.” 


ARTHUR C. KAUFMANN, Executive Héad 
Gimbel Brothers, Philadelphia 


“| have just heard that yee are pignnin to reduce the 
size of the DEPARTMENT STORE ECONOMIST to that 
of the approximate size of Vogue, and | cannot tell you 
what a splendid move | think this is on your part. The 
only thing | can say is, WHY DIDN'T YOU DO IT 
BEFORE? 

You know | have been a great admirer of your publi- 
cation and a regular reader thereof but it has been very 
difficult, particularly with the way the magazine is grow- 
ing, to be able to read it from cover to cover in its pres- 
ent size. 

| feel confident that you will receive many letters of 
commendation like this one.” 


We're changing the Size 


at the request of our Readers 


R EADERS are the first concern of every alert 
publisher. In designing this more practical pub- 
lication, we have made every effort to serve re- 
tailers better and follow their suggestions, as 
expressed in numerous letters and personal 
talks. We know that department store people 
have always relied heavily on our strong and 


diversified editorial 


content. They will find it 


even more valuable now that editorial and ad- 


vertising matter is 


more closely related. The 


new size will also be much more practical — 
easier to handle—easier to read and hold for 


reference. 


H. B. GATES, Advertising Manager 
W. Lewis & Co., Champaign, Ill. 


“| have checked with several of our buyers and they are, 
all of the opinion that it would definitely be advantage- 
ous to change the size of the Economist. 

This large size does stand out on a buyers desk .. . 
but it's inconvenient to keep and | notice many of them 
do like back numbers for reference. 

If you keep the contents up to past standards and 
make it up into the new size of ‘Vogue’... . our buyers 
think the good old ‘Economist’ can be all the more 
valuable.” 


M. G. BALDWIN, General Manager 
Baldwin's, Lynchburg, Va. 


“We are very much pleased that you are planning to 
change the size of the Department Store Economist. The 
present size is entirely too large and | feel certain that 
the new size will be more convenient on the desks and 
magazine shelves of buyers throughout the store. The 
present size is unwieldy and | am afraid the magazine is 
disposed of too readily.” 
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Appoints Kelleher 


Jeremiah J. Kelleher has been 
appointed circulation director of 
tne Standard-Times and Sunday 
S:andard-Times, New Bedford, 
Mass., and Cape Cod Standard- 
Times, Hyannis, Mass. 


Patterson Joins Fred Smith 


William Dudley Patterson, for- 
merly editor of the New Republic 
and co-founder of United Nations 
World, has joined Fred Smith & 
Co., New York, public relations. 


Ad Bureau Details 
Seabrook’s Growth 


Through Newspapers 


New YorK—Seabrook Farms Co., 
Bridgeton, N. J., boosted sales of 
its quick-frozen foods “from no- 
where to best-seller ranks in 12 
short months” through newspaper 
advertising, the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Association, reports in the 


newest issue of its “Advertising 
Facts.” 

The case history, called “Anon- 
ymous Brand Becomes a Cele- 
brity,” tells how the company’s 
first year of advertising was a 
whopping success due to newspa- 
pers, used exclusively to open mar- 
kets. Peter Hilton Inc. is its agency. 

“Not one housewife in 1,000 
could have called the name of the 
world’s largest grower and packer 
of quick-frozen foods” when the 
drive opened in September, 1948, 


according to the bureau. The cam- 
paign used a 1,200-line opener fol- 
lowed by small space. An un- 
usually high three-times-a-week 
frequency was employed, contrary 
to established practices in food ad- 
vertising. 

For details of Seabrook’s growth, 
see story in AA, Sept. 19. 


WBRC-TV Appoints Blair-TV 


WBRC-TYV, Birmingham, has ap- 
pointed Blair-TV Inc. as exclusive 
national representative. 


MORE READABLE Format 


This change in size will also enable 
us to assemble the editorial matter for 
easier, quicker reading. Department 
Store Economist will publish, as in the 
past, authoritative material of broad 


we 


interest to the entire department store 
—but each of the various classifica- 
tions of store information—such as 
home furnishings, notions, hard lines, 


soft lines, apparel and accessories, 
display, training, personnel, advertis- 
ing and promotion, management and 
control—will receive more special- 
editorial treatment. 
make the publication even more val- 
uable as a medium for ready refer- 
ence. This is only one of the many 
innovations you will find in the Econ- 
omist, but it is evidence of the serious 
thinking that has gone into this new 


ized 


size and format. 


This will 


| rn our readers have suggested a change 
in the size and format of Department Store Economist. 
In a constant effort to serve them better, these suggestions 


have been studied carefully and developed into a fresh 


and streamlined package. . . . 


NEW PRACTICAL S ve 
Effective with the January, 1950 issue .. . 


Bow to their Requests 


We have chosen the same size as that now used by such 
magazines as Vogue and House Beautiful. It will be easier 
to handle, easier to read, and will enable us to treat both 
editorial and advertising content in a much more effec- 
tive manner. The new size — plus the change from saddle- 
stitch to side-stitch— will mean fewer broken pages and 


a better-looking, better integrated editorial presentation. 


Type Size—8 7/16” x 1114” 


Trim Size—934” x 1234” 


nished on request. 


Apvertisers know that whatever helps readers helps 
them. The improved coordination of editorial and adver- 
tising placement will be an obvious advantage. Fewer 
broken pages will mean greater visibility for ads. This 
more practical size will reduce advertisers’ production 
difficulties and extra plate charges. Publication dates will 


remain the same. Rates and mechanical information fur- 


Department Store Economist 


100 East 42nd Street ...New York 17, N. YY... . Telephone: MUrray Hill 5-8600 


10 High Street 
Boston 10, Mass. 
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Cleveland 15, Ohio 
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Chicago 2, Ill. 


Rhodes-Haverty Bldg. 


Atlanta 3, 


Georgia 
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A Chilton ® Publication 
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WERD, Negro Owned Siation, 
Begins Operation in Atlanta 


Station WERD, Atlanta, Negro 
owned and operated, has begun 
operations. The scation was pur- 
chased by J. B. Blayton Sr., Atlan- 
ta business man, from Radio At- 
lanta Inc., after its original owners 
had discontinued operations. 

The 1,000-watt station operates 
d. ytime only, serving radio listen- 
ers within a 50-mile radius of At- 
lanta. Programs will be designed 
specifically for Negroes. 


U. S. Rubber Boosts Hayward 


Hugh L. Hayward, in the adver- 
tising and sales promotion depart- 
ment of the U. S. Tires division of 
United States Rubber Co., New 
York, has been named advertising 
and sales promotion manager of 
Fisk-Gillette tire division. He suc- 
ceeds D. E. Detweiler, who has re- 
signed. 


Connolly Appoints Falk 


J. J. Connolly Inc., New York, 
distributor of Roller Grill, has 
named Richard R. Falk Associates, 
New York, to handle its public re- 
lations. 


Wet a world of 
difference a few 
miles do make! 


IT’S ONLY 24 miles 

from the heart of Long Beach, 
California, to Los Angeles’ 
city hall. But the reading 
preferences of the 

people of these two cities 

are poles apart! 

Long Beach newspaper 
readers are definitely outside 
the “effective influence zone” 
of the Los Angeles dailies. 
The greatest Long Beach 
readership of any Los Angeles 
paper is only 14 per cent, 
and the Press-Telegram 
duplicates 60 per cent of 
that! Which again proves that 
in Long Beach the Press- 
Telegram is “The Paper 

the People Prefer!” 


Check the chart below 
for the full story! 


LONG BEACH PRESS-TELEGRAM 68 °/, 


yyy; 2 .B. 
49% YW 36%, nana R 
LOS ANGELES 


60% V7 14% 
Yj 


(48% av. 


PAPER ‘A’ 


LOS ANGELES 
13°%/> paper “8” 


LOS ANGELES 


(PAPER “'C” 

LOS ANGELES’ 
52% Z3%/e paper “0” 
590,VM s+/, LOS ANGELES 
Le E le PAPER “E" 

LEGEND 


%.of Long Beach 
newspaper audience 


% duplicated by 
L. B. Press-Telegram 


aie 00°. 


(AIL figures from impartial survey 
by Publication Research Service, 
Chicago, Ill.) 


OBVIOUSLY, in Long Beach. only the 
Press-Telegram can do the job alone! 


Beach, California 


Long 


Press-Telegram 


Represented Nationa 


y by 
CRESMER & WOODWARD, Inc. 
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You Ought fo Know . . 


You expect a top-notch artist 
to have some convictions that 
really are firm, and Charles T. 
Coiner is no exception to that 
_ notion. One of his convictions cent- 
ers on outdoor 
advertising, and 
he is righteously 
indignant about 
the art it uses. 

This particular 
artist is vice- 
president and art 
director of N. W. 
Ayer & Son, Phil- 
adelphia, and is 
considered one of 
the nation’s fore- 
most advertising 
designers. From an art standpoint, 
according to Mr. Coiner, the de- 
signing of outdoor advertising is 
right where it was when he 
entered the advertising field some 
31 years ago. 

Europeans, making a very lim- 
ited use of outdoor advertising, do 
a much more original job in art 
than we do, he insists in his quiet- 
spoken way, adding: “There seems 
to be a definite feeling against 
using anything new in outdoor ad- 
vertising in this country. I some- 
times feel that agencies are as 
much to blame as anyone. They 
play it too safe.” 


Charles Coiner 


ws The medium holds a great op- 
portunity for agencies, he main- 
tains, and “it is up to art directors 
and designers to bring out some- 
thing original. European _ tech- 
niques shouldn’t be copied, but 
studied, since they are original and 
our posters are not.” 

Outdoor advertising in the U. S.., 
where “even hermits can’t avoid 
meeting up with signs,” should 
make a terrific impact, he insists. 
“Here is a medium offering very 
high readership, and we spend 
1,000 times more money for out- 
door advertising than any other 
country in the world,” he adds, 
“and yet we can’t compete with 
their techniques.” 

Despite his critical attitude on 
this score, Ayer’s art chief holds 
a deep love for his profession, for 
which he offers no apologies. When 
he first entered the profession 
more than 30 years ago (he spent 
six years with Erwin, Wasey & Co. 
in Chicago before joining the 
Ayer agency), many opportunists 
took up advertising art just to 


make enough money to “go off 
and paint somewhere.” Coiner had 
a different idea, because he wanted 
to make advertising art his career. 


s In recognition of his position 
in the field, the National Society 
of Art Directors early this year 
presented him with a _ coveted 
award in the form of a bronze T- 
square. He was the first man in 
the advertising profession to be so 
honored. 

He also is a painter in his own 
right, and serves as one of the 
judges in a national contest for 
amateur painters. Government 
leaders also recognize his talent, 
and he has frequently been loaned 
out to the government for special 
work. During NRA days, he de- 
signed one of the most widely pub- 
licized symbols, the famous NRA 
eagle. He also designed all civilian 
defense insignia used during World 
War II, and the famed red feather 
which is featured in Community 
Chest campaigns. 

Advertisers, Mr. Coiner is con- 
vinced, are eager to accept new 
ideas and techniques and it is up 
to agencies to drop the same, tired 
old stuff and make needed im- 
provements. Too many agencies, he 
believes, are underestimating the 
intelligence of the people at whom 
they’re aiming today’s ads. 


ws He feels that if a carefully-pre- 
pared, quality-minded ad is placed 
alongside an ad using everyday 
techniques and “cheap tricks,” the 
former will eventually win out. He 
expressed his opinions on this sub- 
ject emphatically during the war 
when he became an adviser to the 
Office of War Information on 
poster design. He helped recruit 
many famous poster artists to work 
with the government and, when 
work began in earnest, jumped into 
a controversy over whether “reg- 
ular” advertising poster techniques 
should be applied to government 
posters. 

Mr. Coiner insisted that the gov- 
ernment work should reflect qual- 
ity and dignity, even if some of the 
posters were over the heads of 
their viewers. In the long run, he 
claimed, they would respect the 
government, even if they didn’t 
catch on at first. There were other 
views, of course, and a happy med- 
ium was struck. 

However, Mr. Coiner points out 


FINE PRINTING PLATES 
COLOR PROCESS - HALFTONE -ZINC 


JAHN & OLLIER 


ENGRAVING COMPANY 


817 W. WASHINGTON BLVD, CHICAGO 7, ILLINOIS - MOnnoe 6-7080 


that the posters now remembered 


is Charles Coiner | 2re those which told a story with 
d 


ignity and possessed artistic qual- 
ity, not those which employed any 
kind of subterfuge. 


s He has applied the same theory 
to advertising design at Ayer, and 
maintains that more agencies 
should adopt it. 

“I believe the public is so used 
to advertising techniques now that 
they can see through old advertis- 
ing tricks,” he says. “They don’t 
believe such things as testimonials. 
Many people may read these ads, 
but they don’t believe them.” 

The quality he advocates isn’t 
something an ad executive can 
point a finger at, or call by name. 
It is something a reader recognizes, 
however; it might be sincerity or 
honesty, or a combination of both. 
“It can’t be detected in a survey, 
either,” he says. 


e The Ayer art director has been 
teaching the straightforward ap- 
proach to advertising design to his 


staff for 25 years. He insists that 
it be followed. That is one reason 
why he prefers breaking in his own 
artists, rather than hiring them 
away from other agencies. 

A long-established Ayer practice 
calls for the help of famous fine 
arts painters on many of the ads 
this agency has prepared, and is 
preparing these days, for its 
clients. Ayer beg=n the practice 
even before Coiner joined the staff, 
and is credited with introducing 
fine art work into advertising in 
this country. 

Coiner has enlisted such artists 
as Norman Rockwell, Jean Hugo 
and even Dali, and has discovered 
that most of the world’s finest are 
pleased to handle an assignment 
for advertising since it brings them 
more notice than a score of ex- 
hibits. 


ws Ayer and its art chief don’t care 
how far they must travel to get the 
right artist, especially since the 
airplane has shortened distances 
and an artist almost anywhere can 
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meet a deadline as easily as on 
right in Philadelphia or Ney 
York. 

The agency is careful whey 
proofing up plates of a schedule: 
ad. If it is destined for newspaper: , 
newsprint is used. If for a maga- 
zine, Ayer requests some of th» 
actual paper stock and inks whic) 
are to be used. Then the agenc), 
and client, can see in advance just 
how the ad will look. 

To make certain that the maga- 
zines follow instructions on color, 
the agency often will have its 
branch offices send to the home art 
department as many as 35 different 
copies of one edition of a periodical 
to see how the same ad was treated 
in the various press runs. 


# Frequently, Mr. Coiner explains, 
he has found the same ad printed 
in different shades of the same 
color in several different parts of 
the country. The next step, of 
course, is to find out who is re- 
sponsible, and why. 


“I often look through magazines 


a ey 


Not in ten years have advertisers examined media costs so carefully. 


And of all media, spot radio welcomes the cost-conscious advertiser 


most... for spot radio offers more people at less cost than any other 


individual-market medium. 


In San Francisco, for example, the same annual budget will buy: one 


page per month in the city’s largest newspaper . . 


.or... twelve an- 


om etre et OO oO Re em OF 


nouncements per week for the entire year on KNBC, At the same time 
your commercial messages may reach an audience potential four times 


as large as San Francisco’s largest newspaper. 


The specific time periods that your $10,000 will buy on KNBC and 


NBC 
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and see lots of ordinary stuff,” he 
says. “I know most artists are 
pretty damned capable, but some- 
thing seems to happen to prevent 
the artist’s conception from ap- 
pearing in its original effective 
form in the magazine.” 

That little problem, like art in 
outdoor advertising, is one of the 
puzzlers Mr. Coiner and staff are 
still working on. 


Washburn in New Post 

Reynolds W. Washburn, former- 
ly assistant to the president of 
American Bosch Corp., Spring- 
field, Mass., has been named exec- 
utive vice-president and director 
of sales of Associated Engineers 
Inc., Springfield. John F. Martin, 
formerly an executive engineer at 
Bosch, has been appointed vice- 
president in charge of operations 
at Associated Engineers. 


Bonin & Hebert to Poyntz 

Bonin & Hebert Ltd., Quebec, 
manufacturer of red maple furni- 
ture, has appointed the Montreal 
office of Alford R. Poyntz Adver- 
tising to direct its advertising. 


PARTY HUDDLE—On hand for the celebration marking Joan Davis’ return to the 

airwaves over CBS under the sponsorship of Roi-Tan cigars are (right to left) Harry 

S. Ackerman, Columbia vice-president; Paul Gumbinner, radio director, Lawrence C. 
Gumbinner Advertising Agency; Miss Davis and Mrs. Ackerman. 


KGO Appoints Carolyn French 

Carolyn French, formerly with 
KCBS, San Francisco, has been ap- 
pointed publicity assistant to Mau- 
ry Baker, promotion and advertis- 
ing manager of Station KGO, San 
Francisco. 


O’Conner to Balboa Pacific 


Frank O’Conner, formerly with 
Sears, Roebuck & Co., has been 
named merchandise manager of 
Balboa Pacific Corp., Fullerton, 
Cal., manufacturer and distributor 
of chrome furniture. 


San Francisco’s Largest Newspaper 
D 


7 full pages 


26 quarter pages 
Total circulation (ABC) 


237,329 


KNBC—San Francisco’s 


Leading Station 


se 649 daytime hours 


123 daytime Saciiies hours 
Total BMB Daytime Audience Families 


1,078,870 
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Gal Friday Replies 


to the poetic effusion of William 
M. Springer in the Oct. 10 issue 


Yes, suh, dear Mr. Springer, you’re really some humdinger 
When it comes to writing poetry about the hounds. 

I pity your trips that must be made, the bills still to be paid, 
The obstacles that must be met with leaps and bounds. 


I, too, have my fears and I, too, shed my tears 

As daily I sit with shorthand pad in hand 

Taking long dictation about those trips across the nation 
Wondering how to spell the names you say so bland. 


And how can I possibly find that letter you have in mind 
When you say, “You know the one I wrote back when... 
It was to what’s-his-name, the guy who went to Maine, 

You know, he came in here with all those men! 


My folks in their quiet home think I’m batty in the dome. 
When something is mentioned about SA and Facts of LIFE 
Do I think of birds ’n’ bees, carving initials on old oak trees? 
No! It’s circulation, linage, formats, toil ’n’ strife. 


But the thing you failed to say is we’d have it no other way 

In spite of all the times we've said it stunk... 

Yes, suh, Mr. Springer, the wash has gone through the wringer 
And our gripes turn out to be a lot of bunk! 


” 


Maccie W. ALDERSON, 
Secretary, Southern 
Agriculturist, Atlanta 
Office. 


Lewyt Appoints O'Donovan 


John O’Donovan, formerly an 
executive in the sales training di- 
vision of General Electric’s ap- 
pliance and merchandise depart- 
ment, has been appointed retail 
merchandising manager in the 
vacuum cleaner division of Lewyt 
Corp., Brooklyn. 


Gratton Mason Joins ABC 


Grafton Mason, formerly with 
A. C. Nielsen Co., has joined the 
research department of the central 
division of American Broadcasting 
Co., Chicago. He succeeds Mrs. Vir- 
ginia Ashworth, who has resigned. 


Names R. C. Smith Agency 


R. C. Smith & Son, Teronto, has 
been appointed to direct the adver- 
tising of Austin Ontario Motors 
Ltd., Toronto. Full pages in news- 
papers and trade publications, and 
radio commercials will invite the 
public to the opening of the com- 
pany’s new building at 737 Church 
St., which houses show rooms and 
service quarters. 


Wasilewski Joins NAB 

Vincent T. Wasilewski has joined 
the legal department of the Na- 
tional Association of Broadcasters, 
Washington. 
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The Journal-American, for the first 9 months of 
1949, published more total advertising linage 
than any other New York evening newspaper. 


* *k The Journal-American, New York’s largest 


home-going newspaper, reaches an audience 
of 700,000 families every day...virtually twice 
the circulation of the second evening paper. 
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.. . and the first time in a 
quarter century that a New York evening 
newspaper can make this statement. 
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Creative Man Note: Packard 
Tops All in Starch Study 


To the Editor: You may be in- 
terested in this letter I have just 
written to Mr. Harry Clatfelter of 
Peoria, IIl.: 

“Dear Mr. Clatfelter: 

“Thank you for taking the time 
and trouble to send us a recent 
tear page from ADVERTISING AGE 
with your Packard good wishes ex- 
pressed accordingly. 

“In reply, we believe in the free- 
dom of the press and we feel that 
any publication is entitled to its 
opinion. That ‘The Creative Man’ 
chose to express himself as he did 
is naturally unfortunate from our 
standpoint. However, he probably 
based his inference on registration 
figures and there is no question 
but that the greater volume of 
Buick production is some three 


This department is a reader’s forum. Letters are welcome. 


times that of Packard. 

“Since his tongue-in-cheek ar- 
ticle appeared, the Starch figures 
on noting and reading have just 
been secured for the particular is- 
sue which carried the Packard ad- 
vertisement he reproduced. 

“Doubtless his face will be red 
when he sees that the Packard 
page topped all advertisements, re- 
gardless of product advertised, for 
‘stopping’ readers of the magazine 
studied, and that certainly should 
stand as a tribute to the excellence 
of the subject he discusses, name- 
ly, advertising.” 

HucuH W. HirtcHcock, 
Director of Advertising, Pack- 
ard Motor Car Co., Detroit. 
e e« @ 

‘Life of a Salesman’ Is 
Play tor New Customers 


To the Editor: 


. 


The attached 


“ Much Binding takes the air”: This is the signal for millions 
in Britain to tune into the top favourite of all B.B.C. feature 
programmes. British listeners are avid for news of the stars: 
Richard Murdoch, Marilyn Williams, Kenneth Horne, Sam 
Costa. They find this news only in the Radio Times. 


A weekly magazine with greater 
coverage than any other in the world 


If you were in England and wanted 
to read about the week’s radio pro- 
grammes, where would you look ? 


Not, as in America, in the news- 
papers. English papers, being smaller, 
can’t tell listeners all they want to 
know about radio. No, you would 
have to go to England’s amazing 
Radio Times. 

The Radio Times has an editorial 
policy usual in America, but without 
parallel in Britain—it aims to give 
listeners all the news and gossip about 
radio stars and programmes. 


4 
Covering the country: America claims 
more T.V. stations than Britain, but Britain 
claims a publication with the world’s 
greatest national weekly coverage. The 
Radio Times carries T.V. news to 2 million 
families within T.V. range. 


ITT) CIRGULATION-RADIO TIMES’ 
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Chart with a moral: The rapid growth 
of the circulation of Britain's Radio Times 
(now approaching 8 million) shows what 
can be done by giving the public what they 
want, especially if the public can’t get it 
anywhere else. 


Today, millions of British readers 
interested in radio can find the in- 
formation they want only in the Radio 
Times. So they buy 7,776,982* copies 
every week. That means one copy to 
every two families ! 

No other weekly magazine in the 
world can match such coverage. No, 
not even in the U.S.A. ! 

What’s more, the Radio Times is 
consulted every day for nine days. 

Just as Americans want to know 
the latest news of Bob Hope or Jack 
Benny, so Britons want to know about 
““Have-a-Go”’ Wilfred Pickles, or 
Howard Marshall (Radio Sports Club). 

Readers of the Radio Times repre- 
sent all interests, are consumers of 
every kind of product. 


Good-buy Americans 


American advertisers with businesses 
in Britain know a good buy when they 
see one. They advertise in the Radio 
Times — page rate for 1,000 circula- 
tion, only $1.65! 

They include Parker Pen, Pond’s, 
Anglo-American Oil, Hoover, Gillette, 
Kellogg’s, Ford, Chesebrough. 


*,4.B.0. Jan.-June, 1949 


RADIO TIMES 


ADVERTISEMENT DEPARTMENT, B.B.C. PUBLICATIONS 
BROADCASTING HOUSE, LONDON, W.1, ENGLAND 


Pride of place: Every Friday morning, 
Britain's Radio Times arrives with the 
morning paper at nearly eight million 
British homes. It is consulted daily and 
read from cover to cover by young and 
old of both sexes, for nine days. 


proof appeared Monday, Oct. 10, 
on the back page of the Daily News 
Record. This novel presentation 
is the result of our effort to give as 
much impact as possible to Glen- 
eagles’ announcement of its spring, 
1950, line to the trade. 

We have capitalized on the hit 
show, “Death of a Salesman,” by 
setting the announcement in the 


‘y4 re. 
OPENING WEEK: THURS. & SAT. 


“When you order the "GLENEAGLES line, you're 
not buying- you're selling !"’—Charles Lamm 


FE OF A SALESMAN 


is, made easier with the nationally edver- 
tised “GLENEACLES” Spring 1950 Line. 
STARRING 


TOPCOATS | RAINCOATS | SLACKS 


“A GREAT PLAY FOR NEW CUSTOMERS” Production by 
NOW SHOWING AMM 8808. INC 
MATINEE Daity BALTIMORE, MD 


“OUTSTANDING I" —Jarrea 


SOIT H DACWRIC 


exact style as New York theater 
ads, and injecting “new hope” for 
salesmen—‘“Life of a Salesman is 
made easier...” 

“Critics’”’ remarks shown are 
actually from firm members well 
known to the trade, while ad- 
dresses shown are those of the 
New York and Chicago sales and 
display offices. 

We think that both you and your 
readers might get a “bang” out of 
this refreshing approach to an 
otherwise routine announcement. 

WILLIAM F. SIGMUND, 

Henry J. Kaufman & Asso- 

ciates, Washington, D. C. 


Governor Gives a Boost 
to ‘Business Is Good’ Drive 


To the Editor: I got so tired of 
running into guys who, when they 
were asked: “How’s business?” 
automatically answered: “Lousy!” 
Then the following Sunday I’d see 
a statement of their firm in the 
New York Times—and they’d made 
twice as much money as in the 
previous year. So that gave me an 
idea. 

I think you’ll agree that state- 
of-mind has a lot t do with state- 
of-business. So I’ve started a one- 
man movement—with a send-off 


by none other than the governor 
of Maryland himself. You can see 
by the enclosed photograph that 
I’m pinning the “Business is good!” 
button of the campaign on Gover- 
nor Lane. 
JOSEPH KATZ, 
The Joseph Katz Co., Balti- 
more. 


Disagrees with Editorial 
on ‘Paris in the Fall’ 


To the Editor: O, Mister Editor! 
How could you [write that edi- 
torial, “Paris in the Fall,” Oct. 3 
issue]? Have you never been to 
Paris in the fall? Have you never 
attended a Paris fashion show? 
Have you never seen a typical 
American woman, clothed in stand- 
ardized, mass production, Amer- 
ican designed clothes, common as 
chestnuts, placed in the hands of 
a French designer? Have you mar- 
veled at the transformation? 


Have you watched the lumpy 
clothes produced by American de- 
signers since 1941? 

Mister Editor, maybe we can’t 
be generous but can’t we be intel- 
lectually honest? 

BERNICE BOWSER, 
New York. 

P. S. No, I’m not biased, my peo- 
ple have been in the States since 
1598 ... they were English, not In- 
dian. 


McKesson to Reprint 
‘Front of the Counter’ Poem 

To the Editor: We have mislaid 
our copy of the Sept. 5 issue of 
ADVERTISING AGE. Will you please 
send a copy to me at the above 
address in San Francisco or send 
a reprint of the article “Take a 
Look from the Front of the Count- 
er,” which appeared on Page 62 of 
this issue? 

Will you kindly grant us per- 
mission to reprint the above article 
in part or in its entirety? 

JAMES J. MALONEY, 

McKesson & Robbins Inc., San 

Francisco. 


Pittsburgh CofC Ad Points 
Up National Publicity 
To the Editor: I believe you 
will be interested in the adver- 
tisement which we have prepared 
and run for our client, the Cham- 
ber of Commerce of Pittsburgh. 
Pittsburgh has been getting a 
great deal of publicity as is indi- 


THANK YOU— 


CHAMBER OF COMMERCE OF PITTSBURGH 
19 Yours of Sereice ser Commonity 


1874-1949 a pce 


Oe Conan oreewe 


yom e onven, 
hae 


cated by the nature of our ad. We 
use this thank-you device to dram- 
atize our point for the citizens of 
Pittsburgh. The ad was run by 
the chamber in paid space in the 
three Pittsburgh dailies (Press, 
Sun-Telegraph and Post-Gazette). 
The chamber occasionally takes 
paid space and this was felt to be 
a good occasion. 
IRVING BENNETT, 
Ketchum Inc., Pittsburgh. 


Cites Heroic Work of Radio 
Stations in Emergency 

To the Editor: Few people liv- 
ing outside of the Southeast hurri- 
cane area realize to what extent 
the broadcaster measures up to the 
“public interest, convenience and 
necessity” obligations of his FCC 
license when a big blow threatens. 
Call it the instinct of self-preser- 
vation if you like, the fact remains 
that the public service rendered 
during the emergency goes be- 
yond the purely selfish and takes 
on a heroic flavor. 

Take for example the manner in 
which WORZ, Orlando, prepared 
for the recent hurricane. Within 
a few hours of the report it would 
definitely hit Florida the following 
arrangements were completed: In- 
stallation of telephone recording 
circuits; activation of emergency 
power plant; tuning of all-frequen- 
cy short wave monitors; establish- 
ment of communication with 
weather bureaus in Miami, Tampa 
and Orlando; establishment of Red 
Cross carrier service; liaison with 
naval base and air base; assem- 
bling of two complete staffs of 20 
persons each for 24-hour duty. 

The fact that the storm veered 
west and did not hit the Orlando 
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area does not detract in the least 
from the credit due the statio, 
management. The same conscien- 
tious effort was made at stations 
where the storm did hit. 

In the final analysis the record 
provides the best testimonial—ore 
life lost and property damage on|y 
25% of what was anticinated. 

More power to the Americen 
broadcaster! 

Rosert S. KELLER, 

Robert S. Keller Inc., New 

York. 


FRED FILLER 


Advertising 
Manager, 


Salem (Ohio) 
News 


handles the baby 


Smallest of 
our papers — but 
oldest of the group 


@ Back in 1896, our late, 
beloved founder of the Brush- 
Moore Group, Louis Brush, 
took over the publication of the 
Salem News. It’s the baby of 
the group in terms of circu- 
lation (now 7,098 net paid — 
Salem’s population, 14,000) but 
the oldest in point of mem- 
bership in the Brush-Moore 
Group. Fred, like all our ad- 
vertising executives, knows the 
ad business from classified on 
up. Give him a problem and 
you'll find that he knows what 
to do, when your salesmen 
arrive in Salem or when you 
circularize for new outlets or 
anything else you want done 
right. 


Compare these figures 
with any market 
twice its size! 


Salem Factory Payroll, 1948— 
$16,590,26! 


Value farm products, 1945 — 
$6,311,02> 


Retail Sales, 1947— 
$19,289,00.) 


Salem is an ideal spot for « 
test campaign —or a continuo! 
schedule. 


OUR 7 PAPERS 


© CANTON (OHIO) REPOSITORY 
@ STEUBENVILLE (OHIO) HERALD-ST/® 
@ SALISBURY (MD.) TIMES 


These 3 represented by 
Story, Brooks & Finley, Inc. 


@ MARION (OHIO) STAR 
@ EAST LIVERPOOL (OHIO) REVIEW 
© PORTSMOUTH (OHIO) TIMES 
@ SALEM (OHIO) NEWS 
These 4 represented by 
John W. Cullen Company 


iy 
BRUSH MOORE 
NEWSPAPERS 


CANTON ONO. 
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Readership Studies 
Are Valueless, Says 
Crowell’s Chenery 


New YorK—“ABC figures are 
the only accurate measure up to 
now, and the embellishment of 
solid figures by readership studies 
does not establish a basis of ad- 
vertising value.” This view was 
held by William L. Chenery, vice- 
president of Crowell-Collier Pub- 
lishing Co., during a panel discus- 
sion on “the part audience studies 
should play in magazine space buy- 
ing today,” at a meeting of the 
Media Men’s Association of New 
York. 

Mr. Chenery agreed that “it 
would be a good thing if we could 
measure the degree of reader in- 
terest accurately,” but he doesn’t 
think that is being done. However, 
he said it was quite natural that 
readership studies had been re- 
sorted to. 

Going back a bit, he pointed out 
that magazines and newspapers 
had suffered from radio competi- 
tion and the enormous claims made 
by radio. 

Accordingly, magazines started 
to employ continuing studies in 
retaliation. Then, he said, “one 
set of guesses could be just as 
large as another set of guesses.” 
This situation was part of the 
“temptation to get away from solid, 
auditable figures and into the 
realm of conjecture.” 


s Mr. Chenery noted there is “a 
peculiar thing about these studies. 
Seems that whoever makes them 
gets the breaks.”’ He repeated that 
there are ways of using audience 
research, as secondary and not 
basic information. “I don’t believe, 
though, that progress lies in sub- 
stituting imagination for solid 
facts,” he asserted. 

Vernon Myers, promotion man- 
ager of Look, on the other hand, 
contended that readership studies 
have a basic value to space buyers. 
As he saw it, the readership study, 
plus the buyer’s judgment, be- 
comes the determining factor in 
selecting one magazine or another. 

He explained there are certain 
standard tools which can be used 
in considering any magazine. These 
are the copy of the magazine it- 
self, the ABC report, the rate card, 
Standard Rate & Data, Lloyd Hall 
editorial analysis, and PIB reports. 
“Everything else you know,” he in- 
sisted, “is based on audience re- 
search. Until you introduce this 
research into the picture, you can’t 
talk in terms of how many people 
your advertising reaches.” 


# Mr. Myers declared that the 
lop magazines all are good maga- 
zines, and that readership studies 
show why one is bet’er than an- 
other in putting across a particular 
message. “It’s like selecting a car. 
You may have a choice of a lot of 
S001 ones, but you take one that 
has white-wall tires, a special 
feaiure that is important to you,” 
he -aid. 

Nr. Myers also believes these 
Stu. es should be used more. “I’m 
in the position of the media 
ou) or,” he pointed out. “When a 
man from ADVERTISING AGE, 
Pri ‘ers’ Ink, or Tide comes to see 
me, [’'d like to know how many 
reac ers go over each issue of his 
boo . I think there should be read- 
ers’ p studies in the trade field as 


4 | in all, Mr. Myers thinks “the 
‘ec! \iques aren’t perfect or the last 
WO! | in magazine selection, but 
auc ence research provides mate- 
‘a’ which is indispensable to the 
rtiser.”’ 

© 1estioned on the reliability of 
the techniques used, Mr. Myers 
Sal that “as long as you insist on 
reli ble, up-to-date methods, there 
hee be no fear of exaggeration of 
figu ves,” 

“$s to what qualifies a person 


as a reader, he said that recogniz- 
ing one article was sufficient. “You 
mean, then,” he was asked, “that 
a fellow getting a haircut has only 
to pick up a copy of Look and he 
becomes a reader?” 

Myers’ answer: “Yes, he is a 
reader, and a consumer. He just 
bought a haircut.” He added, how- 
ever, that only a minute percentage 
of Look readers qualified as such 
by reading only one piece. 

Summarizing the session, Mod- 
erator A. C. DePierro, media direc- 
tor of Geyer, Newell & Ganger, 
who presided, said there might be 
some difference of opinion on how 
to obtain audience research find- 
ings, but there was general agree- 
ment that readership studies had 
definite value as a supplementary 
tool. 


‘Look’ Increases Guarantee 
Look, New York, has announced 
a new circulation guarantee of 3,- 


000,000, to go into effect with the 
July 4, 1950, issue. The former 
guarantee was 2,850,000, and the 
percentage increase is 5.2%. Same 
rates per-page-per-thousand will 
hold, but will be adjusted to take 
into account the increased guaran- 
tee. Look reports that its circula- 
tion has been running well above 
the 3,000,000 mark for some time, 
with the last five issues hitting 
3,100,000 and newsstand sales for 
recent issues running 100,000 
ahead of last year’s figures. 


S. C. Johnson Names Herzog 


William W. Herzog, formerly in 
charge of the development and 
promotion of the new products in 
the Shake-Proof division of ILi- 
nois Tool Works, has been named 
sales analyst of S. C. Johnson & 
Son, Racine, Wis. 


Veg Packing Names Doner 


W. B. Doner & Co., New York, 
has been named to handle the ad- 
vertising and sales promotion of 


New York, 
cellophane 


Veg Packing Corp., 
packer of Veg-Pak, 
packed fresh vegetables. A test 
newspaper campaign has been 
launched in the New York area. A 
plastic apron premium is being ad- 
vertised and promoted through re- 
tail outlets. 


Ad Promotes Meter Plan 


Vahey Television Sales, Chicago, 
used 54 lines of copy—centered on 
a 2,480-line full page in the north- 
west metropolitan section of the 
Oct. 9 Chicago Tribune—to tell 
readers about its “No down pay- 
ment” 25¢ meter plan for the pur- 
chase of Admiral video sets. 


Publicity Club Elects 


Ralph E. Johnson, assistant su- 
perintendent of public relations of 
Western Electric Co., has been 
elected president of the Publicity 
Club of Chicago. Other officers 
are: Robert B. Johnson, sales pro- 
motion manager of the Merchan- 
dise Mart, Ist vice-president; Mil- 


dred Bruder, public relations di- 
rector of the Chicago Public Li- 
brary, 2nd vice-president; William 
G. Bishop, regional publicity direc- 
tor of Metro-Goldwyn-Mayer Pic- 
tures, 3rd vice-president; Evelyn 
Nelson, publicity director of the 
Blackstone Hotel, secretary; and 
Jim Hanlon, publicity director of 
WGN, treasurer. 


FOR RENT 


Valuable time, ‘below ceiling"’ rates, 
ready for early occupancy. Agent, 
Paul Raymer and Company. Owner 
KIOA, Des Moines, lowa. You can't 
go wrong with Des Moines’ only 10,- 
000 watt* station. It will serve your 
needs admirably in lowa's abundant 
market. Coverage maps, schedules 
and availabilities are yours for the 
asking, . . . See any Paul Raymer 
man or write direct to KIOA, Des 
Moines, lowa. 

*10,000 Watts day, 5,000 Watts night 


Advertisers are 


past few months! Here is the record of advertising linage gains or 


losses in the three Salt Lake newspapers for the first 8 months of 


1949 over 1948: 


turning 


to the 


DESERET NEWS 


Important things have happened in the Mountain West during the 


DESERET NEWS 


THE DESERET NEWS SHOWS 
SUBSTANTIAL GAIN IN LINAGE 


1949 over 1948 — First 8 Months 


The simple explanation is that ad- 
vertisers more and more are finding 
they get a better buy and better 
results in The Deseret News 


With a circulation of 83,887, daily 
and Sunday, The Deseret News takes 


The Slt Like 


DESERET NEWS 


PAPER “A” 


3% 


Source 


your message to an important group 
of traditionally industrious and in- 
fluential families in the Mountain 
West. Advertisers know they are 
responsive, able-to-buy families. 
Hence the continuing increase in lin- 
age scheduled in The Deseret News. 


Serves the Mountain West — Daily and Sunday 
National Representative: Cresmer & Woodward, Inc. 


PAPER “B” 


4.7% 


Media Records 
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Puerto Rico to Okay 
Another $750,000 
for Rum Advertising 


New YorkK—The Puerto Rican 
rum promotion swung into its sec- 
ond phase last week, with the is- 
lands’ legislature reportedly pre- 
pared to earmark another $750,000 
for advertising and promotion to 
run through March. 

The first phase of the campaign 
was a nine-month promotion on a 
$750,000 budget, which ended in 
September. Rum importers spent 
an equal amount, in a unique co- 
operative operation, and they will 


approximate the October-March 
budget. 

On evidence of shipments, the 
campaign seems successful. In the 
first eight months of 1949, 328,- 
960 cases were shipped by Puerto 
Rico, more than double the 142,- 
$97 cases shipped in the same 
period in 1948—according to “Mar- 
itime Register,” published by the 
Puerto Rico Chamber of Com- 
merce. 

The drive, begun to rescue rum 
from its postwar plunge, is under 
the direction of the Puerto Rico 
Industrial Development Co., a 
government agency. In the U. S., 
the drive is directed by Arthur D. 
Little Inc., an industrial engineer- 


AND DISPLAY STUDIO 
17 WORTH WasasH ave 


PS 


“+ DISPLAY CARDS 
* POSTERS + SIGNS 
., * SALES PRESENTATIONS 


“ » SCREEN PROCESS PRINTING 


ing company, and McCann-Erick- 


son is the agency for the Puerto 
Rican end of the joint campaign. 


Morgan Reichner Starts 
Consulting Service 


Morgan Reichner, formerly a 
vice-president of Buchanan & Co., 
has launched a consulting service 
for sales promotion, Morgan Reich- 
ner Inc. With headquarters at 25 
W. 43rd St., New York, the firm is 
set up to originate sales promotion, 
merchandising, and advertising 
plans. 

Mr. Reichner has had 22 years’ 
experience in advertising agencies. 
He served Batten, Barton, Durstine 
& Osborn as an account executive 
and also was vice-president and a 
director of Abbott Kimball Co. 


Swartzbaugh Names Fowler 


Richard R. Fowler, who has been 
operating his own business, Man- 
agement Counsel, has been named 
sales promotion manager of 
Swartzbaugh Mfg. Co., Toledo, 
manufacturer of Everhot electrical 
appliances and Ideal food convey- 
ors. 


INSTALLED—C. L. (Chet) Thomas, general manager of KXOK and KXOK-FM and new 
president of the St. Louis Advertising Club, receives the gavel from the retiring pre:- 
ident, James B. Wilson, of D’Arcy Advertising Co. The club’s officers are (left to 
right) Hubert Echele, Warwick Typographers, treasurer; Leslie E. Pritchard, St. 
Louis Post-Dispatch, secretary; Arthur J. Casey, Gardner Advertising Co., 2nd vice- 
president; Mr. Thomas; Mr. Wilson; Don O. Pyke, Graham Paper Co., Ist vice- 
president; and Richard C. Lynch, Oakleigh R. French & Associates, 3rd vice-president. 


KTTV Appoints Bulotti 


Charles Bulotti Jr., formerly 
program director of the Don Lee 
Network, has been appointed pro- 
duction director of KTTV, Los 
Angeles television station. 
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2. THE DAIRY INDUSTRY is developing fast in 
Louisiana. With year-round pasturage and growing 
markets, it’s adding millions to the state’s diversified 


WWL-—LAND 


The greatest selling power 
in the South’s greatest city 


CBS AFFILIATE 


farm income. 


1. st. JOHN PLANTATION, near St. Martins- 
ville, Louisiana, was built in 1828 by Alexandre 
Etienne de Clouet. Since 1887, St. John has been 
owned by a prominent New Orleans family, who 
have faithfully preserved the grace and dignity 
of its ante-bellum architecture. 


Another reason why WWL - land 


exceeds the national average in increased income, 
increased buying power, and general prosperity. 


3. WWL’S COVERAGE OF THE DEEP SOUTH 
50,000 watts—high-power, affording advertisers low- 
cost dominance of this new-rich market. 


BMB 
from the 


yo of WWL-coverage and other data avatlabdle 
atz Agency, Inc., our National Representatives 


McCreery Purchases 
Control of Agency 
on Pacific Coast 


HoLtywoop—wWalter McCreery, 
president, has purchased control- 
ling interest in Smith, Bull & Mc- 
Creery, advertising agency with 
headquarters here, it has been an- 
nounced. 

One of the stockholders, Frank 
Bull, will remain on the board of 
directors but will be associated 
henceforth with V. R. (Dick) 
Smith in a new organization, 
Smith & Bull. Both still hold stock 
in the agency corporation. 

Reason given for the move is 
the agency’s “rapid expansion in 
the national advertising field.” To 
avoid confusion which might re- 
sult from the similarity of names, 
it is planned to change the name 
of the corporation. 

Smith, Bull & McCreery offices 
have been moved to larger quarters 
at 9344 Wilshire Blvd., Beverly 
Hills. The San Francisco office, 
managed by Robert Selby, and the 
New York office, managed by 
Mayfield Keylor, also will be en- 
larged as part of the agency’s ex- 
pansion, Mr. McCreery said. The 
head office in Beverly Hills will 
engage a staff of 25 persons, he 
added. 


Brochure Shows Growth 
of British Columbia 


The growth of British Colum- 
bia’s industry and commerce dur- 
ing the past decade is portrayed in 
the fourth edition of “The British 
Columbia Trend,” recently pub- 
lished by O’Brien Advertising Ltd., 
Vancouver. 

The 20-page brochure, litho- 
graphed in three colors, employs 4 
“Pattern for Enterprise” theme 
and shows, in graphs and ten-year 
tables, the advance in markets, 
production and major facilities. 


St. Louis TV Sets Gain 


A total of 49,500 television re- 
ceivers were installed in the a:ea 
covered by KSD-TV, St. Louis. as 
of Oct. 1, according to the Union 
Electric Co. of Missouri. Of ‘he 
total, 45,500 are residential inst: |!- 
ations, the remainder in pw ic 
places. 


15 MILLION 
NEGROES 


MUST EAT AND DRIPK 


And they have 10 billion dollars ‘ 
spend! If you have food, drinks, « * 
metics, liquor or any other prod: ‘S 
to sell, the best way to reach the 
gro is through the Negro papers 4 
magazines he reads with interest 4 
confidence. Advertising in these * 
pers pays big dividends, for the A’ ™ 
ican Negro is the most loyal custo 
in the world. For full informatio: >‘ 
this great market, write today ° 
Interstate United Newspapers, Inc. °5 
Fifth Ave., N. Y., serving Ameri * 
leading advertisers for over a dec® ° 


NOTE: We now have facts compiled b) "* 
* Research Co. of America on bi "4 
preferences of Negroes from coast to © vst, 
the only study of Its kind ever made. Write °¥ 
for this free information, 
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Rayon Summer Suits |2ecomes Van Houten Inc. ‘L. A. Daily News’ Names Mau 
Van MHouten-Rankifis, Detroit,; Kendall J. Mau, formerly as- 
Gain on Worsteds creator and distributor of national | sistant to the advertising director 
service posters, has changed its|of Western Air Lines, has been 
New YorK—Summer suits made|name to Van Houten Inc. and|named assistant to the promotion 
wholly or partly of rayon are likely| moved from 1020 Dime Bldg. to/director of the Los Angeles Daily 
oa +) outsell tropical worsteds next | 16141 Harper Corner Bedford. News. 
.ear for the first time, according 
i) a survey just completed by | Rejoins Street & Smith Appoints Gauthier 
Men’s Wear Magazine, a Fairchild Chris Dunne, at one time with J. N. Gauthier, formerly repre- E LECT ROTYPE co. 
publication. Street & Smith Publications, New| senting Harold F. Ritchie & Co. oe ee ai 
Of men’s summer suits sold last | York, and most recently with Dell|in the Montreal area, has been i ee * to papa Bear 
summer, the survey shows, 35% Publishing Co., has rejoined S&S appointed sales manager of the 
were tropical worsteds, 24% all- for 7 —— sales — of Living cee ty Meee nee of the National 
rayon fabrics, 19% light-weight oung Homemakers. rug emical Co. of Canada. 
worsted gabardines, and 17% 
new rayon blends which included wool 
pres and cotton. 
ft to For the summer of 1950, retail- 
2 St. ers estimate that tropical worsteds 
a will drop to 28%, worsted gabar- 
dent. dines to 17%, and that sales of 
viscose rayon and acetate blends 
will be about 30%. They expect 
eS rayon and wool blends to go to 
6% from the 5% of last season, 
4 and that rayon-and-cotton cords, 
sharkskins, etc., will go from 6% 
of last summer to 8% in 1950. 
reery In other words, Men’s Wear 
strol- finds that while the all-wool sum- 
. Me- mer suits (tropical worsteds and 
with worsted gabardines combined) ac- 
» an- counted for 54% of those sold this 
year, and 42% were of rayon or 
‘rank rayon blended with other fibers, 
rd of the position next year is expected 
iated to be reversed, with 51% of sum- 
Dick) mer suit sales in the rayon and 
ation, rayon blend category, and 45% 
stock in the all-wools. ’ 
ve is MEN’S JEWELRY SALES 
mn in FOR 1950 TO BE UP . 
.” To New YorK—Next year should 
t re- break all records for the sale of 
ames, men’s jewelry, according to a sur- 
name vey made by Men’s Wear Maga- a 
zine. 
ffices Sales figures for the first six 
arters months of 1949, the magazine 
verly found, were 15% ahead of the cor- 
ffice, responding period of 1948 in 61% 
d the of the men’s stores questioned. Of 
i by 24% of the stores reporting a drop 
e en- in jewelry sales for the same pe- 
S ex- riod, decreases ranged from minus 
| The one to 15%. The remaining 15% 
| will of the stores questioned reported 
s, he jewelry sales running on a par 
with 1948. 
Men’s jewelry in specialty stores 
is reported chiefly a brand item. 
Most of the stores said they han- 
Jlum- dled one or two brand lines of 
dur- cuff links, tie bars, key chains, etc. 
ed in In cuff links, for instance, 56% 
~ of the stores carried one brand 
. line, 31% carried two, and the : 
Ltd. Tf other 13% carried three or four. * Popular Mechanics —with over a million circulation, 
Se Best-selling price for cuff links 
~ wns ee fo be $250. Collar and 4,500,000 male readers—gives you a big man market 
— a = a were found to be the and the best prospects for any man-bought product. 
rkets, 
ot WEZ Appoints Stilli 
John G. Stilli Jr. has been ap- Of every 12 American men, one reads Popular Mechanics. 
n re- ory bratty | ee That’s a thick slice of the national market for 
area Stations WBZ and WBZA and the man-bought products. More important still, this one man 
is, aS affiliated FM and television sta- in every dozen is your best prospect for anything 
Jnion tions in Boston. For the past two men buy. 
J 1. years he has produced television 
. ic shows for WPTZ, Philadelphia. The Popular Mechanics reader has a hunger for facts 
Ley and ideas that’s never satisfied. That’s why he reads ads 
= deliberately. That’s why he’s more responsive to 
ci advertising. And that’s why he’s known to his neighbors 
H SERVE YOu BETTER = as the man to consult before they buy advertised products. 
. Don’t miss this big man market . . . this influential man 
| 6 WE HAVE MOVED ‘ market .. . this best man market. 
& ie 
vK 321 S. Plymouth Ct. 
rs to : Ser, 
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| KFYR 


‘i 550 KC 5000 WATTS 
NBC AFFILIATE 
BISMARCK, N. DAK. 


wre pee 


SD 


=. 


Vz 
at NEED MORE- 
_ COVERAGE? 


Then you need KFYR, whose signal comes in loud 
and clear in a larger area than any other station 
in the U.S. A. And that isn't all! KFYR enjoys a 
choice frequency of 550 kilocycles, is located in 
the center of an area noted for excellent ground 
conductivity. 24 years of listener loyalty, too. 


Ask any John Blair man to prove it. 


Philco Dealers Will 
Help L. A. Company 
Sell Toy TV Sets 


Los ANGELES—Precision Special- 
ties Inc. has joined with Philco 
Corp. to market a new plastic toy 
television set, a miniature of a 
Philco, which offers both illumi- 
nated pictures and an ultra-mod- 
ern piggy bank. 

The toy, selling at $1.49, will be 
handled by Philco dealers as well 
as through regular channels—de- 
partment stores, variety and chain 
outlets, drug stores, model and 
hobby shops. 

Philco dealers will refund the 
cost of the toy when a full-size 
television receiver is purchased. 
Use of the piggy bank to save for 
a down payment on a set will also 
be promoted. 

The toy set is plastic. The “tele- 
vision” illusion is given when a 
strip of eight pictures, illuminated 
by a bulb and a Philco flashlight 
battery, is turned into view by a 
selector knob. In between pictures 
the light is off. 


ws Original film consists of sports 
action shots. Precision plans three 
additional film groups (zoo, circus 
and rodeo). 

Promotionally, Philco will pro- 
vide an instructive booklet telling 
how television works with each 


sure 
you. 
man 


AS. GRANT, Atlonto 


We'd like to suggest, this same, 


JOUN S$. KNIGHT, Publisher 
STORY, BROOKS & FINLEY, Notional Representotives 


Affilicted Stotions -- WQAM, WOAM-FM 


responsiveness can work for 
Why not check the SB&F 
today for the facts? 


The § 


35,000 football fans poured into Miami’s famed Orange 
Bowl to see eight teams and two championship bands go 
through their paces in a fast, colorful, expert demonstration 
of the game’s fine points. The occasion was the 4th Annual 
Miami Herald Football Clinic, which this year broke all 
attendance records for a newspaper-sponsored event in 
the state of Florida. 


Together with the Miami Herald Spelling Bee, in which 
56,000 school children from 24 counties took part, this 
spectacle vividly demonstrates the 
all-out support Miami Herald 
readers give regularly to their 
favorite newspaper. 


on aaa 


Florida's Most 


iami Herald 
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covery of 


To keep your hair handsome and 
healthy looking—you must have a 
‘hygienic’ scalp. Remember water 
is no hair tonic. And don’t keep 
on plastering your hair with 
sticky gooey products which 
cover scalp with dirt-catching 


The Creative Mans Corner 


The Corner recently called attention to what it considered 
the bad taste of a Lifebuoy ad which mentioned the dis- 
B. O. on 13 parts of the body. It would like to 


nominate for inclusion in this same category the Krem! ad, 
“Avoid SCALP SCUM if you want handsome healthy-look- 
ing hair.” 

SCALP SCUM is undoubtedly the obverse side of the F. N. 
coin—the Finger-Nail Test of Wildroot. Maybe this constant 
exposure of our physical frailties will encourage some of us 


MREME 40 77uc 


to put cleanliness where it belongs, next to godliness. But 
The Corner sincerely feels that hair tonic can be sold on a 
more wholesome and effective basis than this. 

In fact, The Corner wonders if this is actually smart sell- 
ing. As far as he is concerned, he wouldn’t have a bottle of 
Kreml seen on his bathroom shelf after an ad like this. It 
would be a too indelicate admission that he himself suffers 
from SCALP SCUM and only avoids this serious social and 
physical defect through such a product as Kreml. He would 
much prefer to exhibit a bottle of Vitalis, so that guests— 
checking his bathroom inventory—might be led to the con- 
clusion that he, just like the boys in the Vitalis ads, is the 
type of male that causes females to turn and sigh. 


‘scum.’ Use Kreml! There’s noth- 
ing better than Kreml to keep 
hair handsomely in place, yet it 
never feels or looks greasy. Kreml 
Hair Tonic keeps your hair— 
scalp always feeling as delightfully 
clean as the day you washed it. 

And Kreml is such a wonderful 
treatment for your hair and scalp 
to keep hair always looking 
healthy and handsome, to remove 
itchy dandruff flakes, lubricate 
dry hair and a dry scalp. Change 
to miracle-working Kreml today! 


toy set. It will also supply four- 
color window streamers and ad 
mats to dealers, along with infor- 
mation and instructions on the toy 
when used as a bank. 

Precision Specialties is pushing 
the set through its regular mer- 
chandising channels, with adver- 
tising and publicity in the toy 
trade and department store 
trade press, banners for windows 
and stores, and merchandising sug- 
gestions for promoting the tie-up 
with Philco. 


Precision, which markets under 
the trade name of Revell products, 
also has extensive tie-ins with 
Walt Disney characters. Sudler 
Company, Los Angeles, handles 
Precision’s advertising and pro- 
motion. 


Fournival Joins Steele 


Ray Fournival, formerly with 
Robert B. Young Advertising 
Agency, San Francisco, has joined 
Don Steele Advertising, San Fran- 
cisco, as public relations director. 


Cal 


You'll see dynamic photo blow-ups 
in effective use, and you'll get the 
“inside” facts about this dramatic 
display medium. 
today — with our compliments. 


Copy Service, Inc. 


STate 2-5977 | 123 N. WACKER DR., CHICAGO 6 


Get YOUR copy 


Pte ara Sen es ; ‘ fis S eal : ; . 1 : wes py, Hay eh = = , te e ‘ ee a “ee vee oy % 3 ky « i ae ae ee : ee a 
pe ee ee ee gee me er a eer Oe ae eS re - ap ee Fi tye oe ee eae, Oe tae mbes ule 
Rae So ee eee i ee et a Re Mia, '& = ae Se ae ew ey ka eee Re eee ee eee wo one fee. ae asi eteits 
eS | 50 es 
= 5 ‘a a ar) Bs | 

= > ‘) DD. e:"« Ex 5 
SN : WE ‘ys Z- ag as 
; \ SG > 
ia Ry SY BS MQ \ 5 

Ry - WO Si ©°01ngé SS >" 
ae. ie WS \\ x (? b 
gare. ae PSS 
A ileal : ; ~~ 5 eet 4 | 

-e' 
a 6 
Nes - 
| a | 
ae 

a fq » 

et It ; 
7“ y tt LESS WS = | AVOID 
ae S_-S 
% : ~ ~ 
| oO a oe a DSOME 
: ~S . 
| ee ger \. WANT HAN 
mi oe 4 a“ S if you 1 
| 1 an NG HAIR. 
a ; . (7 LTHY- 
Bi aes fF ff) —— J HEA 
ee 4 ae 
ee i oe 
1 ) 3 
Ny ' 
SS U6nl |S 
’ 
Be 
blir 2 | : ————— 
ide, a | 
S SS  —— —— —————————————————————_—_— eee rnvmwORODODO0DO EEO os 
N | ie ; : ; ce — 4 : i se - y 
a Br ee ae”. eRe ei I i Os Ose 7 ae ris ae Meer a ee 
2 | Rein re = ae ee i — op eae aX oat Me See ia ae ee 
Fe A. 3 ae a Cee oe ee ee ee Bee ek ae a re or “pe a 
} Le os ge g oo eee ee gg re eet ie BE Te ris Sr ; ae 2 
. Ned «YS, I x LL, OE rand a eas Nn ala ES A. iy Wak 2 ae 
8 EE nl) ne enn wae ae 
eat . , et roneet ey A oor is Pet OS eee een Sane ’ Vee ae Vee. Ae 
Ate if es Be She try Pee RON re ens Dita or aa Rese ORL oe eg aS eeeemie Neeet Toei. a Reihee S 

rae. if ws ’ . hoe Sas... wt eS a = : " oo me Sees. oe ee ee %, een ne : fe Se he 
eae . % Ee Od: ce a Seg sd stcu 
este if I, wt ! eT a “hee a a a MS pid Cle PE tg Reg i Raa 
ee y % ae ae - he: ; = mack’, ae ay ce Sera : a 

oe a ae TO Ge 3 es 

a Ll ee ie pre, et BS ane a a fo 
Suga on, gee ie Shade de, Oe a RI i ieee <2 hs Sa hoes ee 
Peer ets. gah oie a ee ena a Ree : ae ae i ee 
ae a Pa. See “ F. . Des Rea “be as ERR ern? 4 t Cbs OG ot Ue eminence 
BBB oe as pict nindeh' 4! : ee oe 

Peet r & ‘ ors pn oe a . wD Paar teh - ee ar ‘ 4 ‘ hits J . ieee: . ; : 

fs P Fh i i, r ‘ bs * & ;. q eee ape < 
3 ie x : ny Ae 1M ae Pe ay by Pr 7 ihe Sage ah BP ae ees ae a 
> 2 Fal a 7 a of F 2 ee, : a ‘e nag On ae oscar cee Se 
. was eee C= ff, EF 4h kK} bh MPS 
ie oe ee gre eh Fo, Wicket r iy # OF Bo uf Kgs tas BS fo 
por te : a’ : as :% aX h ney fa hg te chet aos be Sat pe si ek Em ia 
meet ah 4 ase “Sg ee ~ 7%. +4 ; (j= ee Was An it ah Deal eae wo, eae es wate Co ra wt Pg 
Nene ; . a ; Me rt. “i -/f. ff * ree wee ef $ a. ens nt ses % eG ? as Be 
ee) Aa’ nal ey EM ne Ci cr Pe AT i 
re wis, ee gt Y Be en rN TA ts en te ph eee 
: * Res, Oy * BAP Lae ; oa ONS \ Yet at Cen. 6 Apes ; Ee « 
oe een “ 1 gar eet et ont ies aft s¥ 
y of oe eee : 3 a “athe * ot as a “s na — is had st : Nr awe a 4 Om oe e's s 
j 1 —_— a! a : 3 ce a ; fas : ig J pete PO ey z in 
; oa ee Yon. : 2 ‘" 7 ~ eee = Ps $ 2 ee F : se 
ey p) - > ; a : 7 ws 
| ! \\ E BOWL aes i 
‘ + 
i , 4 ag & ens 
| ng 4 
beat er ‘ 4 A 4 a ee z a aaa 
Nee ubes | OE ae RM ee ate RO TE I ee | 
os a | M te! PG ee ee | | 
bas F0 ee ee es 
ice I le a 
nee : CLINIC le ye oe eee a a 
Lee 7 ‘ee ne ONE ee Ua yy a le ak a | 
ie het . ‘Pi Seas Bian fat en y 
im ~ c Ae oe 
vill og i \ 4 * 7 . | 
08 | A copy 
Bree: . 
ce is 
a Ma} marked 
aes i. | 
ye - | 

i for YOU! 
een ; ‘ + a Gi ae 
ie r Ue lant Print 
hint ae > “ 9 ‘ 
| iia Ss <= Skee a: 

, ee Ly tee 00k = 
: i aa ae ’ 
Ag ; TPL Sie a ~ 4 - n 
ae : eis, ll ee, - -- © } 
le a oe . a 
ie % foe - = oe 
: eee < pst . 
: late ad re) co 
j ee NEES Rapid | 
ase es 
a ee 
E MIAMI -- An International Market 
a ae 
oe tt Se y . ; aoe: 


with 
sing 
yined 
‘ran- 
ctor. 


This is 


The new MagazZine 3, ir jesisies 


The best things 


Look and Quick coming late in January 


No literary review, Flair will publish literature... 
the dest literature. 


No slave to fashion, Flair will single out clothes... 
the dest clothes. 


No art magazine, Flair will reproduce art... 
the dest art. 


No travel magazine, F/air will counsel on travel... 
the dest in travel. 


No decorator’s handmaiden, Fir will discuss decor... 
the best decor. 

No Broadway Bible, F/air wiil express the theatre... 
the best theatre. 


No joke book, F/air will examine entertainment... 
the dest in humor and entertainment. 


Yes Flair will extract the best things, the first things 


and the smart things from all of these fields. 
Flair will be a coordinator of the arts of living, 
uniting its readers in an aristocracy of taste. 


Visually, Flair will give you the joy of discovery, the 


thrill of surprise. There will be exciting inserts, 
sudden changes of texture, slick paper one minute, 
gravel-voiced grain paper the next, built-in books. 
Flair will be a completely new and different magazine 
with a vital touch all its own. For the first time 
in publishing history, Flair will weld together in a 
Single magazine the best of the best for both 
men and women. This, then, is Flair. 


... the first things...the smart things...in a single magazine 


Memo to advertisers: For the first time in 


advertising history, Flair offers to advertisers of the 
best products a single market of men and women 
deliberately conditioned and eager for the best 
of everything. Closing date for first issue (February 
1950)... December 1st. For complete advertising 
information, address Flair, the new monthly Cowles 
magazine by the publishers of Look and Quick. 


In New York, 488 Madison Ave., Murray Hill 2-8730 
In Chicago, 333 N. Michigan Ave., Central 6-8127 
In San Francisco, 3010 Russ Bldg., Yukon 2-3541 
In Paris, 7 Place Vendome, Opera 57-94 
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MUTUAL'S GIANT OF THE DAKOTAS 


KSDN 


ABERDEEN 
SOUTH DAKOTA 


announces the appointment of 


WEED & CO. 


AS NATIONAL REPRESENTATIVES 


KSDN, 930 KILOCYCLES, 1000 WATTS 


Medical Group 
May Take Case 


to Ad Columns 


Cuicaco—The American Medi- 
cal Association may carry its case 
against the government-sponsored 
health insurance plan to major 
media next year, it was hinted here 
at a press conference. 

Although AMA officials and 
Clem Whitaker of Whitaker & Bax- 
ter, the association’s public rela- 
tions counsel, did not say that the 
AMA would use paid advertising, 
they did say that such a campaign 
could not be undertaken until next 
year because funds would not be 
available until then. 

Two other factors suggest that 


LIBBY LINEUP—On hand for a preview performance of “‘Auction-Aire,” Libby, McNeil! 
& Libby’s new ABC-TV show in New York, were (left to right): Paul Hinz, Libby’s trade 
promotion manager; Burke Herrick, J. Walter Thompson Co.; P. G. Asendorf, manage: 
of Libby’s New York branch; ABC President Mark Woods; Auctioneer Jack Gregson, 
and John Masterson of Masterson, Reedy & Nelson, producer of the program. 


such advertising may be contem- 
plated. First, the conference was 
called to issue a statement from 
the association’s board of,.trustees 


— 


What; happens when a hood goes up 7 


Put your product where lifted hoods can mean 
lifted sales curves for you. Tell your story from 
top to bottom of oil company and oil jobber 
organizations through National Petroleum News 

. the oil industry’s marketing magazine! 


It’s not always just a quart of oil that’s sold 
when a car hood is lifted at the service station. 
Eyes that read oil gauges spot the need for new 
spark plugs, fan belts and filters, too. That’s why, 
today, there are volume sales of automotive items 
at what once was merely the corner gas station. 


Wondered how to get your product into the 
best service stations of the nation? It’s done by 
convincing the oil companies and oil jobbers. 
You need the support of the whole organization, 
too, from top official down through headquarters 


Planning to build sales through service stations? 


Write for helpful, new fact-booklet titled “TBA”. 


* 1s BAN is the oil industry's designa- 
tion for tires, batteries and 


charging that 16 investigations of 
state, county and other medical 
associations by the Federal Bureau 
of Investigation are politically in- 
spired. 


a These investigations, begun in 
the past 30 days, follow the ap- 
pointment of J. Howard McGrath 


as attorney general. Mr, McGrath, 


while a member of Congress, aided 
the fight for government-spon- 


J sored health insurance. 


In the course of the meeting, 
there were a number of references 
to the Great Atlantic & Pacific 
Tea Co.’s advertisements in news- 
papers protesting the anti-trust ac- 
tion against that company, indi- 
cating that AMA officials have 
been thinking of adopting similar 
action if the anti-trust division 
takes the AMA to court. 

The second indication of con- 
templated action stems from the 
wording of the board of trustees’ 
statement, which asserts: “The 
board... [is] protesting the use of 
a police arm of the government... 
in a campaign to discredit Amer- 
ican medicine and terrorize physi- 
cians into abandoning their oppo- 
sition to compulsory health insur- 
ance.” 

Further, the trustees declared: 
“... Wwe are convinced that these 
are not bona fide anti-trust in- 
vestigations, and that the Ameri- 
can people will not tolerate police 
state methods in this country... 


ws “Certainly it will be a travesty 
on justice if the anti-trust divi- 
sion of the Justice Department 
can be used to silence opposition 
to the creation of a government 
trust in medicine... 

“We recognize that politically- 
motivated attacks have been made 
on many other groups by this di- 
vision of the government, and we 
invite their cooperation with Amer- 
ican medicine in an effort to alert 
the American people to the serious- 
ness of this trend toward police 
state methods.” 


Pillsbury Sets Holiday 
Drive for Pie Crust Mix 


The grocery products division 
Pillsbury Mills, Minneapolis, h« 
announced plans for a_ holid’: 
campaign during November a 
December promoting pumpkin a: 
mince pies made with Pillsbur 
pie crust mix. The schedule i 
cludes spot radio and Pillsbur 
“Grand Central Station” progr: 
over CBS, Saturdays, plus foi 
color ads in November issues 


ure 


< 


tirnweirewmi wm be 


and field divisions. You need the confidence of 
sales and merchandising crews which train service 
station personnel and know that successful TBA 
sales records depend upon quality merchandise. 


The American Weekly, Family C 
cle, Good Housekeeping, Para’, ing, 
This Week Magazine, Weste " Veste 
Family and Woman’s Day. made 

In addition, 1,000-line nev - erti 
paper ads in 22 cities not cove: 4 re 
by The American Weekly, Parc ¢ ‘ 
and This Week Magazine will ©& 
used. 


Two Leave Station WNAW a | 


Michael Fallon and Mark ° Dur 
Houghton have resigned from * F 
sales staff of Station WNA . , 
North Adams, Mass. Mr. Fall: . hey 
who was assistant sales manag . wae 


accessories now being sold in planned 
programs directed by oil companies and 
oil jobbers, conducted through the na- 
tion's best service stations, promoted by 
National Petroleum News. 


® 

National Petroleum News 
Iaal 

—— bE =f =. > oe Fil has not disclosed his future pla is nx 


STORAGE TRANSPORTATION MERCHANDISING — ates: Mr. Houghton has joined the - . Burk 
— - — SR a ee - erti . . 
1213 West Third St., Cleveland 13, Ohio... Offices in New York, Philadelphia, Chicago, Houston cnd Los Angeles ae eealasareaeeab nuit 
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Creditors’ Payment 
Pian Approved for 
Mills Industries 


Saicaco—The financial picture 
looks a lot brighter, Mills In- 
dustries Inc., vending machine 
maker, indicated last week. 

Not only has it shown a “satis- 
factory profit” for 1949, but 
creditors and the government have 
okayed a voluntary plan of debt 
settlement. 

Ralph Mills, board chairman, 
said in announcing the settlement 
that Mills’ financial situation is 
excellent. Bank loans have been 
reduced by $2,500,000, he added, 
inventories have been cut and bus- 
iness has been profitable despite 
the “extraordinary expenses in- 
curred in consolidating opera- 
tions.” That consolidation, he said, 
also will be reflected in future 
earnings. 

According to terms of the credi- 
tors’ plan, 54% of the 60-year-old 
company’s creditors will be paid 
immediately out of funds already 
ieposited with a federal district 
court officer. Remaining creditors, 
with aggregate claims of $3,400,- 
000, will be given full payment 
with interest; of this amount, 20% 
will be paid immediately and 20% 
more will be paid in four annual 
payments. 


s The plan, growing out of nego- 
tiations under way since 1947 with 
1 creditors’ committee, has been 
approved by Wallace Streeter, 
court referee, without the neces- 
sity of appointment of a receiver 
by the federal court. 

Mills Industries, which claims 
to be the world’s biggest manu- 
facturer of coin operated vending 
machines, turns out automatic soft 
drink machines with change-mak- 
ers; compressors and condensing 
units for air conditioning and re- 
frigeration uses; gum and candy 
vending units; weighing scales, 
and other coin-operating devices. 
During negotiations with creditors, 
Mr. Mills emphasized, the company 
has maintained full possession of 
plant and equipment, has kept its 
production lines going uninter- 
ruptedly, and has preserved both 
its domestic and foreign markets. 


Researchers Asked 
to Help Curb False 
Statistics in Ads 


New YorK—Users and compilers 
f research findings, which are 
ised as the basis of claims and 
statements in advertising, are be- 
ng asked to cooperate with the 
National Better Business Bureau in 
ssuring the accuracy and prevent- 
1g the misuse of such material. 
John J. Burke, director of the 
ureau’s still relatively new divi- 
10n of research practices, com- 
menting last week on the greater 
sé in advertising of statistical 
lata based on consumer preference 
polls and similar surveys, stated 
ome advertisers are “poking 
‘un «| this type of research copy.” 
De pite this, Mr. Burke said, 
nate and accurate research 
ias a) important place in advertis- 
‘Ng, «1d millions of dollars are in- 
veste| in it annually. “Slurs” 
on the use of research in ad- 


rti: ng, Mr. Burke emphasized, 
‘ve a matter of concern to the bu- 
reau 4 
"Tl. bureau’s division of re- 
‘far. practices has just com- 
_ its first year of operations. 
Durj 


g this time its major activity 
a een in combating false use 
* esearch and poll-taking tech- 
“QU:s in door-to-door selling. It 
. 20» turning more attention, Mr. 
“uk said, to what will be its 
“ain work, the investigation of 
mable use of research data 


in advertising. 

The bureau believes, Mr. Burke 
said, that “every use of research 
in advertising that is questionable 
on grounds that it is pseudo-re- 
search, or is bona fide research that 
had been distorted, should be re- 
ported and investigated with a 
view of protecting conscientious 
research workers from those who, 
wittingly or otherwise, would 
bring the use of research in ad- 
vertising into disrepute.” 


Promotes Woodward 


Carl E. Woodward has been ad- 
vanced from eastern sales manager 
of the American Metal Hose 
branch of American Brass Co., 
Waterbury, Conn., to director of 
sales promotion of American Brass 


Co. 


Bingham Joins Kimball 


Madolin Bingham, formerly ad- 


vertising and publicity director of 
Munsingwear, Minneapolis, has 
joined the San Francisco office of 
Abbott Kimball Co. as an account 
executive. 


Appoints Fisher Agency 


Farbest Pharmaceutical Co., New 
York, distributor of Mucinum, 
French laxative, has appointed 
Stanton B. Fisher Inc., New York, 
to handle advertising for the in- 
troduction of the product to Am- 
erican markets. A test campaign 
in newspapers and by direct mail 
has been launched. 


Markay Switches Agency 

Markay Waist House, New York, 
manufacturer of waists and 
blouses, has named Wiley, Frazee 
& Davenport, New York, to handle 
advertising and promotion. Na- 
tional magazines, direct mail and 
point of sale material will be used. 
Hirshon-Garfield formerly had the 
account. 


Courtaulds Appoints Two 


Brinley Taylor, formerly gen- 
eral sales manager of Courtaulds 
(Canada) Ltd., Cornwall, has been 
named vice-president. Peter W. 
Webb, who also has been made 
a director of the company, has 
been appointed to succeed Mr. 
Taylor as general sales manager. 


MODERN 
MEDICINE 


THE JOURNAL OF DIAGNOSIS AND TREATMENT 


...With Major* 
Advertisers 


...with Advertisers 
BECAUSE... 


First with Doctors 


Reaches Every Practicing 
Physician . . . Twice-a-Month 


% In Any Monthly or Semi-Monthly 
Publication 


To unload 
a wagon- 


If you’re an old pitchfork and shovel man 
yourself... you'll hardly believe your eyes at 
the way they unload wagons down on the old, 


but soil-restored farm these days! 

A tip-up truck body dumps the load... 
Revolving belts of canvas, screen or slats on the 
wagon bottom, powered by the tractor engine, 
convey the content out at the back or side... 
Blower systems suck up small grains from wagon 
to storage loft... False end boards, cable driven, 
force the load out the open end... Portable 
conveyors carry hay off the stacked wagon... 
Hoists, powered by the moving tires of another 
tractor, lift up the front of the wagon. 

Unloading varies according to the load and 
what’s done with it. Farmers quarterback the 
machines that do dirty work and heavy duty 
easily and quickly, on the modern farm. 


Farming is a business today... big business, 
and profitable. In the fifteen Heart states which 
have the best soil, largest farm investments, top 
yields, the highest returns... are almost a million 


SuccEssFUL FARMING subscribers who averaged 


around $10,000 in gross income each of the last 


two years... 


markets in the world today! 

No advertising program is properly balanced 
today, unless it allots some effort to this new bloc 
of great wealth and high buying power. . 
general media are not effort enough to effectively 
reach this market. Only SuccessruL Farminc has 
the spread, penetration and influence that sells the 


most of the best farmers. 


If you don’t know as much as you'd like 
about the present farm market, call any SF office 
for the facts... SuccessFuL FARMING, Des Moines, 
New York, Chicago, Cleveland, Detroit, Atlanta, 
San Francisco, Los Angeles. 


. and represent one of the best 


. and 
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‘Woman's Day’ 
Hits $6,000,000 


in Ad Revenue 


A&P-Distributed Book 
Achieves Largest Single 
Copy Sale: 3,469,000 
New YorK—Twelve years ago 
this month, Woman’s Day, carry- 


ing color only on cover pages, and 
totaling a modest 32 pages, joined 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 


the ranks of women’s service mag- 
ally by Burn-Smith 
Co., Inc. 


azines. 

Last month the publication, with 
an ABC circulation of 3,469,544 
(first six months, 1949) and adver- 
tising revenue which will exceed 
$6,000,000 for 1949, completed its 
move into the major magazine 
league by becoming a member of 
the Magazine Advertising Bureau. 

Woman’s Day really began dur- 
ing the depression, when A&P 
stores distributed a menu pamphlet 
each week as a service to custom- 
ers. The menu emphasized recipes 
by which to get the most benefit 
from the housewife’s food dollar, 
and told how to make food money 
go further in the kitchen as well 
as in the store. 


s Customer reaction to distribu- 
tion of the menus was so favorable 
that A&P management decided to 
broaden the leaflet into a maga- 
zine in the spring of 1937. In July 
of that year, Stores Publishing Co. 
(now Woman’s Day Ince.) was 
formed to launch the magazine, 
which was later christened Wo; 


man’s Day by the winner of a 


contest sponsored by A&P to name 
the new-born infant. 

A staff of 20 began working on 
the first issue, which was to be a 
magazine for women in general 
and not A&P shoppers in particu- 
lar. Planned with no editorial slant 
toward A&P, advertising is open 
to all advertisers using women’s 
service publications. 

A wholly owned subsidiary of 
the Great Atlantic & Pacific Tea 
Co. and ranking sixth in circula- 
tion among U. S. magazines, Wo- 
man’s Day reaches its readers for 
5¢ entirely through A&P stores in 
37 states, the District of Columbia 
and Ontario and Quebec in Can- 
ada. The only exception is in Colo- 
rado, where, for circulation test 
purposes, the magazine is sold on 
newsstands for 10¢. 

With all circulation based on sin- 
gle copy sales, Woman’s Day has 
no subscriptions. And it tops all 
other audited magazines in single 
copy sales. Except for war years, 
when paper supply cut back circu- 
lation, ABC figures have risen 
steadily. The first six months’ audit 


for 1949 showed a 9.5% gain over 
the same period of last year. 


s Because of its unusual distribu- 
tion pattern, Woman’s Day has had 
to adopt unusual methods of audit- 
ing its circulation. The Audit Bu- 
reau of Circulations, in making 
sample checks at periodic intervals 
to verify publishers statements and 
draw up its yearly audit, selects 
A&P stores from which to conduct 
audit surveys. The services of Elmo 
Roper are utilized to check point 
of sale outlets in stores, as di- 
rected by the Bureau. Roper re- 
searchers take names and ad- 
dresses of purchasers until every 
copy of the particular edition be- 
ing audited in selected stores is 
sold. Credit for circulation is lost 
when a customer refuses to give 
the necessary information, or when 
the Audit Bureau is unable to ver- 
ify a sale. 

In the last survey, 0.44% of the 
copies sent to the selected A&P 
stores were unaccounted for, or 
did not qualify as paid circulation. 
In addition, 1.12% of the pur- 


ALA 
Only 
THis 


one gets 
invitation ! 


LENTY of magazines go into homes. Many can 
talk big circulations. Most have bar charts on 
reader incomes and habits. 


But of all magazines in the three-million-up class, 
only one is invited into homes as a buying aid. 


Only one is purchased solely because it sets a 
pattern for good living that helps readers to im- 
prove their homes. 


Only one is read entirely because’ constructive, 
prompt action is suggested by the 100% service 
content on better living for the whole household. 
Only one, in brief, creates a buying climate in which 
editorials and ads pull together to give families the 
information they want. 


Americas ££ Rint of Sale ’ 


A SCREENED MARKET OF MORE THAN 3,000,000 BETTER HOMES 


That’s why this one magazine, Better Homes & 


Gardens, is today “America’s 


Ist Point of Sale.” 


Why it gets a big hand every month from husbands 
and wives in more than 3,000,000 above-average 
homes. Why it sells everything from tooth paste 


to television sets, from refrigerators to rugs. 


If you'd like to find out what this buying aid 
could do for your product, make a date to see a 
Better Homes & Gardens representative. 


Advertising Age, October 24, 199 


chasers of Woman’s Day refuse | 
to give their names and address« 
to the Roper investigators. A veri - 
fication letter sent out by the Au- 
dit Bureau indicated that 1.24% c{ 
the circulation did not qualify <s 
paid, and 1.93% of the letters wee 
returned by the Post Office. Thu ., 
a total of 4.73% of Woman’s Day s; 
circulation did not qualify as pai, 
in the last survey, and is deducted 
by the Audit Bureau. 


s Published in seven sectional ed.- 
tions, the magazine differs in one 
part of the country from another 
only to the extent that about 7% 
of its advertising is sectional. The 
seven editions correspond to each 
of A&P’s seven retailing regions. 
Advertising space may be bought 
for any combination of the edi- 
tions, or for only one, as the adver- 
tiser desires, but 93% of Woman's 
Day’s advertising is national. 

Early in the history of the pub- 
lication, advertising sales were 
promoted largely on the principle 
that the magazine offered an ex- 
cellent opportunity for copy test- 
ing by split runs, either nationally 
or sectionally, and a chance for 
sectional advertisers to cover their 
markets in a national magazine. 
Today, while the split copy facil- 
ity is still available for advertisers, 
it represents less than 1% of Wo- 
man’s Day’s total revenue. 


a Split-run copy testing allows the 
advertiser to test 14 different ads 
in Woman’s Day because the press 
run for each edition may be split 
and collated. One advertisement 
can be arranged to take the place 
of another in alternate copies of 
the magazine for each edition. 
Each test ad appears on the same 
page, in the identical position, and 
with identical editorial material. 

Copy testing rates are the same 
as regular rates, except for a 
charge of 40¢ per 1,000 for circula- 
tion used. For example, the cost of 
a full page b&w on a national basis 
is $8,250 and $9,570 including the 
testing charge. 

Copy testing facilities may be 
obtained in conference with Wo- 
man’s Day policy as to acceptance, 
but they are not made available to 
advertisers of grocery products be- 
cause of mechanical limitations on 
the number of copy tests possible 
in any one issue. More than half 
the advertisers using space in Wo- 
man’s Day in 1948 represented 
products not sold in grocery stores. 


s During the past eleven years 
Woman’s Day has grown in adver- 
tising revenue from $315,099 in 
1938 to $5,633,783 last year. Ac- 
cording to PIB figures for the first 
six months of 1949, advertising 
revenue was $3,156,748, a 14% 
gain over the same period of 1948 
The total for the year will be well 
above $6,000,000. 

Editorially, Woman’s Day still 
carries the “how-to-do” approach 
which popularized the early menu 
leaflets to A&P customers du! 
the ‘depression. Currently aver: g- 
ing 140 pages, 60% of its content 
is editorial material and is chic'ly 
devoted to giving practical infvr- 
mation as an aid to solving hou e- 
hold problems for the housev ‘fe 
who has always had to do her own 
housework. Concentrating on ‘he 
popular mechanics of homemak 1g 
and housekeeping, editorial con! nt 
covers planning meals, raising c ‘!- 
dren, making clothes and deco ‘t- 
ing by economical expenditu ©. 
Fiction in Woman’s Day is s ‘t- 
tered to provide interest and ° ''- 
iation. 

Donald P. Hanson, president 
publisher,.was formerly adve: ‘s- 
ing manager of A&P. He iS 
headed the publication since its |"- 
ception in 1937. Jerry Ryan, v °e- 
president in charge of adverti: 
was previously with Conde ) :5 
and the Hearst organizati >” 
George H. Carl, vice-presiden' '" 
charge of manufacturing, was © °e 


FO 


a sales director of A&P and 1145 
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een with the publication since it 
egan. 

Editorial activities are directed 
Ly Mabel H. Souvaine, who joined 
Voman’s Day in 1937 in the fash- 
ym and beauty departments, be- 
oming editor in 1943. 


$195 Down Payment 
Offer Swamps Seattle 
Plymouth Dealer 


SEATTLE—How deep is the mar- 
ket for new cars? 

For an answer to that one, take 
a look at what S. L. Savidge Inc. 
has done here. This Dodge-Ply- 
outh dealer announced early this 
month: A new Plymouth for $195 
down and $49.90 a month. 

Savidge felt he could reach the 
skilled wage earner, drawing down 
perhaps $325 to $400 a month, but 
unable on that income to pay a 
$500 or $600 down payment on a 
new car. 

Eight days after Savidge an- 
nounced the new terms, he took 
quarter-page newspaper space to 
say: 

“We’re swamped! 4 

“In three days we sold more car 
than we had ever sold in three 
months. Before the first day was 
over, every car we had was gone, 
and cars in transit were gobbled up 
soon after. 

“So, regretfully, we must make 
this announcement: If you can 
wait 60 days or more for delivery 
of your new Plymouth, come in 
and place your order on these low 
terms. If you can’t wait, we are in- 
deed sorry that we cannot serve 
you.” 

Alfred L. Goldblatt, Advertising, 
handles the account. 


Graham Explains 
Mail Order Selling 


New YorkK—Irvin Graham, ac- 
count executive, Roberts & Reim- 
ers Inc., has written ‘“How to Sell 
Through Mail Order,” a book de- 
scribing mail order advertising and 
the operation of a profitable mail 
order business. 

The book, designed for the neo- 
phyte as well as for the man ex- 
perienced in mail order techniques, 
is based on case histories from the 
files of successful mail order sell- 
ers in a wide variety of industries. 
It answers problems on the use of 
newspaper, radio, magazine, match 
book, blotter, car card and coupon 
space advertising and explains the 
regulations of the Federal Trade 
Commission, Food and Drug Ad- 
ministration and the Post Office 
Department governing mail order 
advertising. 

Mr. Graham offers a complete 
guide on the mail order business, 
rom the selection of products 
Suitable for this type of selling 
to setting up a keying system and 
analyzing results from a_ specific 
campaign. 

Published by McGraw-Hill Book 
Co. New York, the book retails 
for $4, 


Burroughs Wellcome Names 3 


William H. Davis, domestic sales 
Ma iager, has been named manager 
of he distribution unit of Bur- 
rou ths Wellcome & Co., Tuckahoe, 
N. Y. He has been with the com- 
Paty since 1911. Ross J. Ferrar, 
ass stant sales manager, has been 
4p} Dinted manager of the domestic 
Sal's department. T. R. Holmes, 
ser or product executive, has been 
na'.ed manager of the marketing 
de) artment. 


Arpooints Gross Agency 


_«. J. Lindemann & Hoverson 
Co Milwaukee, maker of the L & 
H \ectric range, has named H. M. 
Gross Co., Chicago, to direct the 
ac ertising of its products under 
the trade name Lectro-Host. The 
Con pany has added a refrigerator 
anc home freezer to the L & H 


Come, Come, MeGraw-Hill! 
Who Said “‘Taboo”’? When? Where? 


A, the publisher of two controlled circulation 
publications whose total advertising revenue repre- 
sents a very small percentage of that of your enor- 
mous enterprise, | am probably not qualified to 
play in your league. Certainly I can’t play long 
when it costs two pages or more of advertising 
every time I come to bat; but anyway, I want to 
take exception to some of the things you said in 
your recent “Taboo” message to the advertising 
profession. 

Let’s start with that “something for nothing” 
myth. You say, “The difference between paid and 
free is important to the advertiser, for it concerns 
the effectiveness of every dollar he spends for busi- 
ness paper space ... And important to the nation 
at large because it is one facet of a moot question 
in the basic philosophy of all economics and gov- 
ernment: whether you ever really get something 
for nothing.” 

Surely you can’t believe that “users of adver- 
tising” who “are reasonable people” are going to 
go for that. You and I know that ALL business 
publications, BOTH controlled and paid, give 
their readers something for nothing. Take any of 
your own publications, for example. How much 
does it cost you to deliver a year’s subscription to 
a subscriber? And how much does he pay you? 
What about that $10, or $15, or $20 difference? 
Isn’t that something for nothing? And aren’t you, 
too, guilty of undermining the national morale? 


Of course you’re not. Neither am I. You and I 
know that we aren’t really giving something for 
nothing. You and I know our advertiser is paying 
the freight. You and I know that he expects to sell 
more of his products to our readers and thereby 
pay for his advertising. You and I know that by 
increasing production he is actually able to ulti- 
mately deliver more value to our readers. If we 
don’t know and don’t believe that, we shouldn’t 
he in the publishing business. 

Incidentally, TIME, LIFE and FORTUNE are 
currently publishing some splendid four color, two- 
page spreads emphasizing the basic economic 
soundness of advertising. This fine contribution to 
publishing and advertising businesses deserves the 
praise and support of all of us. 

So much for “the something for nothing” myth. 
Now let’s look at a few more of the things you said. 


You say, “The apparent excellence of certain 
free distribution publications only serves to illumi- 
nate more vividly the superiority of ABC publica- 
tions as a type.” 

Now just what does that mean? 

You say, “Further, we believe that the best free 
circulation publications are good not because they 
are distributed free, but in spite of it.” 

Whoever claimed that a publication was good 
merely because it was distributed free? 

You say, “When they (controlled publications) 
achieve exceilence—in service to the reader, let us 
say—it is in the face of handicaps which make that 
achievement difficult and unusual.” 

What are the “handicaps which make achieve- 
ment difficult”? I, who have been publishing con- 
trolled publications for more than 25 years, know 
of no such handicaps. 

You imply that there are a few, but only a few, 
worthwhile controlled circulation publications. I 
admit there are weak publications in the controlled 
field just as there are in the paid field. You and I 
know that I can’t eliminate the weak controlled 
publications any more than you can eliminate the 
weak paid publications while advertisers are a little 
careless in the spending of their advertising dollars. 
I purposely say “a little careless” because I don’t 
believe the aggregate spent for advertising in weak 
business publications amounts to much compared 
with the total advertising investment in Business 
Publications. 

I have great admiration for McGraw-Hill Pub- 
lications and real respect for their past and present 
contribution to American business. They have done 
much to create and improve standards in the busi- 
ness publishing field. But I don’t believe they have 
a monopoly on editorial integrity, good business 
principles and sound publishing practices. Many 
other business publications, both paid and con- 
trolled, possess these virtues. 

Scarcely 30 years ago, controlled circulation 
publishing was a struggling infant—an experiment. 
Today it is a lusty youth, and has proven itself 
sound time and time again. It needs no defense 
from me. 

As I said in the beginning, I can’t play long in 
your league, so this is probably my one and only 
appearance on the field. Need I say I have enjoyed 
my turn at bat? 

Lansing Chapman, Publisher 


MEDICAL ECONOMICS 


Controlled Circulation to 139,198 


physicians 


PUBLICATIONS 


R.N. 
Controlled Circulation to 150,909 


Registered Professional Nurses 


This advertisement was written by Lansing Chapman and entirely financed by Medical Economics, Inc. 
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Appoints C. H. Stockwell 

C. H. Stockwell, western man- 
ager of Farm & Ranch, has been 
named manager of the Chicago 
office of Southern Agriculturist 
and will be western manager of 
the combined Farm & Ranch and 
Southern Agriculturist, which be- 
comes effective January, 1950. 


Buckley Appoints Brown 

Richard M. Brown, formerly as- 
sistant art director of Almon 
Brooks Wilder Inc., has been 
named director of art and design 
of Homer J. Buckley & Associates, 
Chicago. 


Kathryn Inc. Plans 
to Advertise New 
Ammoniated Gum 


Cuicaco—Kathryn Inc., cosmet- 
ics manufacturer, will venture into 
a new field next month with an 
ammoniated, sugarless chewing 
gum, Kay-Amo. 

The Chicago company, headed 
by Harry G. Daumit, isn’t the first 
to break into the field, but it be- 
lieves it has a convincing sales 
story to use. Its product is the first 


.  peawnie SUPPLIES - 


ARTISTS’ EASY COLOR SEPARATION with new ‘BOURGES’ 
COLOTONE-SOLOTONE MASKING SHEETS — 


Pre-Separated Color Copies. A New Method that In- 
creases the Artist's Productivity, Results in Economi- 
cal Reproduction for the Client. 
Effects Can 
Made! (Also ‘BOURGES’ Solotone for better Biack and 
White Reproduction.) Write or Phone for free folder. 


Complete Color 
Be Seen Gefore Any Reproductions are 


176 NORTH WABASH 
CHICAGO |, ILLINOIS © cs 
@ PHONE. Financial 6-4395 


PICTURE FRAMING 


to be licensed by the University of 
Illinois Foundation, whose com- 
mercial blessing has already been 
extended to a select list of am- 
moniated tooth powders. 

In addition, the fact that Kay- 
Amo is manufactured without sug- 
ar also will get emphasis in con- 
sumer advertising copy, which will 
break during the first week in No- 
vember, under a cooperative ar- 
rangement with department stores 
in Chicago, Milwaukee and De- 
troit. 


s Distribution of the new product 
will be limited to selected depart- 
ment stores for the present, and 
the larger chains may be added 
later. Kay-Amo, like the toilet 
requisites now marketed by Kath- 
ryn Inc., will be sold in the cos- 
metic sections of these stores, not 
the confectionery counters. Kay- 
Amo will be retailed in two sizes, 
with 24 squares selling at 49¢, a 
box of 66 squares at $1. 

Pending test marketing of the 
new gum in the three markets, 
supported entirely by newspaper 


co-op copy, the company plans no 
national advertising. If it goes na- 
tional, in magazines, Maxon Inc. 
will handle the consumer adver- 
tising. The ammoniated gum will 
be followed by ammoniated loz- 
enges, the company said. 

Ammoniated gum already on the 
market includes Ipana, introduced 
in the Baltimore area by Bristol- 
Myers Co., and Amm-o-Gum, 
which Amm-o-Gum Inc., Cleve- 
land, plans to distribute soon on a 
national basis. 


Fruit Industries Maps Drive 


Fruit Industries Ltd., Chicago, 
producer of California wines and 
brandies, has launched a campaign 
in newspapers in New York, Mich- 
igan, Ohio, Wisconsin, Minnesota 
and North and South Dakota ter- 
ritories. The agency is Schoenfeld, 
Huber & Green. 


‘Chronicle’ Names Skaugset 

George R. Skaugset, formerly 
business manager of the old Times, 
Tacoma, Wash., has been named 
publisher of the Chronicle, The 
Dalles, Ore. 


AL/BPM does it again! 


Increases its Leadership 
in the Building Products Distribution Field 


x IN CIRCULATION %& IN CIRCULATION GAINS & IN RENEWAL PERCENTAGE 


More than ever the Mightiest Sales Force, Man or Magazine, in the Building Field—The Building Industry's Salesman 


LEADERSHIP IN COVERAGE. By its six month gain of 1,365 to a total net paid circulation of 23,250 AL/BPM 
further strengthens its leading position as The Industry's Salesman in this huge $7,000,000,- 


000 market served by dealers. 


AL/BPM is growing faster than any other paper in the lumber and building distribution 
field—by far the largest circulation in the history of the field. And the most effective coverage 


of top-rated dealers and wholesalers. 


Your advertising in AL/BPM has greater sales power than ever before. 


© Largest circulation — most complete coverage of leading dealers. 


® More advertising for your dollar — lowest cost per page per 
thousand net paid in the field. 


© Greater 
percentage. 


reader responsiveness — steadily 


increasing 


renewal 


For profitable advertising to dealers in the building field in 1950 and for the final 1949 year-end 
sales punch, use the powerful selling influence of The Industry's Salesman. It can do the job! 


COMPARE CIRCULATION GROWTH As shown in ABC Statements, Dec. 31, '48 and June 30, '49 


AL/BPM 2nd Paper | AL/BPM Leads 
Circulation Circulation | 2nd Paper by 
DEALERS 
June 30, ‘49. 19,248 17,423 10.5% 
Dec. 31, ‘48. 17,820 17,104 4.2% 
6 mo. gain..... 1,428 319 
TOTAL 
June 30, ‘49. 23,250 20,816 11.7% 
Dec. 31, ‘48 21,885 20,276 7.9% 
6 mo. gain..... 1,365 540 


COMPARE CIRCULATION RENEWALS A true test of readership and dealer interest 


Dec. 31, 
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GET THIS NEW 


AL/ BPM MEDIA FILE 


It contains detailed information about 
the building market, distribution 
AL/BPM media 


factors and 


data. 


AL/BPM 2nd Paper 


.. 74.60%... .73.81% 
.. T5NO%....72.54% 
.. 78.35%....72.21% 


1950 AL/ BPM DEALER PRODUCTS FILE 


to be issued April 8, 1950 


The largest, most comprehensive and practical products reference 
and directory for buyers published in the industry. Kept and 
referred to all year by dealers. Write for full details. 


AMERICAN LUMBERMAN and BUILDING PRODUCTS MERCHANDISER 


@ 139 N. CLARK ST., CHICAGO 2, ILLINOIS 


PUBLISHED EVERY OTHER SATURDAY @ 


ON TOUR—James E. Edwards, president 
of Prairie Farmer and Station WLS, leay. 
ing Chicago for a tour of New England 
with a group of midwestern farm people, 
gets the good wishes of Fred Orlemann, 

ger of Prairie Farmer. The 
tours, originated by Prairie Farmer-WLS 

in. 1930, have just been resumed. 


James M. Mead Gets 
Senate Okay as New 
FTC Commissioner 


WasHINGTON—Former Senator 
James M. Mead was confirmed as 
a Federal Trade Commissioner 
Wednesday, less than 24 hours 
after President Truman forwarded 
his name to Congress. 

He succeeds Commissioner Gar- 
land S. Ferguson, who resigned 
effective November 15. Commis- 
sioner Ferguson’s term expired 
more than a year ago. but under 
the FTC Act, he continued in of- 
fice pending the selection of a 
successor. 

The FTC’s newest member had 
made no secret of his desire for a 
seat on a federal commission, and 
since his retirement from the Sen- 
ate two years ago, his name had 
figured in several appointments. 

Notified of his selection for FTC, 
he said in New York that he was 
“deeply appreciative” of the Presi- 
dent’s trust, and that FTC is an 
agency in which he has “always 
been interested.” 


ws Commissioner Ferguson ends a 
22-year career in FTC, the longest 
in the history of the agency. He 
had been reappointed by President 
Truman last year, but his appoint- 
ment was ignored by the Republi- 
can-dominated 80th Congress. 

Though he was entrusted early 
this year with the direction of a 
special committee investigating de- 
cartelization and decentralization 
in Germany, the President failed 
to submit his reappointment to the 
81st Congress. 

With the appointment of Com- 
missioner Mead, a Buffalo manu- 
facturer, FTC has two non-lawver 
members. The commission is now 
at “full strength,” but it is work- 
ing without the services of Coin- 
missioner Ewin Davis, who /1as 
been hospitalized for severa! 
weeks. 


Macy’s Moves West 


John Taylor’s, Kansas City &- 
partment store and affiliate of 
R. H. Macy & Co., went thro: gh 
face lifting operations costing )p- 
proximately $7,000,000 before ©- 
coming Macy’s Kansas City 5! 
Monday. Rebuilt and expan: 4, 
the new Macy’s has tripled its s “°, 
increased the number of merch "- 
dise departments from 34 to %8, 
and added a home _ furnis! »& 
section and basement. 


New Ad Group Elects Klaus 


Erwin Klaus, of Buchanan & . °., 
San Francisco, has been ele °¢ 
chairman of the newly organ °4 
San Francisco press-advertis ¢ 
radio chapter of the American \ ‘- 
erans Committee. Other offi '' 
include Phil Van Slyck, vice-ch: ‘- 
man, and Gerald F. Nowell, °f 
Bob Wettstein Publishers Re} & 
sentatives, secretary-treasurer. 


5 cammta WER oo feet See % oe ‘ Pa he oi Ree I ; ; a : a : Ss ‘ Pe | [Sik 
a ictante eee ee oe: si eit rien kt aay he caeangs Sri 2 rep gens ar : We Z oe eg Wee ” it: y oe a rie i a is 2 FRR fe ‘a ‘ oe ‘s ‘ “hiog | sie a — Me Sing. ~ “aif : | 
tae a a Pee. eae .s a Pe Se ae 2 eae aes ey 7 plarete oat Bit te : se ie “= be: a. a —y a ihe wicca ee eile opis ae ee es ne er ee te Se ~ er os om = ee RET 
, pa 5 Bc as see i pec ay = aes, yee Bs i os. 4 Se ae ania ane aul : —— og Be ni eat) ee: ; i ie ee 3 LEER ae i a a a ee te ai ae 
= oe ph a ere a 0 ea eg eg a Le * 6h is aaa : i P ‘ ' < é 
oe 4 Advertising Age, October 24, 199 t 
nn 56 
ann ' | ea tee 
ae ae ee oe 
‘s 7 1 § “ peovevens : : E ee hie q Be 4 
ies ; ‘ iy a oe 
= sl ld 
an = OP ie ‘i v a 
: f —— -_— 2 yr’ eg "a eh 
eee min, she, | ik > i ? 
— a eee 
= 2 eta. ot ge ae ; 
a Wi Ge ly.) | A eee ees a 
= ee emer 
me _ 5 el oe ¥ 
ie | “eee meme P 
a ==" i r 
eo) —————EEeEeee " 3 Fi a J i a3 Seaman Fx od es q 
a ; ad | e. ya j re 
4 ‘, “ 
. a — st 
ce | , 
aes é = S| $! 
Va\ 
ne? \J \} ae in 
TV ; re 
a | ARTISTS’ MATERIALS | " | . 
ve al 
oe i he 
_ iF 7 gf W: 
_ :  &§ ¥ 
_ \meneu[unbern 
i Hacunont If . 
; £ Buin Prooutt y tr 
— | to 
_,. aa : ai : fr eo ry te] 
ot a | Ss " rica Pa | re 
Nie a. a 
7a ¥y x" | wi 
- ; ; } . \Y , pe 
— Sy y | tin 
am . | } 
rs t ~ | $2 
Saga i" 
a ee - 
“a “4 : ; x to 
oe Tw 
- | . ral 
pa. 
‘al | Po tw 
= . on 
mea: lar 
sits the 
iat lie 
; on] 
ee 7 
| sail 
a ee ove 
on : adc 
a<ty : 194 
ie 2 | 600 
er: a | 
we ow 
= : : mo 
at , , nur 
wits anc 
ie for 
or few 
eee ee a 
eet ply 
isis rea 
oie { tlor 
wigs | a lk 
‘ ear) 
; | ady 
oi g ual 
— pl of t 
= its 
= | A 
| ; citi 
a a 7 ee a re 
=u gra 
a ee at 
ic FS t—‘(tisCsiszr mir 
oes 7 Stat 
ee Dien Fe ls ote0ee- we 7 
“ie | SC a caksa i 
ee di 
an a eee ° 
oi | es a o: 
ee lic; 
— | tra 
P fir 
) ee anc 
me) = 


L9<9 


ds a 
igest 
. He 
dent 
yint- 
ibli- 


arly 
of a 
t de- 
ition 
tiled 
» the 


‘om- 


Advertising Age, October 24, 1949 


Clipp Says TV 
Killings May 
Pass AM in ‘50 


PHILADELPHIA—Stations’ income 
from TV may exceed that from 
AM this time next year, Roger 
W. Clipp, general manager of the 
Philadelphia Inquirer stations, 
WFIL, WFIL-FM and WFIL-TV, 
told ADVERTISING AGE last week. 

Mr. Clipp has just announced a 
revised rate schedule for the TV 
station, effective Nov. 15. The 
evening hour rate will go up from 
$550 to $770 and spot announce- 
ment time from $70 to $100. 

“Advertisers are assuming ever- 
increasing support of television, 
recognizing the value of the sight- 
sound facilities to their varied 
needs,” Mr. Clipp told AA. “Never 
before has it been possible for an 
advertiser to demonstrate—virtu- 
ally in person—his goods and ser- 
vices directly to the consumer at 
home. As television expands, so 
will its importance to the com- 
merce of the nation grow. 


s “I think the claim is not ex- 
travagant that, within the next 12 
to 18 months, dual radio-television 
operators will find income from 
television topping that of radio 
revenue. By that time, television 
will have taken the lead as an in- 
come factor in spite of radio’s con- 
tinued greater circulation.” 

WFIL-TV’s new hourly rates 
represent a 200% increase over the 
$250 rate established more than 
two years ago when the station 
went on the air. Also, on Dec. 1, 
its evening network rate will jump 
to $1,000, exactly twice that of 
WFIL, a 5,000-watt ABC affiliate. 
Two years ago WFIL-TV’s network 
rate was $300 per hour. 

Mr. Clipp predicts that within 
two or three years an evening hour 
on WFIL-TYV will cost $2,000, with 
large national advertisers carrying 
the load. Local advertisers, he be- 
lieves, will use announcements 
only on TV. 


# “It should be pointed out,” he 
said, “that in the past three years 
over 5,000,000 families have been 
added to the radio population. In 
1948 alone, the number of radio 
homes increased by more than l,- 
600,000 and now more than 94% 
of the families in the United States 
own at least one radio set. With 
most broadcasting men, I look for 
a continued increase both in the 
number of radio receivers in use 
and in the amount of money spent 
for radio advertising over the next 
few years.” 

Mr. Clipp emphasized that his 
statement was not intended to im- 
ply that television operators will 
reap a profit within the time men- 
tioned, since amortization will be 
a long-term project. However, the 
tary financial support of television 
ad\ ortisers will aid in the contin- 
ual development and improvement 
of tclevision rather than obliterate 
its | 1itial enormous costs. 
is supported his prediction by 

g the fact that WFIL-TV first 


ae 


citi 


had eight sponsors paying for pro- 
gra: 1s during the first week when 
atcal of 23% hours of program- 
mir: was scheduled. Today, the 
Staton offers approximately 42 
hous of program service weekly 
Wit 101 sponsors. 
To 3tart New Publication 

¢ nerican Miller & Processor, 
Ch -ago, has plans for a new pub- 


lic: ion to be called Feeds Illus- 
-d for the mixed feed industry. 
new publication, which will 
be ssued quarterly, will make its 
firs. appearance February, 1950, 
anc replace Feed Trade Manual, 
ch has been published every 


years. 


Affiliated Ad Agency Net 
Speakers Voice Optimism 


Most of the speakers at the Af- 
filiated Advertising Agencies Net- 
work convention in New Orleans 
last week voiced optimism over the 
business outlook for the United 
States, although there were a few 
notes of caution in certain areas. 
West Coast representatives ap- 
peared particularly boom-minded. 

Representatives of 34 agencies 
attended the sessions, which lasted 
from Wednesday through Friday. 
Granville C. Sewell of Sewell Ad- 
vertising Agency, New Orleans, 
represented the host agency. 


Joins Beaumont & Hohman 


Donald W. Mitchell, formerly 
with Fuller & Smith & Ross, has 
joined the Cleveland office of 
Beaumont & Hohman as copywriter 
and account assistant. 


American Appoints Purinton 

F. K. Purinton has been named 
director of publications and mail 
services of American Airlines, 
New York. He has been with the 
company for four years. 


‘Dark Horse’ Color 
TV Demonstration 


Set for Next Month 


WASHINGTON—Dr. George E. 
Sleeper, inventor of a “dark horse” 
candidate in the race for a color 
television system, last week told 
the Federal Communications Com- 
mission that his organization will 
be ready for a demonstration on 
the West Coast late next month. 

During a three-day appearance, 
Dr. Sleeper said his system, spon- 
sored by Color Television Inc., San 
Francisco, would provide color 
sets at a price identical with the 
existing prices of b&w television 
receivers. He said existing sets 
could pick up the CTI color signal 
in monochrome or could convert to 
CTI color for $100 to $200. 

Under commission questioning, 
he admitted that only one com- 
plete receiver has been assembled 
for the CTI system. FCC Chairman 
Wayne Coy announced that FCC 
will go to California during the 


week of Nov. 28 to see the CTI 
system demonstrated. 

Meanwhile, Mr. Coy announced 
that FCC intends to test the CBS 
and RCA color systems in its own 
laboratory at Laurel, Md. He noti- 
fied both organizations to turn 
over equipment to commission 
engineers by Oct. 27. 


Kelly & Lamb Acquires Ball 


Kelly & Lamb Advertising Agen- 
cy, Columbus, O., has acquired the 
Ball Advertising Agency, Colum- 
bus, which has been operated 
by Bernard Ball. Mr. Ball has 
been named an account executive 
serving his former accounts. Nevin 
J. Rodes, formerly public rela- 
tions counsel of R. B. Howard & 
Associates, Columbus, has been 
appointed director of public re- 
lations of Kelly & Lamb. 


Worthington Boosts Bachman 


John S. Bachman has been ap- 
pointed sales manager of the Ran- 
some construction equipment sales 
division of Worthington Pump & 
Machinery Corp. He will make his 
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Mr. Bachman, who was formerly 
construction equipment regional 
supervisor with headquarters in 
Washington, succeeds William F. 
Lockhardt, who has resigned. 


headquarters in Dunellen, N. J. 


‘COINS « 


ty OSB ORNE 


“The House of Coinage” 


The world’s largest 
and oldest exclusive 


Coin Manufacturers 
Est. 1835 


Coins, Medals and To- 
kens of every conceiv- 
able kind . . . for Ad- 
vertising, Commemere- 
tive, Souvenirs and pre- 
mium use. 


+, ae. 
Pe The House of Coinage 
The OSBORNE COINAGE CO. 


930 York $t., Cincinnati 14, Ohio 
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IE DOES 


It’s simple as ABC to sell the big, rich Seattle market: “Concen- 
trate frequent advertising in The Seattle Times.” You reach 8 
out of 10 Seattle homes. You will be using the formula for 
successful selling in Seattle that’s employed by hundreds of 


alert manufacturers and retailers in every classification. Specify 
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“concentration and frequency in The Seattle Times.” 


JL TIMES 


Represented by O'MARA G ORMSBEE, Inc. * New York * Chicago » Detroit « Los Angeles * San Francisco 
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Two Name Tilds & Cantz; 
Agency Expands Offices 


Sof-Tee Corp., manufacturer of 
soda fountain equipment, and 
Mund Boilers Inc., boiler manu- 
facturer, have appointed Tilds & 
Cantz, Hollywood, to handle their 
accounts. Both companies will use 
business papers and direct mail, 
and Sof-Tee plans national adver- 
tising later. 

The agency has occupied new, 
larger offices in the same building 
at 6461 Sunset Blvd. 


Promotes Gerard Johnson 


Gerard B. Johnson has been 
named general sales manager of 
Joyce Bros. Storage & Van Co., 
Chicago. He has been with the 
company since 1933 in a sales ca- 
pacity. 


French, Belgian 
Press Trails Prewar 


Pace, Studies Show 


Paris—The standing of the post- 
war press in both France and Bel- 
gium “is not very brilliant,” it is 
demonstrated by figures recently 
compiled in the two countries. 

In France, L’Echo de la Publicite 
estimates, the total of newspapers 
and publications being issued as 
of last April was 4,359, compared 
with 7,600 at the outbreak of 
World War II in 1939. Of the 
present total, 241 are daily pub- 
lications; 1,189 are published three 
times, twice or once a week, and 
the remaining 2,929 range up to 


IRVING WOOLF & CO. 


SELL MORE WITH Phofo Gelatin PRINTING 
ONE TO FULL COLOR e ECONOMICAL, BEAUTIFUL 


CHICAGO: 35 S. DEARBORN ST.. 
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annual publications. They are pub- 
lished in Paris, the various French 
departments, North Africa and the 
French Union. 

Publications have not only been 
lowered in number but in quality, 
L’Echo declares in a special state- 
ment. Prewar, it points out, most 
of the dailies published 8 to 12 
pages an issue. Today, only two 
daily papers—l’Aurore and Le Fig- 
aro—regularly use eight pages, 
while their colleagues here are 
limited to four and six pages. 


s Among the most obvious reasons 
for the decline, says L’Echo, are 
the facts that, at the time of the 
liberation, communist-dominated 
syndicates were imposing low la- 
bor standards in printing, and that 
the 1945-48 scarcity of products 
militated against a healthy volume 
of advertising. 

The Advertising Association of 
Belgium, in its “Indicateur Pub- 
licitaire,” points out that in 1938 
there were 92 dailies in Belgium, 
compared with 63 today, of which 


43 are published in French, 19 in 
Flemish and one in German. 

The change is much greater 
among periodicals, it says. In 1938, 
the list included 3,063, which has 
dwindled now to 1,378, less than 
half of the prewar figure. Of those 
published now, 210 are political 
magazines; 33 are financial pa- 
pers; 157 are trade, professional 
and agricultural publications; 96 
deal with art, science and litera- 
ture, and 982 cover sports, reli- 
gion or the entertainment field. 
The biggest shrinkage is among 
the financial press, which has 
dropped from 233 papers in 1938 
to 33 now. 

Of all papers and periodicals, the 
association said, a third are pub- 
lished in or near the Belgian capi- 
tal. 


Evans Leaves McGraw-Hill 


Henry E. Evans, public relations 
manager of Business Week, has re- 
signed from McGraw-Hill Pub- 
lishing Co., New York, and will 
resume work as a public relations 
consultant. 


Good Housekeeping rates 


Here's how Good Housekeeping stacks up compared to all other women's service magazines. 
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in every way but one *K 


in amount of editorial service material 


One reason why GOOD HOUSEKEEPING is -the only 
women’s magazine that hasn’t had a circulation drop in 
30 years (wartime paper shortage excluded). 


in number of readers per copy 


3.3 as compared to 2.7 for the nearest competitor. 


in degree of reader confidence in advertising 


Many independent surveys prove this point. 


in number of pages of advertising 


Leader for 25 years— proof that advertisers 


get results, 


in amount of retail support 


~e | owes, in cost per page per thousand circulation 
Doesn't it make’ sense that when you want to sell to 


women, GOOD HOUSEKEEPING is your best buy ? 


Women know we give this Seal to no Good Housekeeping 
one... the product that has it, earns it. 


Stores run an average of 2,900,000 lines of newspaper ad- 
vertising per month referring directly to products as 
advertised in GOOD HOUSEKEEPING. 


con oR a o 


$ Guaranteed by © 


£0745 apveanistd woes 


GOOD HOUSEKEEPING sells goods 


The Homemakers’ Bureau of antande, 959 8th Avenue, New York 19, S . A 


A New Hot or Cold Water Bottle 


‘We claim it & in advance of any appliance of the kind ever offered wo 


te, or ft can be ceed anywhere on the body. I) & swpertor to powltaes 
bested salts or hops 
The SPRAGUE BOTTLE is cantly adjusted by straps and gives « uni 
form heat of from onc to two hours’ duration. It is an indinpensable article 
for family woe—light, flanthle and not burdensome to the patient. 
Please write us tor Net Prices. 
Very truly, 


Cassaday Drug & Chemical Co. 
$44 Beet Main Street Alliance, Ow 
BEATS A POULTICE—Better than heated 
salts, hops, or poultices, this copy says, in 
an 1898 hot water bottle ad unearthed 
in the files of B. F. Goodrich Co., Akron. 


TV Audience Costs 
Vary Widely, Loewi 
Reminds Radio Execs 


Boston—An expensive TV pro- 
gram may be very costly indeed 
when figured on a per viewer basis, 
Mortimer W. Loewi, director of 
the DuMont Television Network, 
told the Radio Executives Club 
here. 

“DuMont made a study of more 
than 100 programs and their costs 
a few weeks ago when a compet- 
ing network was making quite a 
to-do about a $20,000 television 
program.” 

This program had a Hooperating 
of 26, he said. DuMont’s Manhattan 
station ran opposite this show a 
much less expensive program, 
which rated 4.5, but “delivered an 
audience at one-fifth of a cent a 
viewer, as against the 5%¢ per 
viewer which the sponsor of the 
$20,000 program paid.” 


a Mr. Loewi continued: “Can we 
broadcasters and advertising men 
conscientiously sell a sponsor the 
idea that one group of viewers is 
27 times more atttractive than an- 
other as prospective buyers of his 
product?” 

Reiterating his contention that 
TV can outsell even personal dem- 
onstration in the home, he cited 
comparable figures for video and 
door-to-door sales. 

“Tt costs manufacturers of elec- 
trical goods $90 per 1,000 viewers 
to demonstrate a kitchen gadget 
such as an electric toaster,” Mr 
Loewi said. “To show a housewife 
the advantages of a vacuum clean- 
er in her own living room, it costs 
$500 per 1,000 viewers. The Fuller 
Brush people have found it costs 
them $800 to get one of their sales- 
men inside enough homes to show 
their brushes to 1,000 prospect ve 
buyers. 

“For manufacturers of electrical 
ranges, washing machines and such 
things, the cost of demonstratin:: 4 
product in use in a home zooms 'p 
almost out of sight. It costs $3,/\00 
per 1,000 persons to show eit:er 
item, while the automobile ind \'s- 
try is accustomed to paying $5. '00 
per 1,000 demonstrations—$5 4 
demonstration against 30¢ on t:!e- 
vision.” 


Mestel Appoints Bumberg 


Jay Gabriel Bumberg Adver 's- 
ing, New York, has been name: (0° 
handle the advertising of Me ‘¢! 
Store Contracting Corp., Bro k- 
lyn, builder of custom store fro ''S; 
fixtures and interiors. Direct 1 2! 
and trade publications will 
used. 


Cole Joins Lippman Agency 


Gordon E. Cole has joined Li »- 
man Advertising Associates, |. ‘- 
falo, as a vice-president and di: 
tor. He will have charge of all » »- 
duction, serving as head of © 
television department and as 
account executive. 
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Brandon's Book 


on Advertising 
for Mr. Public 


LONDON—Robert Brandon has 
accomplished a terrific public re- 
lations job for the advertising pro- 
fession with his book, “The Truth 
about Advertising,” published by 
Chapman & Hall Ltd., London (16 
shillings). 

So far, Brandon writes, only 
two types of books have been 
written about advertising: One 
written by men who love the pro- 
fession but are interested in only 
one part of it, and read mainly by 
students and professionals of ad- 
vertising; the second, a complete- 
ly biased and false interpretation 
of advertising, usually penned by 
one who is ignorant of it. Mr. 
Brandon explains advertising, its 
development and functions, in an 
entertaining book that should make 
Mr. John Q. put his stamp of ap- 
proval on the business and want to 
know even more about it. 

In presenting a chronicle of 
modern advertising, the author 
cites P. T. Barnum’s advertising 
campaign that made him Mr. Cir- 
cus, the “Pears’ soap era,” patent 
medicines and their merchandising 
and the adoption of G.P.O. for di- 
rect mail and mail order advertis- 
ing as being steps that have 
brought advertising to its 20th 
century conception. He also shows 
how Freud’s psychology, which 
taught a “wider circle of people 
to reason out why and how adver- 
tising acted on sound psychological 
principles,” and Hitler’s “advertis- 
ing war” helped produce advertis- 
ing as it is today. 


s This interesting historical ac- 
count is followed by an explana- 
tion of the departments of an ad- 
vertising agency, the function of 
research, media used, and the co- 
ordination of campaigns so that 
the workings of the profession will 
be understood by the layman. 

Mr. Brandon then launches his 
rebuttal of the criticism of adver- 
tising, describes the “slide-rule” 
value of psychology in the field, 
and suggests objectives which ad- 
vertising has yet to achieve. 

One of the goals to be reached 
is the economists’ appreciation of 
“the true significance of advertis- 
ing, its potentialities...and con- 
tribution to the general welfare.” 
Mr. Brandon writes that adver- 
using is the economists’ ally be- 
cause “it furnishes incentive to 
buy, and buy again. It is the in- 
dication of, and the making of, a 
flourishing economy.” 

Another sight on which advertis- 
ing must aim its guns, the author 
coi\tinues, is the role of advertis- 
in world trade. International 
ad: ertising will help make possible 
the broad two-way flow of exports 
necessary for the fullest employ- 
ment of all and for realization of 
“the ideal of freedom from want.” 


sib Names Lois Rea 


lois Rea has been named media 
ctor and traffic manager of 
Bil Bonsib Advertising Agency, 
*; ver. She was formerly associ- 
with Lowe Runkle Advertis- 
Agency, Oklahoma City, 
tles Daniel Frey Advertising 
2-ney, Chicago, and was manager 
of dvertising production of Ziff- 
a is Publishing Co., Chicago. 


Appoints James Cherry 


-ames D. Cherry has been ap- 
ited manager of general adver- 
g of the Daily Press and 

Ti) es-Herald, Newport News, Va. 

He was formerly in the national 

‘rtising department of the 


Le jer-Dispatch and _ Virginian- 
Pilot, Norfolk, Va., and with Stan- 
ley Gross 
No. folk, 


Advertising Agency, 


Van Houten Transferred 

L. F. Van Houten, writer in the 
sales technical service department 
of Standard Oil Co. (Indiana), 
Chicago, has been transferred to 
the public relations department. 
Before joining the company, Mr. 
Van Houten was account manager 
of Bozell & Jacobs. 


Del Monte Peach Drive Set 
California Packing Corp., San 
Francisco, is starting a campaign 
for its Del Monte peaches, using 
full-color pages in the November 


McCall’s and Woman’s Home Com- 
panion. Display material and news- 
paper mats are available to deal- 
ers. 


Buys Pratt & Burk Agency 


G. Norman Burk has purchased 
Pratt & Burk, Advertising, Pitts- 
burgh agency, which he plans to 
operate as G. Norman Burk Inc. 
Mr. Burk and Russell Pratt or- 


ganized Pratt & Burk, Advertis- 
ing, in 1946. The new agency will} 
continue to operate from 223 
Fourth Ave. 
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ger of Air King Products Co., 
Brooklyn, manufacturer of radios, 
wire recorders and television re- 
ceivers. 


Air King Appoints Friedman 
Louis Friedman, formerly works 

manager of Templetone Radio, has 

been appointed production mana- 


Reproduction of Genuine Glossy 
Photos in Quantities 
1 
65¢ 


EASY CHART 
SIZE 8 x 10 


in 500 and 750 QUANTITIES 
(1000 and over .06c) 


the tag and index 


with a thousand uses 


SPRINGHILL... 


baggage checks. Or cartons or cut-outs. Or ruled forms, or some other 


item calling for a board that’s plenty tough, yet clean and attractive-looking. 
And so versatile that you'll constantly find new uses for it. If that’s the case, 
do yourself a good turn by specifying SPRINGHILL TAG, Manila or White, 


or SPRINGHILL INDEX—each one tops in quality, economical in price. 


International Paper Company, 220 East 42nd Street, New York 17, N.Y. 


Right now you may have a job on hand for price tickets or 


A board with strength and snap, and a smooth fuzz-free surface. 


SPRINGHILL is made from 100% bleached sulphate. 


INTERNATIONAL 


for Printing 


1. Springhill Tag, Manila 
2. Springhill Tag, White 
3. Springhill Tag, Manila 
4. Springhill Index 

5. Springhill Tag, Manila 
6. Springhill Index 


PAPERS 


and Converting 
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“Your Business’ Is 
Bought by Chilton; 
Ends Publication 


New YorK—Hardware Age, pub- 
lished by Chilton Co., has acquired 
and will absorb Your Business, a 
hardware business monthly, pub- 
. lished by Liberty Distributors, 
Philadelphia. Your Business ceases 
publication with its October issue. 
It was established in 1946, last 
year became a member of the Con- 
trolled Circulation Audit, and had 

a circulation of 39,378. 
Hardware Age, which was es- 
tablished in 1855, is a member of 
the Audit Bureau of Circulations 
and has a total net paid circula- 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 
fo. Inc. 


tion of approximately 33,000. It 
is published every other Thursday. 
Charles J. Heale is president. 

Over the years, Hardware Age 
has absorbed a number of other 
publications in its field, including 
Good Hardware, which it acquired 
from Butterick Publishing Co., 
Hardware, Dealers Magazine from 
the Johnson Publishing Co., and 
Hardware Reporter from the late 
Saunders Norvell. 


Goodrich, Canada, Adds Line 


B. F. Goodrich Rubber Co. of 
Canada, Kitchener, Ont., has an- 
nounced the addition of belting and 
hose to its line of industrial rubber 
products being sold to the pulp and 
paper industry through Clement 
King & Co., Montreal. This com- 
pany has served as agent for B. 
F. Goodrich rubber roll and tank 
linings for the past ten years. 


Promotes Klaus and DeCoursin 


W. G. Klaus, assistant to the gen- 
eral manager and manager of 
manufacturers’ sales, has been 
named office sales manager of Faur 


Wheel Drive Auto Co., Clinton- 


REALISTS—Benedict Gimble Jr. (second from left), president of WIP, Philadelphia, 
was host at a World Series television party, price of admission to which was an 
unshaven state and the willingness to buy a Gillette razor set at the station to test 
the sponsor’s product on the spot. Shown paying admission are (left to right) Ralph 
Huberman, sponsor, “C’mon ‘n’ Dance”; Mr. Gimble; Gordon Gray, v. p. of WIP; 
Gene Tanz, Cox & Tanz Radio Advertising; and Murray Arnold, WIP program di- 


rector. 


ville, Wis. G. F. DeCoursin, assist- | been appointed field sales mana- 


ant to the director of sales, has| ger. 


ONLY RETAILING 


BUTH 
HALVED 


OF THE NATION’S HOME FURNISHINGS 


DAILY GIVES YOU 


MARKET... DEPARTMENT STORES 


AND FURNITURE STORES! 


el tf ype editor dollar ta Keleceng Deady! 


THE NATIONAL BUSINESS DALY COVERING: FURNITURE & BEDDING - UPHOLSTERY FABRICS - CURTAINS & DRAPERIES - FLOOR COVERINGS - CHINA & GLASS 


GIFTS & DECORATIVE ACCESSORIES - LAMPS & LIGHTING + HOUSEWARES - 


MAJOR APPLIANCES - RADIOS, PHONOGRAPHS, RECORDS - 


TELEVISION 
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Senate Drops Base 
Point Bill After 
Speech by Douglas 


WASHINGTON—Legislation le; al- 
izing the basing point price s /s- 
tem was lost in the adjournm :n 
rush Tuesday after Sen. Pi 
Douglas (D., Ill.) warned that ‘he 
compromise bill drafted by Hoi se- 
Senate conferees might enable big 
retailing chains to “crush” smal! 
business “by unfair competitio:.” 

Though sponsors of the bill } ro- 
tested that it is intended only ty 
establish the right of an indivicua) 
firm to absorb freight costs, Sen- 
ator Douglas, a former University 
of Chicago economics professor. 
said the bill wipes out the price 
discrimination provisions of the 
Robinson-Patman Act, and leaves 
a half dozen firms free to dictate 
prices of steel, cement and other 
basic materials. 

With Robert Wallace, his legis- 
lative assistant, at his side by 
special permission of the Senate. 
Senator Douglas declared: “I think 
it is ultimately unhealthy to have 
retailing dominated by large chains, 
‘because I think the maintenance 
of small business is very valuable 
for political democracy; for the 
more widely diffused property is, 
the more independence and free- 
dom people have.” 


@ At another point, he said: “If 
we have private industry concen- 
trated in a few hands, we either 
invite the owners of industry to 
take over the state or we invite 
the people to take over the indus- 
try, and I want to make it clear | 
am equally opposed to both. 

“One of the ironical things about 
the whole situation as we stand 
here and fight to preserve com- 
petition, to preserve the ability of 
the American business man to be 
free to produce and to sell, to try 
to put business on the basis of 
efficiency and not merely to meek- 
ly follow along after the big lead- 
er, is that we find that the very 
interests which in some cases we 
are seeking to protect, do not 
want the protection. 

“Even though we are trying to 
save the very life of the com- 
petition which they say they want, 
and even though we are trying to 
preserve their future by removing 
from them the possibility that, as 
they become more and more mo- 
nopolized, their industries wil! be 
taken over, we are nevertheless 
fought by some of those whom we 
would help.” 


es Senator Douglas termed the 
Robinson-Patman Act “an act t 
preserve the competitive structures 
in distribution and merchandising.” 
He said: “I think we should rea!ize 
that some of the low prices which 
the chains have charged have not 
been due to operating economies, 
but rather to the illicit advantages 
which mere size has given them 
in squeezing down their supplie's.” 
By a one-vote margin, the S -n- 
ate decided to put off further c n- 
sideration of the basing point »il 
until after Jan. 20, 1950. 


Rex Wadman Resigns 


Rex .W. Wadman after ne 
years has resigned as man 2é! 
of the properties of the Ru el! 
Palmer Trust, which consist- 0! 
World Petroleum, Sugar anc &! 
Mundo Azucarero in New \ 0! 
and Petroleum World in Los \n- 
geles. He will devote his tim 1 
Diesel Progress, of which he °e- 
mains editor and publisher. h¢ 
resignation will become effec ‘ve 
Nov. 1. 


Joins Lee Letter Service 


Guenther Reinhardt, most ‘e- 
cently a free lance public rela! "5 
consultant and writer, has jo °& 
Lee Letter Service, New Y °*: 
as an account executive for di °«' 
mail advertising and manage: °! 


public relations. 
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United to Expand 
Air-Ware Line, 
Test Ads in ‘50 


New YorK—United Aircraft 
Products, Dayton, O., manufacturer 
of aireraft parts and of the Air- 
Ware line of seamless spun alumi- 
num. baking pans, plans test ad- 
vertising in the consumer field 
next year and to expand produc- 
tion of its kitchenware line, John 
M. Meyers, president, told AA. 

The 1950 sales goal for the Air- 
Ware line, Mr. Meyers said, will 
be somewhere between $1,000,000 
and $2,000,000. An advertising 
agency will be selected to handle 
experimental consumer advertis- 
ing, and a percentage of the sales 
juota will be allocated for this 
purpose. In addition, Mr. Meyers 
said, he and his associates are 
working on plans for developing 
more cooperative advertising with 
department stores and food chains. 
Paul Honig is advertising manager. 


s Since the company’s line of kit- 
chenware was introduced in the 
fall of 1946, a small amount of ad- 
vertising has been done in busi- 
ness papers, which probably will 
be continued, Mr. Meyers said. The 
agencies now handling this are 
W. Earl Bothwell, Inc., Pitts- 
burgh, in the food field, and 
Blaine-Thompson Co., New York, 

n the hardware and housewares 
field. Sole distributor of the Air- 
Ware line is Paramount Industries 
Inc., here. 

Mr. Meyers emphasized that 
United Aircraft Products is still 
essentially an aircraft parts man- 
ufacturer. Its Air-Ware line is 
merely a small but growing divi- 
sion of the company. 

Its development stems from 
1946, when Mr. Meyers and his as- 
sociates assumed control of the 
company. United had had a patent 
for ten years previously on a 
method of automatically spinning 
aluminum blanks, but nothing had 
ever been done to develop it. Mr. 
Meyers investigated and as a re- 
sult the present line of seamless 
baking pans was developed. 


«The method of manufacture is 
relatively simple. Mill coils are 
automatically fed into presses. In 
ne operation the aluminum is 
lanked to size and embossed. 
Blanks are then placed in special 
spinning presses, which automati- 
cally eject the finished pans, which 
move on a conveyor belt to a de- 
greaser. They are then inspected 
and packed. 

Paramount Industries distributes 
‘0 about 1,000 housewares and 
hardware jobbers, to department 
Stores, variety and food chains. 
Off cers of United Aircraft Prod- 
ictts are: Aaron S. Saphier, chair- 
man of the board; John M. Mey- 
ers, oresident; Ira M. Grishaver, 
Vice- resident and secretary; and 
m Wesp, controller. 


& Barton Marks 125th 
Year with New Pattern 


Re | & Barton, Taunton, Mass., 
‘ ce sbrating its 125th year of 
SUSin ss by introducing Burgundy, 
ew s erling pattern, backed by an 
“ver ising campaign to continue 
“rou h the remainder of the year. 

In .ddition to large-scale trade 


r-page announcement, the 
‘chec ile will include color pages 
n By de’s Magazine, Bride’s Ref- 
‘Ten Book, Charm, Good House- 
~°p' g, Gourmet, Guide for the 
“ Glamour, Harper’s Bazaar, 
, US’ Beautiful, House & Garden, 
“di” Home Journal, Life, Living 
"Y ung Homemakers, Mademoi- 
lle. Modern Bride, Seventeen, 
& Country and Vogue. News- 
mats, displays, and window 


Lonergan Buys Refrigeration 
Corp. of America 


Lonergan Mfg. Co., Albion, 
Mich., producer of oil and gas 
space heaters and furnaces, has 
acquired Refrigeration Corp. of 
America, Perth Amboy, N. J., a unit 
of Noma Electric Corp., New York. 
Refrigeration Corp., maker of Frig- 
id-Freeze line of frozen food, ice 
cream and candy cabinets for re- 
tail and wholesale use, will be 
moved to Albion and will become a 
wholly-owned subsidiary of Lon- 
ergan. The move is expected to be 


completed about Dec. 1. 

Because Lonergan and Refrig- 
eration Corp. produce seasonal 
products, the lines will not be 
manufactured simultaneously. The 
heaters and furnaces will be pro- 
duced about six months a year and 
freezers during the remaining six 
months. 


Joins Cocktield, Brown 


Harry C. Clarke has been ap- 
pointed account executive in the 
Toronto office of Cockfield, Brown 
& Co. 


Blair Names Moreland 

Frank G. Moreland, formerly 
San Francisco manager of W. S. 
Grant Co., has been named an ac- 
count executive in the Los Angeles 
office of John Blair & Co., national 
radio station representative. 


Electrical Group Elects 

Arthur L. Brown, manager of 
the general sales division of North- 
ern Electric Co., Montreal, has 
been elected president of the Cana- 
dian Electrical Manufacturers As- 
sociation. 


Joins Alfred N. Miller 


Ezra Kahn, formerly with Flint 
Advertising Associates, has joined 
Alfred N. Miller Advertising, New 
York, as an account executive. 


AS KK WERK, 


EMPIRE STATE BUILDING 
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ition advertising, including [| 


PER CAPITA THAN 
ANY OTHER STATE 


‘ 


iS 
MORTAGE REDUCTION 


Standing unchallenged by any out-of-state metropolitan 
newspaper, South Dakota Dailies are ready to tell and sell 
your product story to-a rich, responsive market .. . a 
market which is populated with folks who have money 
to spend. Right now they’re spending 81%, more than 
folks all over the country and yet they have enough cash 
in reserve to lead the nation in the per capita purchase of 
Series ‘‘E”’ Savings Bonds. Not only that, but they aren’t 
cashing-in those bonds either. That’s why advertisers who 
use South Dakota Dailies call this a “‘Number One Market.” 
Another fact that you should know about, is the amaz- 
ing interest rate these folks obtained on their veterans’ 
bonus bonds. South Dakotans obtained a 1.1399 per cent 
interest rate on this particular bond issue . . . a rate lower 
than any other state. 
Folks in South Dakota are proud of their state and 
they’re proud of their locally managed and edited news- 
apers ... the SOUTH DAKOTA DAILIES. South 
akotans have money to spend . . . they’re willing to 
spend it and they buy products and services recommended 
by their local buyers’ guide . . . their local South Dakota 
Daily .. . the only media that reach 9 out of 10 South Da- 
kota families. 


Write any of the 
South Dakota Dailies 


South Dakota Dailies Are Composed 
Of The Newspapers That Cover The 
Primary Markets of South Dakota 


‘unter cards are available to 


ONLY SoutH DAKOTA DAILIES 
wlELLé SELL IN SOUTH DAKOTA 


FIRST IN PRODUCTION 
OF RYE AND OATS — 


SOUTH DAKOTA FOLKS 
SPEND 81% MORE THAN 
NATIONAL AVERAGE 


’ FAMILIES IN THIS 
RICH RESPONSIVE MARKET! 


A Future for You! 


South Dakota is a number one loca- 
tion for alert manufacturers, dis- 
tributors and new businesses 
searching for sites that will aid 
their growth. South Dakota not 
only offers abundant resources, but 
friendly American labor . . . a fine 
highway system that is constantly 
being improved by the State High- 
way Commission . . . planned rec- 
reation facilities supervised by the 
Department of Game, Fish and 
Parks. Investigate the fine loca- 
tions and extra advantages of the 
“Land of Opportunity.” 
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Expenses Outpacing 
Sales in Wholesale 
Drug Merchandising 


ATLANTIC City—For the first 
time since the war, operating ex- 
penses of wholesale druggists are 
increasing faster than sales, Ray 
Schumacher, an executive of Mc- 
Kesson & Robbins, told the 75th 
annual meeting of the National 
Wholesale Druggists Association 
here. 

Reporting on a survey conducted 
among member companies, Mr. 
Schumacher disclosed: 

“Wholesale drug sales (without 
liquor) for the period of Jan. 1 
to June 30, 1949, have increased 


DESIGNERS & PRODUCERS 
OF PERMANENT DISPLAYS 


raw Fall Company. 


11 EAST WALTON PLACE 
CHICAGO 11 


approximately 2%. However, 81% 
of the firms report their operating 
expenses during the same period 
had increased an average of 534% 
over 1948.” 

A sales decrease of 3% was re- 
ported for July this year as com- 
pared with July, 1948. 

“A drop of from 10% to 15%,” 
Mr. Schumacher said, “could very 
well eliminate the entire net profit 
that is left in some instances with 
the high operational costs of to- 
day.” 


Nepera Chemical Names Babb 


Russell H. Babb, formerly adver- 
tising director of Bristol Labora- 
tories, has been named director of 
advertising and sales promotion of 
a Chemical Co., Yonkers, 


Maico Co. Elects Jensen 


Maico Co., Minneapolis, manu- 
facturer of hearing aids, has 
elected George M. Jensen, former- 
ly with Nash-Kelvinator Sales 
Corp., as vice-president in charge 
of sales. ° 


749 Co-op Shows 
Fully Analyzed 
in Garver Book 


New York—Anyone who is in- 
terested in the business aspects of 
broadcasting will find Robert I. 
Garver’s new book, “Successful 
Radio Advertising” (Prentice-Hall, 
$5.75), a useful tool. 

Although a bit dated, Mr. Gar- 
ver’s analysis of sponsor participa- 
tion programs is one of the most 
detailed, complete treatments ever 
given this significant phase of ra- 
dio. 

Readers who must carefully ra- 
tion their time are advised to con- 
centrate on the charts in the back 
of the volume where the most note- 
worthy data are condensed. Source 
of the information was a survey 
made in the fall of 1946 by the 


author, in conjunction with Alley 
& Richards, covering 913 AM sta- 
tions. 

Some 260 stations answered the 
questionnaire; these reported a 
total of 749 individual sponsor par- 
ticipation shows. (Definition: “a 
program created by the station for 
sale to two or more advertisers 
who participate in the daily spon- 
sorship. The advertisers need not 
be the same each day.’’) 


s Breakdown of the 749 broad- 
casts by program types showed: 
Disc jockey, 208; musical clock, 
144; home economics, 71; tran- 
scribed and (or) recorded music, 
58. Leaders in the station power 
breakdown: 250-watt, 279 pro- 
grams; 5,000-watt, 238 programs, 
and 50,000-watt, 117 programs. 
Morning hours led as a favorite 
time period, with afternoon pro- 
grams as a close second and even- 
ing broadcasts a distant third. 
Most of the shows were tailored 
to attract women; many were de- 
signed for both sexes. Seventy-nine 


East of the Rockies, it’s 
Monsen-Chicago, 22 East Illinois Street 


On the Pacific Coast, it’s 


Monsen-Los Angeles at 928 South Figueroa Street 


Selecting the proper type faces, using the correct 


letter, word and line spacing, accurate 


proofreading and pulling clear, sharp etch 


proofs are typographical services alert advertising 


agency production managers always look for. 


Clients, however, rarely see these behind the 


scenes actions that result in sales-building, attractive 


advertisements and printed material. 


What they do see and appreciate is the finished 


product — either in a publication or a direct mail piece. 


At Monsen-Chicago typography goes beyond the 


services expected by production managers. 


Multi-Check proofreading, layout service and 


Trans-Adhesive proofs for distinctive 


comprehensives are just a few of extra services 


performed by experienced Monsen craftsmen— 


services that especially please clients. 


When you have type “set” by Monsen-Chicago, 


you are “setting” client praise. 


CHICAGO 


LOS ANGELES 
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per cent are ad-lib sessions. 

Mr. Garver, account execu ive 
of Lynn Baker Inc., advises the 
AM advertiser shopping for ) ar. 
ticipations to be more mindfu of 
the program and personality he 
buys than the transmitter 
wave length. 


e Of the 749 programs covered, 
one-minute participations are a- 
vailable on 92%; 15 minutes op 
22%; 5 minutes on 17%; 10 niin 
utes on 11%; station breaks on 
7%, and 30 minutes on 6%. Most 
stations answering the questio)) on 
the point said they limit their 
commercials to 3 minutes per 15 
of program. The most recurrent 
product exclusion: medical prep- 
arations. 

Biggest mail pullers were dis 
jockeys, followed by home eco- 
nomics, musical clock and live 
musical variety. 

Sixty-three per cent of partici- 
pations reported may be bought 
at card rate; 13% are available at 
less. A great many stations indi- 
cated they allow participating 
sponsors to combine participations 
costs with other time payments for 
dollar-volume discount purposes 
Costs in the geographical listings 
in the back of the book range from 
$2 per one-minute commercial! on 
“Early Morning Requests” on 
KROP, Brawley, Cal., to $125 for 
a minute spiel by “Dorothy and 
Dick” on WOR, New York. 


i 


e Mr. Garver estimates that more 
than $50,000,000 is being spent an- 
nually on this popular form of 
radio advertising, which he traces 
back to pre-commercial broadcast- 
ing days and to Dr. Frank Conrad, 
Westinghouse engineer, who gave 
phonograph companies credit fo: 
the records he played on his am- 
ateur station. 

One of the earliest participation 
shows was “Mailbag,” a mixture 
of transcribed musie and product 
plugs aimed at rural listeners 
which started in July, 1922, on 
WJAG, Norfolk, Neb., and is still 
going strong. 

Suggestions from the author to 
potential sponsors: 

1. “The barest minimum sched- 
ule to be considered by a new ad- 
vertiser on a participation pro- 
gram is twice a week—and then 
only if his product has already 
been well established and there are 
not too many other commercials 
competing for attention on the 
program.” 

2. It is advantageous to purchase 
a Monday-through-Friday schedule 
to get the greatest over-all circu- 
lation if the budget permits. 

3. If an advertiser who has used 
a particular program for a year o! 
more has to cut his budget, he can 
protect his investment by retain- 
ing one or two commercials a week 
to keep the listeners from forget- 
ting a product with which they 
have become familiar and which 
they associate with the progr:m’ 
star. 


Starts New Publication 


The Saint Louis Business  ‘ec- 
ord, a new weekly business 2n¢ 
industrial publication of the ! 
Record Co., has begun public: 102 
It is being distributed by 1a!) 
without charge every Tuesd:¥y ‘0 
12,000 executives in the great«: 5! 
Louis area. Subjects covered vith 
a local emphasis include bus 2¢S‘ 
and industrial spot news, ne\ 
dustries and products, reviev = ° 
price trends, labor relations 
Offices are at 1004 Market S “ 
Louis 1 


AANR, Detroit, Elects Bate: 
Wallace E. Bates, Detroit 
ager for the Chicago Tribune ‘25 
been elected president of th« 
troit chapter of the America) 
sociation of Newspaper Repre ."'- 
atives. Other officers are: Do A. 
Jansen, of Cresmer & Wood 2 
Inc., vice-president; C. F. Ta -°%: 
Hearst Advertising Service, 
retary; and C. A. Miller, New 


Times, treasurer. 
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BEER AS BEER SHOULD BE 


DRIVE TO CONTINUE—C. Schmidt & 


Sons, Philadelphia, plans to continue 

through the fall and winter months an 

extensive mewspaper series featuring 

comic situations. The series, including this 

200-line summertime sample, was tested 
last spring. 


Schmidt to Continue 
Humorous Series in 
Eastern Newspapers 


PHILADELPHIA—With the comic 
situations geared to the changing 
seasons, C. Schmidt & Sons plans 
to continue through the fall and 
winter an extensive series of news- 
paper ads for its beer and ale. 

The campaign, tested success- 
fully last spring, has been appear- 
ing in publications along the east- 
ern seaboard from Maine to Flor- 
ida, with humorous illustrations 
pointing up the reminder that it’s 
“Only 5 Minutes to a Cold Glass 
of Schmidt’s.” In the continuing 


series, only the headline will be 
varied to a “Swell Glass of 
Schmidt’s,” and the illustrations 


will depict wrestlers, a_ political 
speech, an opera scene, a rainy 
football stand, Christmas shoppers, 
etc. 

All containers are featured in 
the different ads, including the 12- 
unce export beer and 12-ounce 
green ale bottles, as well as 
“steinies,”’ no-deposit no-return, 
and Silver Noggin containers in 
both 12-ounce and quart sizes. 

The comic series is being inte- 
grated with other consumer and 
‘trade advertising, as well as ag- 
gressive sales promotion activities 
in behalf of Schmidt’s beer, ale 
and bock beer. 

Al Paul Lefton Co. handles the 
account. 


ABC Shifts Day, Simmel, 
Atkinson and Black 


Horold B. Day, formerly cooper- 
itive program sales manager, 
American Broadcasting Co., New 
York, has been appointed to fill 
‘ne .ew post of director of radio- 
'V ales development in the net- 
wor} 's spot sales department. Lud- 
wig W. Simmel, previously busi- 
hess manager of the cooperative 
, am department, was ap- 
-d manager of the cooperative 
prog am department. 

Fi nk Atkinson, former sales 
e manager of the cooperative 
2am sales department, was 
assistant to Mr. Simmel. Tom 
' . manager of sales develop- 
men in spot sales, becomes man- 


‘ger of radio sales development in’ 
‘at lepartment. 
Ap; oints Lovick Agency 


_T\e Montreal office of James 
“OV -k & Co. has been named to 
‘an le the advertising of Leo- 
, a new type of room heater 
‘St’ buted for the British man- 
“ac urer by Francis Hughes & 
‘0., Montreal. Trade publications 
Will be used this month, followed 
oY consumer advertising. 


Colgate Replaces Stock 

Colgate-Palmolive-Peet Co., Jer- 
sey City, has revised its formula 
for the new Colgate ammoniated 
dentifrice to eliminate “cakey” 
and “lumpy” properties reported 
by consumers. Colgate will recall 
and replace remaining stock on re- 
tailers’ shelves, paying all costs 
incurred. 


WPAT Appoints Herman Bess 


Herman Bess, formerly with 
WLIB, New York, has been named 
vice-president in charge of sales 
and programming of the North 
Jersey Broadcasting Co., which 
operates Station WPAT, Paterson, 
N. J. 


George Lewis Joins WKENB 

George Lewis, formerly on the 
announcing ‘staff of Station WELI, 
New Haven, has joined the com- 
mercial sales staff of Station 
WKNB, New Britain, Conn. He 
succeeds Richard Wolrath, who 
has resigned to open his own op- 
tical business in Denver. 


Names Wilson, Haight & Welch 

T. H. Clack & Bemporad Co., 
New York, manufacturer of Am- 
erican Lady rugs, has named Wil- 
son, Haight & Welch to handle its 
advertising. Television, newspapers 
and national magazines will be 
used by the company, which is a 
new advertiser. 


540 N. MICHIGAN AVE. 
185 N. WABASH AVE. 


Photostats 


FOR ADVERTISING 


410 N. MICHIGAN AVE. 


111 E. DELAWARE ST. 


‘ 
Ne ee ae ee 


families that you 
can reach ee. mail 
for sampling ~ - 
or couponing — 


Yes, almost 35,000,000 addresses—all the pros- 


pects you'll ever want! Virtually 90% 


of the 


nation’s families are covered in this list that cost 
over $1,000,000 to compile. All or any part of 
it is available to you for mailing samples or 
coupons at a fraction of the compilation cost. 


You can select any city in the country or all of 
them. You can select an entire city or any part 
of it. Whatever locality you want, you can get! 


No other national list is as complete or up to 
date as this one . . . and it is continually being 
augmented, checked, and corrected. Best of all, 


ee err Bee Oe ieee 2 Ee Be ae EArt... aes Ne iad Mmireet Bae Cm Pe ss 


THE REUBEN H. DONNELLEY CORPORATION 


305 E. 45th ST. 


_ NEW YORK 17, N 


CHICAGO 16,11 


: art ven 
ae: Maddie 


material addressed to this list has proved to be 
over 98% deliverable—a new high for mailing 
list accuracy. 


So if mail sampling or couponing fits into your 
promotion and merchandising plans—or is worth 
testing to find out—get in touch with your near- 
est Donnelley office. Mailing coverage and prices 
for any city in the nation are yours for the asking. 


In addition to addressing to any area you wish, 
we are fully equipped to handle all mailing and 
assembly operations and can meet any release 
date you specify. 


ge em ngs are eee ; 


_- 727 VENICE BLVD. | 
LOS ANGELES 15, CALIF. 
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To Bennett, Walther 

Edgar F. Willis, formerly vice- 
president of Henry A. Loudon, Ad- 
vertising, Boston, has joined Ben- 
nett, Walther & Menadier, Boston, 
as vice-president. 


KMOX Appoints Erwin Shomo 

Erwin H. Shomo, formerly gen- 
eral sales manager of WBBM, Chi- 
cago, has been appointed general 
manager of Station KMOX, St. 
Louis. 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- 
ally by Burn-Smith 
o., Inc. 


Moderate Winter 
and Spring Slump 
Predicted by Pace 


New YorK—Business will be 
good for the rest of 1949, and after 
a winter and spring slump of very 
moderate proportions, business is 
likely to be on the rise throughout 
the remainder of 1950, Clark R. 
Pace, business outlook editor of 
Business Week, predicts in the cur- 
rent issue of the “Pulsebeat of In- 
dustry,” a digest of current prob- 
lems, trends and future opportuni- 
ties, written by editors of the Mc- 
Graw-Hill Publishing Co. 

The current issue presents infor- 
mation about conditions in 22 do- 
mestic industries and four articles 


on foreign trade. With respect to 
the latter, Harry S. Wharen, editor 
of the McGraw-Hill Digest, says: 

“Over the next year, purchases 
from the U. S. may be reduced by 
15%. Foreign-aid dollars will be 
fewer than last year. And it is ex- 
pected that U. S. imports will be 
smaller. This all adds up to a drop 
in exports for 1950—possibly to $11 
billion or slightly less.” 


WKRC Names Rost and Cady 

Claude Rost, in the public rela- 
tions department, has been named 
publicity director of Station 
WKRC, Cincinnati, succeeding 
Charlton Wallace. Earl Frank 
Cady, formerly with WHKK, Ak- 
ron, and KROS, Clinton, Ia., has 
joined WKRC’s sales force. He 
succeeds Jim Black, who has re- 
signed. 


7 %e" a ‘oe 


Drawn by John Buckley, whose illustrations appear weekly in Pictorial Review 


You Dont Need to Marry All the Family 
to Geta GOOD 


/&- 


bs 


“tg 


SPECIAL TO ADVERTISING EXECUTIVES: In today’s 
sharpening competition, why penalize yourself with 
scatter-shot advertising? Why not concentrate in those 
markets where your distribution is strongest? Why not _ 
profit by PICTORIAL REVIEW’S unmatched flexibility! 


Only in PICTORIAL REVIEW can you buy separately 
without penalty ... even for color... your choice of from 
one to ten of America’s biggest, easiest-to-sell Sunday 


Magazine Markets. 


And, only in PICTORIAL REVIEW do you get these 
other added values:—‘Front-row-center” visibility for 
each advertisement; an exclusive audience for your sales 


message because of no competitive product pages. 


Add to all these advantages the 
unequalled street-by-street, mar- 
ket-by-market guidance of the 
famous Hearst Sales Operating 
Controls. Then act now to see 
how PICTORIAL REVIEW can 
step up sales for you this fall and 


winter. 


Copyright 1949 by Hearst Consolidated 
Publications, Inc., Hearst Acivertising 
Service Division. All rights reserved. 


WIFE. 


Distributed with 
The Sunday Issues of 


DETROIT TIMES 
CHICAGO HERALD-AMERICAN 
MILWAUKEE SENTINEL 
PITTSBURGH SUN-TELEGRAPH 
BOSTON ADVERTISER 
LOS ANGELES EXAMINER 
SAN FRANCISCO EXAMINER 
SEATTLE POST-INTELLIGENCER 
NEW YORK JOURNAL-AMERICAN 
BALTIMORE AMERICAN 


ee a 


in Pictorial Review 


; . 
~ Can you buy from 1 to 10 
Big-City Sunday Magazine Markets. 


A HEARST 
PUBLICATION 


Represented 
Nationally 
by Hearst 
Advertising 
Service 
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The Eye and Ear Department 


Milton is back, as practically 


second was good. No doubt, by 
derful exchange between 
Berle and Billie Burke. 
“Your name’s misleading,” 
said Berle. 
“Misleading?” 
Miss Burke. 
“Yes,” said Berle. “Billie— 


inquired 


that’s a man’s name.” 

“Well, your name’s mis- 
leading, too,” said Miss 
Burke. 

“You mean Milton?” 

“Yes, Milton. That’s a 


man’s name.” 

All in all, the Berle show 
has lost none of its sparkle 
and fun. But this reviewer, 
at least, found Sid Stone, the 


shadowed the black and white 


the sagacity of the remark that 
thing. 


every TV fan knows, and is sti | 


Berle-ing over with energy. His first show was as bad as h 


this time, you’ve heard the wor 


PITCHING—Texaco’s pitchman, Sid Stone, 

goes over commercials with Writers Nor- 

man Nash of Kudner, Sam Carleton (gag 
man) and Dick Farricker of Kudner. 


pitchman, a little tiresome, a little too familiar. His lines are fair, 
but the gimmick of the pitchman grows a little too repetitious. 
This Department has never considered the Stone interlude a good 
commercial—originally, because the color of the pitch over- 


of the commercial on Havoline 


and Fire Chief. But now he finds it bad because it is too unchang- 
ing. It is as if Berle appeared in the same costume every week. 
One of the first TV commercials to get general acclaim, it seems 
to this Department that Texaco’s pitchman is beginning to prove 


one can have too much of a good 


That, of course, is just one man’s opinion. 


‘Tello-Test’ Quiz 
Show Is Revamped 
for Don Lee Series 


HoLLywoop—The Don Lee Net- 
work has revised the radio-tele- 
phone quiz, “Tello-Test,” to con- 
form with FCC requirements and 
is now broadcasting the program 
five times weekly over the full 
network. Don Lee had been ready 
to use the show when FCC an- 
nounced its regulations on give- 
aways, which would have banned 
the program. 

Although Radio Features Inc., 
Chicago, has obtained an injunc- 
tion staying application of the ban 
until a court determination of its 
legality has been made, Don Lee 
requested a change in format to 
comply with the FCC order. The 
change affected the jackpot ques- 
tion carry-over feature of “Tello- 
Test.” ; 

The FCC ruling declared that a 


giveaway would be illegal if aid 
to answering the question is given 
on a program broadcast over thé 
station, the broadcasting of a ques- 
tion on a previous program being 
considered an “aid.” In the re- 
vised version, ““Tello-Test’s” carry- 
over question is eliminated and a 
different jackpot question is used 
on each broadcast. If no one called 
answers correctly during the day’s 
show, the answer is given. The 
jackpot continues to grow, but a 
new question is used each day. 


Hauck Joins Doner Agency 


Mrs. Bettie Hauck, former) 
with National Underwriter, has 
joined the art staff in the Chicago 
office of W. B. Doner & Co., ad- 
vertising agency. 


Electrical Show Scheduled 

The Electric Association will 
hold its third annual national tele- 
vision and electrical living show 
at the Chicago Coliseum Sept. 29- 
Oct. 8, 1950. 


>. 


FOR PRODUCT INDENTIFICATION. 
Apply trade names, trade marks, r 
specifications directly to product. 


FOR PRODUCT ADVERTISING 


Gy FOR PRODUCT INSTRUCTIONS 
Apply diagrams and instructions on product for 


Write fee oe. Semples Rs 


MYSTIK ADHESIVE PRODUCTS 


2639 N. Kildare ° 


Chicago 39, lilinois 
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Matching Colors Now| 
a Matter of Math 


ATLANTIC CITY—A numerical 
color match is now possible, thanks 


sti! to he recording spectrophotometer, 

h coupled with the automatic Tristi- 
fOr mulus Integrator. 

Dr. I. H. Godlove, General Ani- 
line & Film Corp., told the Amer- 
ican Association of Textile Chem- 
ists and Colorists that the end of 
the Expert Eye and Copywriter’s 

q Catalog are in sight. 
. Anyhow, you may now pick col- 
} rs by the numbers. Dr. Godlove 
\ said that to understand how the 
numbers were arrived at, one must 
earn about trichromatic coeffic- 
ients, integral calculus and tri- 
stimulus values. 

tone, He said he’d been in the thick 

Nor- of the color business for 20 years 
(gog and he hasn’t been able to find 
-. three recognized experts who could 

agree on a color match. 
fair, Numbers probably won’t com- 
ous. pletely obviate the copywriter: 
s00d “Numbers, not names (or prob- 
ver- 
line 
ing- 
eek. 
ems 
“ove 
food 
if aid Advertising buyers have a peculiar pro- 
Saag 9 bem. They are buying an audience, which 
: Pew, isn't like ‘a commodity, machine or service: 
iia can't be looked at, or sent out on trial. 
he re- The advertising manager who wants to 
carry- gq! 4 set of tires or a sea voyage can't look 
and a (you and the other 21,070 Advertising Age 
s used graders to compare you with the readers of 
called Printers’ Ink or Nation’s Business. 
e day’s So the magazine with an audience to sell 
1. The Hires to be helpful. It tells the advertiser the 
but a ffnumber of readers and the cost of a page of 
ay. advertising. It is not so easy to tell about 
your interests, age, income, or the regard 
“y you hold for his magazine. 
rmerly To get such information, the magazine 
r, has fiimakes surveys. It sends letters or interview- 
‘hicago Hers to a “typical cross section,” always a 
0., ad- Bivnical cross section. 
From the replies, a few dozen or a few 
1d nousand, the magazine prepares a report 
.,, Bpoowing that it is preferred, most useful, 
i i read cover-to-cover, that its readers are the 
, hea most prosperous, the best educated, widely 
pt. 29-fm'veled, heavily insured. 


Frequently one magazine's survey dis- 
proves another magazine’s survey. For this 
tason surveys are not always as convincing 
as the surveyor hopes. 

But Nation's Business has a convincing 
Burvey it has conducted for thirty years. 
Every business day its interviewers ask 
business men, “Would you like to buy a 
year subscription to Nation’s Business 
Hor $1 5?”* 

La.t week brought 5,230 “yes” replies. 
Atep| didn’t count unless accompanied by 
Achec! for $15. The total cash last week was 
98,45). The week before it was $77,220, 
nd lav’ month $368,565, 


Thi survey goes on and on. Week after 
‘ek »reand more business men vote “yes” 
End ba k up the vote with fifteen bucks. 

Rig \t now, Nation’s Business is being 
Fad b. 661,294 business men, nearly twice 
‘sman. as read any other business magazine. 
Allhay - voted “yes” at least once in the last 
inree y ars. 

If 
Bball b 

taf 


‘u would like to see this survey we | 
happy to show you today’s checks, 
week’s. Want to look? 


\ON’S BUSINESS . . . Washington, 
ork, Chicago, Detroit, Cleveland, 
neisco and Los Angeles 


ably plus names like Ashes of 
Roses to salve the copywriters and 
preserve romance in selling), is 
the only accurate answer,” Dr. 
Godlove said. 


Krupnick Names Sager 


Harry N. Sager, formerly re- 
search chief in the Veterans Ad- 
ministration, has been named di- 
rector of media and market re- 
search of Krupnick & Associates, 
St. Louis. He succeeds Martha M. 
Goell, who is resigning late this 
month. 


Struble Rejoins Reo Motors 


A. L. Struble has rejoined Reo 
Motors Inc., Lansing, Mich, as as- 
sistant general sales manager in 
charge of branches. He was with 
Reo from 1928 to 1937 as mer- 
chandising manager and manager 
of its truck division. From 1937 
to 1947 he was vice-president in 
charge of sales of Fruehauf Trailer 
Co. and of Trailmobile Co. For 
the past two years, Mr. Struble 
has been engaged in special re- 
search work in connection with 
postwar problems of the automo- 
tive industry. 


Rogel to General Promotions 


Max Rogel has been named ex- 
ecutive vice-president of General 
Promotions Co., New York. He 
will direct publicity and public 
relations services for clients of 
Emil Mogul Co., New York agency. 
Mr. Rogel is head of Max Rogel & 
Associates, Newark, publicity and 
public relations concern, a position 
he will continue to hold. Eli Fox, 
an associate of Max Rogel & As- 
sociates, has been appointed gen- 
eral manager of General Promo- 
tions, of which Emil Mogul is 
president. 


arbi. 
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Business Writers Meet 


The annual convention of the 
American Business Writing Asso- 
ciation will be held at the Nether- 
land Plaza, Cincinnati, Dec. 29-30. 
Officers just elected for the new 
year are: President, J. Harold 
Janis, New York University; vice- 
presidents, H. B. Young, Pennsyl- 
vania State College, Mamie Mere- 
dith, University of Nebraska, J. H. 
Menning, University of Alabama, 
and Jessie Graham, Los Angeles; 
and secretary-treasurer and editor 
of the “Bulletin,” C. R. Anderson, 
University of Illinois. 
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FOR MORE SALES AT AG 


Midwest Farmers Spend bee 
because they AKE MORE: 


Average Gross Income 
per Farm 


— | 


Advertising to Midwest farmers at the local level 
does a three-fold selling job: (1) it acquaints the farmer 
with your services and products; (2) it encourages 
present dealers to push your products; (3) it helps line 
up new dealers. 


The dealer prefers the local farm paper because it’s 
the medium most thoroughly read by his customers 
and prospects. The farmer prefers his local farm paper 
because it talks his language, knows his business, his 
problems. Each Midwest Farm Paper is locally edited 
for the farmers in its own area, has top farmer reader- 
ship, complete farmer confidence. 
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ao REMAINING 
STATES 


Distribution may be national but selling is always 


est Unit Papers Pe 
local. Concentrate your advertising where most sales 


Midw roportion of 


subscribers to 


/Ferm uble the U- 5. P , , . . 
have more than do families. ' can be made. Buying the “Unit” gives rate savings up 
iah-income farm Midwest Unit or A : 7 : 
"7 ge farm subscribers - me greet” to 15%. All you need is a single insertion order, a 
Avera double ° 
\ . than ‘ ~ 
Papers receive = by farmers in the Fe single plate. 


sto Midwest Unit 
e the amount 


in fa d, buildings - ma- 
pe on the average farme 
chin 


remaining 40 states. 


/ Average farm sub 
Papers he 


MIDWEST 


FARMER + WISCONSIN AGRICULTURIST and FARMER « NEBRASKA FARMER 
 Widwest offices at: 250 Park Ave. New York + 539 € Madison St. Chicago + 542 New Center 
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Oct. 
1949 
General 
Ace Fiction Group ............ 18 
American Forests ........... 13.0 
American Home ............ 77.9 
RS 14.9 
American Magazine .......... 414 
American Mercury .......... 2.2 
ieee kde veces tes 17.1 
Atlantic Monthly ............ 24.7 
Better Homes & Gardens .... 161.8 
Crristian Werald ............. 51.4 
DT dh T hee 5 geereeeeces 9.2 
CE ee ee 16.0 
eles secs dsneee 49.1 
Dell Men’s Group ............ ’ 19.8 
ie. or eneceess = 
ES oc ccccesvece ‘ 
Cees kavccoseeesse 30.8 
CE sc ceedescesaee ans 
a . 
EE ein chad k a4 060 @ 0 6 26.8 
SPE ve bes oS sn ocevéewe 113.0 
Grade Teacher, The ........... 38.0 
Harper's Magazine ............ 19.2 
ti. 6 o6en wees ee 58.7 
ET EEE ciccscoccece 2 
House & Garden ... 154.0 
Improvement Era ............ 24.6 
ST nalbedgs bectes scot 4 
> Ee 19.3 
Macfadden Men's Grp. ........ 14.3 
Mechanix Illustrated ........ 79.0 
Motor Boating .............. 56.1 
National Geographic .......... 40.8 
Wation’s Business ............ 32.7 
Nature Magazine ............ 2.0 
DE néWhcciccceocees 22.1 
Popular Fiction Group ........ 14.0 
Popular Mechanics .......... 160.7 
Popular Science ............ 15L5 
Promenade . 31.2 
ech. ib ecwawebeves 18.1 
EE 7.3 
Se ne Nb waandin 600 06.5 16.7 
i tpihwehivedve see's 5 =. 
Thrilling Fiction Grp. ........ 
Town & Country ............ - Gi 
Oe rer ee 30.8 
Tati es cheaen vase ve 6.8 
RES os was op baka knee 59.7 
hs oc wddndne oe 2,225.6 
*Not included in totals. “Larger page size 194' 
Women 
RRR ns in eoensedse'e 84.5 
Dell Modern Group: 
Modern Romances .......... 36.3 
Modern Screen ............ 36.7 
re 31.4 
Family Circle (Nat'l) ........ 31.4 
ER 48.3 
Fawcett Women’s Group: 
Motion Picture ........ T 37.1 
EE GE cceccedes _ 34.5 
True Confessions .......... 48.2 
hE ae 102.8 
Good Housekeeping .......... 174.1 
a ee 147.0 
Hillman Women’s Group: 
RE RS 21.0 
S&S 20.8 
*Real Story ..... ahs 20.8 
SD a0 vse éanen on 21.0 
EE Bt is a ag 0.00.6 Saas 18.8 
Viti ns ene deere 60 55.2 
Ideal Women’s Group: 
‘Intimate Romances ........ 22.4 
DT SeeW hs oe 0 beescee 21.2 
Movie Stars Parade ........ 21.2 
Personal Romances ........ 26.6 
Ladies’ Home Journal ........ 145.6 
True Story Women’s Group: 
Radio & Television Mirror ... 38.2 
p> Siaeaaae 44.4 
ss we vow os ae 37.3 
True Love Stories .......... 37.5 
EE nec cnecbeee ss 40.9 
lk é cen acekee s 75.8 
ET (eds ncowsdueeé F 102.0 
ee 89.3 
ee 83.0 
Parents’ (N. Y. Metro. Ed.).... 93.1 
‘*Parents’ (Pacific Coast) .... 85.2 
**Screenland Unit .......... 20.6 
Pt aGiadtces sas ndb ese 19.7 
EA 101.4 
Today’s Woman ............ 46.6 
CM, de occocececs 188.6 
Woman's Day (Nat'l) ........ 60.4 
*All Editions ce b ena eae 64.3 
Western Family hed ewes 42.6 
Woman's Home Companion .... 101.7 
a ee 2,319.4 
*Not included in totals. ‘First issue October, 
Outdoor 
American Rifleman .......... 59.9 
ee 65.5 
1:6 conttsee dee 23.5 
Hunting & Fishing .......... 18.8 
gE 55.8 


—Total Advertising 
Jan. - 


Oct. Oct. 


1949 1948 1949 


Farm Magazines 


Capper’s Farmer ...... 49.9 57.0 493. 
Country Gentleman ... 108.8 1248 1,011.1 
Farm Journal ........ 103.3 107.9 917.3 


Progressive Farmer: 


Carolina-Va. Edition. 811 89.2 696.2 
Ga.-Ala.-Fla. Edition 80.4 89.4 702.8 


Ky.-Tenn.-W. Va. 


are 78.0 87.6 682.3 
Miss. -La.-Ark. 

a 76.2 84.3 672.8 
Texas Edition ...... 811 887 717.1 
*In all 5 Editions .. 70.2 77.8 607.7 


*Aver. 5 Editions ... 79.4 87.8 6944 


4Southern Agriculturist . 38.9 43.4 
Successful Farming ... 109.4 1219 


Total Group ...... 807.1 894.2 7,164.8 7,452.1 
*Not included in totals. ‘Smaller page size 1949. 


Monthlies 


Agricultural Leaders’ 
Digest 
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2,760.9 20,603.6 22,995.8 1,177,797 1,399,429 
1949, *Sold separately 1948. *First issue April, 1948. 


———Total pirate, 
a 


SEPT 95,//0 
ocr |_1 46,650 


October Advertising Pages and Linage in National Magazines 


GENERAL 


ocr. 
SEPT. 


1.096.686 
887/03 


1949 


OCT 24,637 
SEPLE 2/,956 


ocrl | 27.688 


OUTDOOR 
1949 


133.387 
8.6/6 


4.399.429 


OCT L___]4222.9/4 


CANADIAN 


1949 


4 ame (569,038 


Advertising Age, October 24, 1919 


142,694 


544,690 
306,/59 


|] 387,668 


Total Group ........ 


Weeklies, Bi-Weeklies, Semi-Monthlies—September 


Canadian 


Canadian Home Journal 
Canadian Homes & Gardens .... 
Chatelaine 
Maclean's (2 issues) .... 
®Mayfair 
982 | National Home Monthly 

ares 


Reader's Digest: 


English Edition ...... 
French Edition ...... 
Revue Moderne, La .... 
Revue Populaire, La .... 
“Samedi, Le 
Total Group ....... 
“September linage. 


**Canadian National Weekend Newspapers (Rotogravure Linage) 
MAE Givisak> odes 


Standard 
Star Weekly 


8 eee 


**September linage. 


American Fruit Grower . 
American Poultry Journal: 
Eastern Edition..... 
Central Edition ..... 
Western Edition .... 
*In all 3 Editions ... 

Arkansas Farmer ...... 


Better Farming 


ae 
SReteer Fret ....... 
Breeder's Gazette ..... 
California Citrograph .. 
548 | Cattleman, The ....... 


Electricity on the Farm 


Farm and Ranch ...... 
Farmer-Stockman ..... 
Florida Cattleman .... 
Florida Grower ....... 
**Idaho Granger ...... 
Kentucky Farmer ..... 
Michigan Farm News .. 


— Live Stock 


SE -acececesss 


tives 52.1 61.0 
53.1 62.8 

ade wes 59.1 58.9 
Viep ote 73.3 87.2 
Pile see 67.1 73.5 
yer 36.1 34.6 
eeeens 23.7 32.0 
chara 70.5 33.0 
nande’ 715 34.0 
iuaiwn 31.5 44.5 
ore 43.7 47.3 
50.1 


ben: 618.7 618.9 


Pa <. 
Oct. 
1949 1 

Ra as dag ois hn ace alinhh aes 18.7 15.3 
EE i'n vice onde 6.6450 68.8 80.2 

ED ccawtcecs eves 311.0 332.6 3,020.9 
Youth 
The American Girl 13.1 20.8 
Boys’ Life 18.4 25.6 
Child Life 7.1 2.6 
Open Road 18.5 
tSenior Prom 19.4 26.4 

CS eee 7L5 93.9 

Calling All Girls. 

Comics Magazines 
Archie Comiles ............. 4.5 5.0 
Famous Funnies ............. 4.5 4.0 
Fawcett Comics Group ........ 6.6 5.0 
*Harvey Comics Group ........ 8.0 9.0 
Lev Gleason Publications ...... 10.3 5.3 
Marvel Comics Group: 

cree S&S Ualts) .......... 24.0 23.0 

| 9 SAR RS 9.0 6.0 

| RET 7.5 9.6 

EE EE ncn s'o ces sebice 7.5 7.3 
National Comics Group: 

|) - ee 14.5 18.5 

. fF Xe roe 7.0 9.5 

_ i tae 7.5 9.0 
tGirls’ Fun & Fashion Magazine 8.6 15.1 
*Star Comics Group .......... 6.0 a 
Standard Comics Group ...... 3.5 3.0 
WOU MEE. We ba desecccoess 19 3.5 


vie ¥en 65.3 62.3 3 
*Not included in totals. {Oct.-Nov. issues combined both years. Formerly 


3,240.9 133,387 
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Jan.-Oct. Jan.-Oci 
1949 194 

86,319 85,014 
265,010 288,110 
1,296,035 1,387,236 
46,995 70,448 
100,248 118,420 
5,596 11,091 
41,952 55,861 


& 


a 
g 


we 


688 
(Smaller page size 1949. 


Sent. Sept. Jan.-Sept. Jan-Sept. Sept. 
1949 1948 949 


1949 1948 


American Weekly ............ 67.0 70.9 , 

MD) Sie cece eéene 290.6 314.0 2,592.8 

Christian Advocate .......... 19.9 20.8 148.1 

SS Sa rere 119.7 159.6 1,210.2 

GE fA bee endeveesaueds 61.4 72.9 

DY s¢ntnde Pawns <adbde ls 22.8 30.4 

eee hae eee meee 18.0 22.0 

DT iisdheciakaadessdadae 320.5 334.0 2,576.3 

CEE Sa eee 107.5 99.8 

TR aaa 184.2 221.8 1,798.7 

New York Times Magazine .... 160.2 156.8 1,26 

I ie alts Bd bis be odin 239.7 253.6 2,018 

RS ae 38.5 37.5 
6 ks ee reat wkd kw 39.5 43.0 

Saturday Evening Post ....... 345.3 389.4 

Saturday Review of Literature .. 34.0 36.2 

SE Mien cceee con's 66s 60 25.1 24.9 

ME 58 Suis 4 ou ceeds 25.8 24.0 

This Week Magazine .......... 57.4 63.6 

 j "ara 264.3 295.0 

*U. S. News & World Report ... 99.2 89.5 


ee ‘2,473.2 2,686.8 21,8376 
issues 1948. ‘Five 


oReese 44.1 42.8 
oaan¥s 44.2 518 
chee es 48.9 51.7 
ees vue 59.6 5 


x ey 196.8 203.8 1,4723 


October Advertising Pages and Linage in Farm Publications 


Current Month Com- 
mercial Display, ex- 
ciuding Poultry, 
Classified and Live- 


—Total Advertising, In Pages— 


Oct. Oct. Oct. Oct. 
1949 1948 1949 1948 


26.3 29.2 300.3 286.2 
44 185 —— —_ 
22.8 30.1 1986 223.5 
29.1 30.1 267.6 275.9 
96.5 96.2 941.5 944.1 
15.8 26.1 1310 179.3 
34.3 42.5 330.1 355.6 
35.3 35.1 317.3 
36.6 34.6 202.2 197.0 
15.0 20.6 160.7 188.7 

7.0 34 — 
19.0 23.5 188.6 206.9 

2.2 2.1 21.6 18.4 

7.2 101 79.5 89.5 


42.0 548 18,477 16,254 
71.5 1,890 27,439 27,027 
53.5 3,402 333 20,223 
21.1 2,016 31,347 8,001 
105.7 8,694 84,880 39,942 
— 2,268 
— 3,654 
— 2,772 
162.0 6,993 56,610 61,435 
87.8 3,591 30,707 33, 
74.5 3,402 25,903 28,161 
_—_ 6,104 
39.5 1,134 12,574 16,443 
26.7 1,41 5,429 10,801 
468.5 23 236,756 179,903 
° 


22,804:2 1,453,578 1,569,038 
issues 1949; four issues 1948. 


4,679.7 4,637.7 344,690 


1,527.2 193,889 


589,598 619,139 
1,088, 1,159,847 
61, 70, 

823,019 1,063,183 
95,936 121,147 
194,825 221,242 
1,751,843 1,855,748 
659,711 569,780 
755,421 826,441 
1,075,964 1,015,020 
866,117 880,649 
261,953 218,210 
158,463 149,021 
2,062,722 2,131,453 
187,793 144,077 
62,025 63,114 
256,505 236,022 
399,359 416,022 
1,033,004 1,091,393 
341,721 372,852 


12,726,202 13,228,798 


315,817 317,7°3 
325,340 339,251 
368,372 392 
439,949 


Current Month C 
mercial Display. 


—Total Advertising, In Lines———. cluding Poult 


Classified and | . 
stock, In Line 
194 19 


4408 8 
12,044 12 
11123 10 

0.844 10 
10,023 ° 

7a? 
11,504 12 

6,057 7 

5145 & 
19,362 2 
19,813 2) 

6029 
21,278 28 
24,604 25 

9.219 7 

9515 13 

7532 8 

‘706 16 
, 4 
4866 6 
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ple ee i ME ie ee i, a ae ie 2 oe ee his. 
laa > ig ae ee oe ae i aes or ca eee gt id. iio... oe siuautle ol cial as a oo 
ica ee ? 
“3 l* 
| 
i 
a SS en —_ Lines _—__—___—, | a WOMEN’S | 
_ I i ee ee a | 
F MAGAZINE ocr 177,797 | OC. a 
ee: r 45 34.1 55.5 7,524 12,371 rr 
ie 161 8 8=6108.5 = 122.2 FO 45,542 51,310 : ul GE SEPT 1.204.672 | SEPT 
: 82.8 1 659.7 49 398,829 416,983 Lae, 
oo 23.1 8 1698 61,142 7139 1948 48 
‘ix. 58.2 4 Sol 166,443 210,899 | OCT ocy.| | 
ce 78 68.1 50,322 27,939 
ae at ot a YOUTH COMICS WEEKLIES : 
a 185.2 1, rn oan 1949 1949 = 
50.5 . 
eee 113 43,531 39,750 OCT BE 35, 257 SEPT 1,483,578 | OC 
Pet 13.0 21,112 : 
64.2 225,824 256,561 AUG ME 4/576¢7 | Sept 
~_ 19.9 72,941 71,089 
b 55.0 165,162 230,383 194 200 
an 3.1 15,048 14,739 SED ocr 
Cage 26.3 ma 182,707 176,456 
ee 9. — —— pn 
re i | e's, 83.5 390,080 458,178 ——______——_—_Lines 
H 29.7 132,595 127,452 t. Jan.-Oct. Oct. Oct. 
. 131.0 611,290 724,808 9 1948 1949s«1948 
: 43.5 123,909 118,372 8 1983 8,004 6,565 
26.8 66,577 66,206 681.0 29,525 34,408 
— 48.3 421,090 407,589 - a omens. omens 
+ | 196.8 1, 635,117 710,994 142,694 
— 152.7 554,535 592,627 
5” 19.6 62,261 83,867 isa 13.487 — 
OM | 14.2 48,141 50,623 22.0 3,028 
ee. Gl 68379769 477872 578'369 fae aus 
ae ; . . 2426 8,313 3 
— om Mm ee hae (aa —_ a. a 
a , 352 . 257 ms (298, 
3.8 18.8 23.0 8,210 oo oy — 
172 «61585 = :121.0 107,840 82,082 
fs 137 125.1 88.4 28,011 19,814 
i 198.0 14716 1,647.9 329,614 369,146 aa San _ 
168.1 1,332.1 1,455.7 298,378 326,066 — — 
” : 36.8 (240.1 300.9 102,979 129,080 
30.8 207.0 280.9 88,727 120,522 
: 9.2 85.3 103.1 36,561 44,170 
"oan 201 1332 163.7 56,014 69,601 
eo 810 6611 769.2 287,779 322,955 
5 nn 4.9 1333 147.0 29,847 32,904 
on 11g 6101 794.0 410,021 533,540| 
of 434 2913 345.3 124,966 148,067 
a 75.3 823.1 9983 483,983 586,951 | 
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Current Month Com- 
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mercial Display, ex- mere ae MAGAZINES MONTHLIES SEMI-MONTHLIES 
—Total Advertising, In P. Total Advertising, In Lines-———. cluding Poultry, 
Oct. Gt Oct. Oct Oct Ot. = “ab tee: a a 
Oct. Oct. ct. ct. ’ . 1 ock, In Lines 
1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 OCT. fe =] 5/6,796 ocr 432663 SEPT 676,074 
Nation's Agriculture ... 5.5 86 60.1 62.3 2451 3,848 26,947 78,012 2,451 3,848 SEPT Bc) #20 537 SEPT RES 390, 334 AUG 6/2,933 
New Jersey : 
: 1946 ae 
rn. and Garden... 45.8 46.6 4108 403.1 20,619 21,008 184,881 181,622 14,740 16,894 F srl—_] 5749/9 aes = 46/939 a] 770.926 
Bureau News ...... 17 US = =— 4761 4,661 6,127 
i + oo aan 32.4 224 309.3 259.4 \ 9,603 132,724 111,278 9,252 6,214 BI-WEEKLIES WEEKLIES DAILIES CANADIAN 
Poultry Tribune: . 
Gia canes <<) S82 RS SEE SBS I HIS les ieee Hae leas we wee 
ral Edition .... A , . > . . , 
Western Edition .... 37.6 33.1 336.4 335.1 16,149 14,194 144,376 143,645 14,751 288 | |SEPTEZ] 70,09/ STE 4 6/336 SEPT. 703544 SEPT 389,/64 
*In all 3 Editions ... 328 314 306.8 308.0 14,087 13477 131,653 132,177 13,022 12,571 . 
Southern Farmer -..... 9.7 104 83.2 109.9 10,638 11,456 91,656 99,245 9,338 10,842| | aug 9 65,085 AUGES 57,995 AUG EB) /77,04F AUG ER) 248, 456 
‘tea’ “ES ine Mae HM HS We REN Sas Se 
Western Dairy nal . . \ . A ; A P . ; 1948 
Westera Livestock sept} 97. 704 7 78,727 boy i 278,873 SEO = 358,8// 
a 125.1 135.1 973.1 1,019.0 52,542 56,658 408,884 427,554 14,448 15,309 
18 wrong Stockman- 
Peete he 65 45 — — 1478 12992 —— -—— 11,984 10,494 
Teal Grou Group ...... “881.4 941.4 3,384.6 8,682.9 432,663 461,939 4,092,296 4,260,358 323,958 358,916 Covent = oe 
Wot lnsteced in tetels, ‘September lnage. —Total Advertising, In Payes— wo Advertising, In Lines——— ¢ lading Poultry, 
lan.- jan. - jan.- an.- assified and Live- 
Newspaper Monthly Farm Sections Sept. Sent. Sept, Sept. Sept. Sept. Sept. Sept. stock, In Lines 
*Fort Worth Star-Telegram 1949 1948 1949 1 1949 1 1949 1948 1949 1948 
Ranch and Farm News 144 —— 176.2 —— 15,300 187,729 “4968 —— 
lowa Farm 4 s—Se mbe 
Heme Register ..... 27.3 181 2444 2038 29,105 19,306 254,402 217,436 26,137 19,306 | Bi Weeklie ptember 
Rural Gravure ....... 59 58 47.0 37.4 5,894 5,824 47,380 37,451 5,894 5,824 eArizona Farmer Bios 515 616 —— —— 38,868 46,614 36,971 45,039 
Total Group ....... ~ 33.2 23.9 3914 2412 34,999 25,130 301,782 254,887 32,031 25,130 | California Farmer: 
. . . ' ' ’ Northern Edition ... 42.6 51.2 459.6 489.3 32,170 38,748 349,296 370,064 29,677 36, 
*Wot included’ in toials. First issue November, 1948. Southern Edition ... 439 552 4380 4782 33261 41.740 331084 361.744 30.768 39138 
Current Month Com- | 2airyman’s League News 64 99 798 789 4660 7,216 58,078 57,452 2,835 5,791 
mercial Display, ex-| Total Group ...... 92.9 116.3 977.4 1,046.4 70,091 87,704 738,418 789,260 63,280 81,075 
—Total Adritisins, In — ——Total Aduartisinp, In Lines r cleat ne Post try, *Not included in totals. 
» an.- - an.- assified and Live- 
Sept. Sept. Sept. ‘Sept. Sept. Sept. Sept Sept. stock, In Lines. | Weeklies—September 
a eee = —_ lee Capper's Weekly ...... 48 57 67.3 721 10,830 12,677 150,784 161,382 7,778 9,838 
tWeekly Kansas y 
Semi-Monthly—September a ouaene db ys ae 20.5 26.8 255.1 202.3 50,506 66,050 534,829 498,386 39,281 48,732 
American Agriculturist . 22.2 329 241.5 265.1 16,152 23,997 175,836 193,019 13,816 21,598| Total Group ...... 2 32.5 322.4 274.4 61,336 78,727 685,613 659,768 47,059 58,570 
*California Grange News 44.1 28.7 —— — 47,901 31,150 7,530 , tFour issues 1949; five issues 1: 
Colorado Rancher and 
SM wheres... 31.2 32.6 286.2 236.5 23,564 24,669 186,177 178,766 20,918 18,721| Dailies—September 
Cooperative Digest .... 105 153 1405 1610 2,205 3,192 29,433 33, 2,205 3,192 Chicago Daily Drovers 
Farmer, The ......... 56.3 60.8 598.8 530.9 44,135 47,676 465,505 388,328 37,980 42,891) Journal ........... 37. 30.5 245.7 229.1 79,873 64,961 522,930 487,377 29,843 22,486 
Hoard’s Dairyman ..... 375 451 349.4 387.4 27.327 32850 257.521 274,712 21.224 27,267| Kaneas C City Da ly Drovers 
Idaho Farmer ....... 34.2 45.7 394.1 389.9 25,875 34,533 057 294,611 25,771 32,714] Telegram .......... 30.0 284.3 277.9 70,182 63,775 605,896 591,189 30,097 28,503 
Indiana Farmer’s Guide 22.7 31.0 226.1 254.9 17,834 24,345 177,359 199,902. 11,791 17,428! omaha Daily Jourval- 
Kansas Farmer ....... 39.9 448 349.1 356.6 30,294 34,025 265,363 273,879 26,136 3 Stockman ......... 48.0 50.8 291.5 310.6 102,234 108,169 620,232 661,083 59,648 62,390 
Michigan Farmer ..... 38.8 36.8 397.1 3748 29,832 28,313 305,108 287,937 25,835  24,310/ St. Louis Daily Live 
Missouri Ruralist ..... 34.7 37.2 274.6 286.4 26,342 28,261 211,055 215,584 19,362 21,852 Stock Reporter ..... 24.1 19.7 1858 184.7 51,255 41,968 395,414 393,104 27,005 20,645 
Montana Farmer ..... . . ° . ’ ’ . ° » . 7 > 32a WAL woe VAaAADA 
oe eee "°° 33a «798 «46242 «6122 «55460 6031S «471721 «A673 «45138 50'an7 | Total Group ....... 142.6 131.0 1,007.3 1,002.3 303,544 278,873 2,144,472 2,132,753 146,593 134,024 
New England Homestead 515 61.9 3316 3635 36,074 43,351 231,386 254,349 23,149 27,668| Canadian 
Ohio Farmer ........ 46.5 45.3 4443 4128 35,748 34810 341,238 316,992 31,000 31,186 
Oregon Farmer ....... 348 47.4 3912 3919 26,309 35,842 295,697 296,351 26,205  34,023| **Canadian Countryman 38.9 37.0 351.2 325.3 27,238 25,904 245,913 227,512 21,464 20,977 
Oregon Grange Bulletin 486131 — 415,134 14,308 15,134  14,308/| Country Guide, The . 42.3 400.4 » ow 463 306 293,835 33,874 30,463 
Pennsylvania Farmcr ... 37.0 36.9 367.3 3515 28,414 28,338 279,204 261,426 25,260 25,764|°***Family Herald & ieckiy y= 
Prairie Farmer ....... 64.8 64.0 589.8 573.3 47,208 46566 429,415 417,273 : 39.615| Eastern Edition .... 84.3 85.7. 745.8 653.6 84,335 85,740 745,837 653,569 63,910 66,631 
Utah Farmer ......... 26.3 36.7 291.5 3015 19,891 27,873 218,970 225,889 17,496 27,711| Western Edition .... 74.3 74.6 666.2 579.4 74,262 74,583 666,306 579,338 038 61,439 
Wallaces’ Farmer & Iowa Farm & Ranch Review . 27.0 27.3 228.8 212.1 19,445 19,674 164,804 152,694 18,979 19,176 
Homestead ........ 83.3 80.7 640.9 585.0 65,343 63,283 502,703 462,401 52,207 51,766| **Farmer’s Advocate & 
Washington Farmer ... 33.0 48.1 382.1 385.5 24,978 36,338 288, 291,559 24, '519| Home Magazine . 44.5 42.8 375.7 349.2 31,136 29,936 262,957 244,610 24,774 23,926 
Western Farm Life ... 25.9 39.5 3011 310.8 20,306 30,938 236,015 243,704 18,738  29,146| **Free Press 
e*Herdsmen Edition 25.9 48.4 239.6 276.3 20,272 37,984 187,827 216,748 3,672 3,875| Prairie Farmer ..... 103.7 90.0 1,024.0 980.2 116,623 101,219 1,149,664 1,100,694 71,958 59,991 
Wisconsin Agriculturist 44.3 46.6 464.1 430.7 34,699 36,545 426,807 — 337,493 33,259 35,574 | '**Western Producer .. 51.9 38.7 497.1 481.9 55,570 41,429 531,957 515,601 32,229 17,032 
Total Group ...... 899.3 1,028.4 8,538.4 8,427.2 676,074 770,926 6,466,337 6,263,380 572,065 661,311| Total Group ....... 471.7 438.4 4,289.2 3,989.8 442,483 408,948 4,055,744 3,767,853 327,226 299,635 
*Not included in totals. “Herdsmen edition only. This edition also includes all linage carried in Western Farm Life. **September linage. “Four issues 1949; five issues 1948. 'Five issues both years. 
Livingston to Sterling ‘Today's Woman’ Adds Two | Riya] Restaurant — 
Sterling Advertising Agency, Today’s Woman has made two 
New York, has named Rita Liv-| new additions to its fashion staff Heads Sponsor Ads, 


ingston, formerly with Carl Reim- 
ers Inc., as copy chief. Miss Liv- 
ingston, in addition to her adver- 
tising connection, is owner of the 
“mrier Democrat, Russellville, 
Ark. 


Schafer Plow to Bonsib 

Bill Bonsib Advertising Agen- 
cy, Denver, has been appointed to 
handle the advertising of Schafer 
Plow Inc., Pratt, Kan., manufactur- 
er of one-way type plows. 


as part of the magazine’s expan- 
sion program. Betsy Ross, pre- 
viously department store merchan- 
dising manager with Life, has be- 
come merchandising manager, and 
S. T. Sunshine, formerly with 
Charm, has joined Today’s Woman 
as fashion advertising manager. 


KSDN Appoints Weed & Co. 

Weed & Co. has been appointed 
national representative of KSDN, 
Aberdeen, S. D. 


Do You 


your telephone! 


MATRIX 


You can get your mats, plastic 
plates and proofs anytime—and on 
time—day or night, 24 hours a day! 


Progressive is only as far away as 


"eo vege eoeoede 


517 SOUTH JEFFERSON STREET, CHICAGO 7, 


Know? 


WABASH 2-1204 


bans 


ILLINOIS 


as Good Neighbors 


CuiIcaGo—Two successful Chi- 
cago restaurateurs demonstrated 
a competitive friendliness last week 
with an unusual series of small 
newspaper advertisements exuding 
good neighborliness. 

The two are George Drake, 
owner of the Ranch and several 
other Chicago eating places, and 
Marion Isbell, chief of the close- 
by Isbell Restaurant on Chicago’s 
near north side. 

Mr. Drake started off the series 
of 52-line good will ads which 
appeared in all four Chicago 
dailies, with a “My Neighbor” 
tribute to friend Isbell. Mr. Isbell 
followed with an appeal for “har- 
mony and good neighborliness.” 
Cuts of Drake or Isbell appeared 
in each ad, depending upon which 
one sponsored the daily copy. 

Isbell, in the concluding message, 
said he hoped the two business 
rivals had put their message of 
friendliness across to the public, 
and added: “We believe the same 
good neighbor policy can be ap- 
plied between business firms, peo- 
ple and nations.” 


St. Regis Promotes Two 


John A. Larigan has been ap- 
pointed sales representative of 
the Multiwall bag division of the 
St. Regis Paper Co. in Minneapo- 
lis. He was formerly in charge of 
the company’s field promotion staff 
in New York. Howard C. Bryan 
has been named field engineer of 
the company in the Minnesota 


RUEATIONG 
APPARATUS 


adds more than 


$3,250,000 


annually to the 


buying power of 
the “Money Town” 
of the South. 


Reach this prosperous 
market through two 
great newspapers. 


Nashville Chamber of 
Commerce figures. 


Newspaper Printing Corporation, Agent 
represented by the Branham Company 


area. He formerly handled a sim- 
ilar assignment in the Denver ter- 
ritory. 


Hudson Appoints Rhoades 


Thomas P. Rhoades, formerly 
automobile advertising manager of 
the Indianapolis News, has been 
named director of public relations 
of Hudson Motor Car Co., Detroit. 


BAW 1h th Js 


The "MONEY TOWN” of the South 
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Sales Still Strong 
in Post Exchanges 


New YorK—Recent legislation 
covering the restriction of post ex- 
change sales has created an er- 
roneous impression among some 
advertisers in service publications 
that military exchanges will no 
longer be a good outlet for many 
of the consumer goods carried by 
post exchanges, AA learned last 
week. 

“We are trying to clarify the ex- 
change situation among advertis- 
ers,” Maj. A. W. Gentleman, officer 
in charge of the division of public 


information at the U.S. Marine) 


Corps office here, told AA. 

“Military exchanges, and the 
facilities operated by them, still 
remain excellent outlets for con- 
sumer goods,” he said. “In some 
respects these outlets have become 
even better than they were be- 
cause of recent pay increases for 
military personnel, and the in- 
crease in the number of persons 
authorized to trade at post ex- 
changes. 


es “Although the exchange regu- 
lations have placed certain restric- 
tions and price limits on certain 
items,” Maj. Gentleman said, 
“the bulk of the goods that has 
been advertised in service maga- 


SHRIMP 


Third in the nation in seafood 
value with over 5,400 shrimp 
boats operating in the South. 


Shrimp is only a part of the 
Southern Fishing Industry... 
WRITE FOR RATES AND MARKET DATA 


- 624GravierSt. New Orleans 12, La. - 


zines in the past has not been 
materially affected. 

“Commodities such as cigarets, 
pipes, tobacco, toilet articles and 
drugs, candy and confections, bev- 
erages, stationery, military type 
clothing and accessories, and nu- 
merous others, have not been af- 
fected by the new regulations,” 
Maj. Gentleman said, “and may 
still be purchased in unlimited 
quantities by personnel of the 
armed services and their depend- 
ents. 

“Certain restrictions and price 
limits have been placed on items 
such as jewelry, electrical appli- 
ances, sports and _ recreational 
equipment, and civilian type cloth- 
ing, and other goods not in great 
demand by military personnel.” 


s Military exchanges are still 
authorized to operate facilities of 
the following types: 

Retail store; soda fountain; beer 
bar; gasoline filling station and au- 
tomobile garage; restaurant and 
cafeteria; barber shop; beauty 
shop; laundry; watch and radio 


repair shop; tailor shop; shoe re- 
pair shop; photographic studio; 
vending and amusement machines; 
guest and hostess houses; recrea- 
tion rooms; personal services, and 
newsstands. 

Grocery sections may be author- 
ized where adequate facilities are 
not available under certain con- 
ditions. 


Appoints Woodworth 


S. J. Woodworth has been ap- 
pointed sales manager of the 
Wright Hoist division of American 
Chain & Cable Co., Bridgeport, 
Conn. He will make his headquar- 
ters in York, Pa. Mr. Woodworth 
succeeds A. R. Haskins, who has 
resigned to establish his own busi- 
ness. 


Baer Agency Names Spicer 


C. Martin Spicer, formerly as- 
sistant to the executive vice-presi- 
dent and sales manager of the 
American Electric division of Kel- 
ley-Koett Mfg. Co., Covington, Ky., 
has been named an account execu- 
tive of S. C. Baer Co., Cincinnati 
agency. 


What makes a newspaper great? 


‘Jim, what do suppose this 
enhe will ook like 
” 100 years from now ?” 


Modern Minnesotans, who know 
the answer to that question, turned 
this year, on their territorial centen- 
nial, to look back on a century rich 
in achievement. They found that 
achievement best brought to life in 
the whopping, record-circulation 
Centennial edition of the Minneapo- 
lis Sunday Tribune. 


Who did the reporting? The best 
journalists of the past two centuries: 
Father Hennepin, Pierre Radisson 
and other early explorers . . . long 
gone reporters whose eye-witness 
accounts of historic happenings 
came to life again as news stories 


grandchildren .. . 


. . . famous authors like Sinclair 
Lewis with his memorable descrip- 
tion of a Minnesota ‘“‘Main Street” 

. humorists like Mark Twain, who 
chortled over the already hot rivalry 
of two bustling hamlets, Minneapolis 
and St. Paul. It was all there to read 
of a Sunday and keep for your 
the story of a 
hundred years of Minnesota history, 
sparkling with anecdote, replete with 
colorful facts and curiosa, studded 
with paintings, engravings and 
faded photographs to enjoy and 
treasure. Like Radisson’s ecstatic 
description of the land: 

“So delicious and under so temperate a 
climate, plentifull of all things, the earth 
bringing forth its fruit twice a yeare, and the 
people live long and lusty and wise in their 
ways . . . Ther is no want of Staggs nor 
Buffaloes and so many Tourkeys that the boys 
throws stoanes att them.” 

Or the prophetic description of 
Minneapolis from an 1855 English 
magazine: 


“The extreme beauty of the scenery .. . and 
the comfortable and civilized aspect of the town 
are beginning to render it a fashionable sum- 
mer resort . . . but upon the bank of the river 
sawmills, foundries, lath factories, etc., keep 
up an incessant hubbub —delightful music to 
the man who recognizes the potent agency which 
is to regenerate a magnificent country and to 
enrich himself.” 

Generations to come will turn to 
the 1949 Centennial edition of the 
Minneapolis Tribune to rediscover 
the living story of Minnesota’s first 
hundred years-——and it will be no 
news to them that the Minneapolis 
Star and Tribune were, in 1949, the 
best-read, best-liked, most respected 
newspapers in the Upper Midwest. 


Minneapolis 
Star 2xd Tribune 


EVENING MORNING & SUN DAY 


590,000 SUNDAY 470,000 DAILY 


JOHN COWLES, President 
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Packard Shifts 
Copy to Stress 
No-Shift Drive 


Detroit—Packard Motor Car ( 0, 
has opened a major campaign on 
its Ultramatic no-shift drive, first 
announced last April (AA, May 2) 

Weekly ads in 1,145 newspapers 
in 1,104 cities last week began 
to stress the new type of automatic 
drive mechanism. On 4,555 out- 
door boards Packard will use an 
all-text poster, reading “The last 
word! Packard Ultramatic Drive 
Ask the man who owns one.” 

First magazine space devoted 
largely to Ultramatic was a full- 
color page in the Oct. 15 Saturday 
Evening Post. Similar copy will run 
in Collier’s, Holiday, Life, News- 
week and The New Yorker. Nov- 
ember magazine insertions will be 
headlined, “Shiftless—and proud 
of it!” 


s Packard reports heavy demand 
already for the Ultramatic mech- 
anism since its spring announce- 
ment. Standard on custom mod- 
els, the Ultramatic was recently 
made available as optional at ex- 
tra cost on Golden Anniversary 
models. The company has just 
completed a $7,000,000 plant ex- 
pansion to handle volume manu- 
facture of the transmission. 

Although the Ultramatic will 
occupy the promotion limelight, 
some Packard advertising will con- 
tinue to feature Golden Anniver- 
sary model economy. 

Showroom posters, four-color di- 
rect mail booklets and other mate- 
rial will also be used this fall 
Packard some time ago announced 
that it will spend $4,000,000 for 
advertising this year, most of it in 
newspapers. Young & Rubicam 
handles the account. 


@ Effective Dec. 31, Packard's 
president and general manager, 
George T. Christopher, will re- 
sign, “to retire,” he declares, to his 
“Tripp City, O., farm and follow 
its 750-acre development.” 

Mr. Christopher, 62, came to the 
company in 1934 after 16 years 
with General Motors Corp. Since 
he became president and manager 
of Packard in 1942, the company 
has reached what is believed the 
strongest position financially in 
its 50-year history. 

Packard’s directors will pick 
a new president later. Meanwhile, 
they have elected Hugh J. Ferry, 
who has been vice-president and 
secretary-treasurer, to the new 
position of executive vice-presi- 
dent. Mr. Ferry will continue as 
treasurer but will relinquish 1is 
duties as secretary of Packard E 
C. Hoelzle, vice-president nd 
comptroller, takes on the secre! .!- 
ial duties. 


Breskin Publishes 1950 
Packaging Encyclopedia 


The 1950 edition of the “Modern 
Packaging Encyclopedia,” p - 
lished annually since 1929 by 
Breskin Publications, New Y °k, 
contains contributions from 4% 
authorities on various aspect 0! 
scientific packaging in additio 
reports and analyses of succes [ul 
packaging methods used by 81 if- 
ferent manufacturers. 

Other sections in the 932-; ‘s¢ 
volume deal with step-by-stey ™- 
structions on the selection of p. ‘*- 
aging materials and machinery 
pre-testing of package design, ! <2! 
requirements of packaging, the ‘- 
fective use of package disp 
and similar subjects. 


Names McCann-Erickson 


Romika KG Lemm & Co., Fre *- 
furt, Germany, manufacture! 
rubber boots, has named McCa °- 
Erickson to handle advertisins ‘" 
newspapers through its Frank 
office. 
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To tickle the fancy of prospects 
for its Meteor autos, Toronto Mo- 
ter Car Ltd. recently used a real 
feather in a mailing piece to get 
across an “ever ride on a feather?” 
punch-line. The Toronto dealer’s 
agency, Russell T. Kelley Ltd., re- 
ports the results paid off well 
enough to have justified a rather 
extensive search for feathers of 
the right color, strength, shape and 
form for the mailing piece. 

One result: Several requests 
came in from other business men 
for supplies of similar feathers 
to use in their own promotion 
pieces. 

ee -@ 

Not only has Chrysler Corp.’s 
Dodge division mailed its auto 
dealers 24-page booklets making it 
easy for them to advertise but 
Dodge’s automobile advertising 
manager, A. E. Horn, has just 
written letters to advertising man- 
agers of newspapers urging that 
they drop in on the dealers and 
remind them to advertise like the 
booklets say. 

ee. & 


Helene Curtiss Industries has 
had Francisco Films, Chicago, pro- 
duce two educational films—on 
shampooing and hair styling—for 
showing to beauticians, and will 
probably produce a total of half 
a dozen. Idea is to help beauty 
shops become more efficient and 
more professional, and thus re- 
gain some of the business which 
the home permanent has dried up. 


The committee on advertising of 
the Chamber of Commerce of the 
U. S. has tentatively decided to 
publish a booklet, “The Story of 
Advertising in America,” and is 
seeking the assistance of admen 
who might be able to contribute 
articles on the origin, development 
and usefulness of advertising. 

The booklet, if published, would 
be printed by the Chamber on a 
self-liquidating basis. 

* a « 

A committee of the National Al- 
coholic Beverage Control Associa- 
tion is considering a request of the 
Utah Liquor Commission that dis- 
tillers set lower prices on their 
liquors in the state now that Utah 
has banned point of sale promo- 
tion, thereby “saving” the distillers 
an estimated $100,000 yearly. 

. o a 


Father may soon get his special 
“Day” in Great Britain, too. 

The question of following the 
lead of U.S. merchants in promot- 
ing an annual “Father’s Day” has 
been under consideration by sev- 


— 
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in the basic source 


JF MARKET INFORMATION 


“Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 
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eral hundred members of the Na- 
tional Association of Outfitters and 
the Wholesale Textile Association. 
The consensus seems to be that 
the special day, if well organized, 
would be a big success. 

ee @« @ 


Shock-proof cartons for electric 
bulbs will go on the market here 
before long if John Waddington 
Ltd., British manufacturer of 
games, playing cards and contain- 
ers, makes the right contact in this 
country. The company is sending 
the inventor, Harry Bradley, a 
packaging expert, to the U. S. 
armed with films of a convincing 
demonstration. The films show how 
64 bulbs were dropped from a 
plane at 2,500 feet; the new type 
of cartons prevented damage to all 


but one, and even then the glass 
wasn’t broken. The cartons are 
fashioned from single pieces of 
cardboard, with interlocking flaps 
holding the lamp in dead center. 

e e @ 

American companies are ship- 
ping more products into North 
Africa, import restrictions having 
been relaxed recently. Several 
U.S. companies advertise in Mo- 
rocco newspapers, very few in Al- 
geria. 

One of the major advertisers in 
North Africa is Coca-Cola Co., 
whose product is called Ys-Iss in 
Arabic. 

6 erg 

While WGY, Schenectady, N. Y., 
has reversed a longtime policy to 
accept beer and wine advertising 
(so listeners can hear Blatz’ “Duf- 
fy’s Tavern” and such shows), 
Triple Cities Traction Co. of Bing- 
hamton, N. Y., has stopped accept- 
ing liquor and wine advertising on 


its buses. 

The transit company took the 
action at the request of the local 
Women’s Christian Temperance 
Union and church groups. The 
company has asked the church 
people to buy car card space to 
make up for space formerly used 
by the liquor people. 


Research Conference Set 


The American Association for 
Public Opinion Research will hold 
its fifth annual conference at Lake 
Forest College, Lake Forest, IIL, 
June 16-20. The meeting will be 
held jointly with the World Asso- 
ciation for Public Opinion Re- 
search. 


Crowell-Collier Ups Leeds 


F. E. Leeds, with Crowell-Collier 
Publishing Co. since 1917, has been 
appointed superintendent of branch 
circulation offices in 54 cities, fill- 
ing the vacancy left by the recent 
death of Charles G. Scholz. 


Amm-i-dent Ads Use Movie 
Stars Without Credit Line 


Block Drug Co., Jersey City, N. 
J., is using pictures of easily rec- 
ognized movie stars for its Amm- 
i-dent ammoniated toothpaste and 
powder. The stars are not identi- 


fied, nor are the usual screen 
credits for celebrities given. How- 
ever, they are identified on the 
Burns and Allen show. 

The schedule includes half-page 
black-and-white ads in Collier’s, 
Ladies’ Home Journal, Life, Look, 
McCall’s, Parents’ Magazine, The 
Saturday Evening Post and Wo- 
man’s Home Companion. Full-page 
newspaper ads in major markets 
also are being used. Cecil & Pres- 
brey is the agency. 


Promotes Santangelo 


J. A. Santangelo, manager of the 
associated houses and special ac- 
counts department, has been named 
manager of export sales of Bur- 
roughs Wellcome & Co., Tuckahoe, 
N. Y. 


OUS COVER GIRLS 


Halioplad 4 Urata, Fonda 


The lovely smile and flawless features of Michigan- 


born Eloise Sahlen are the delight of artists and photographers. 


A favorite model for top-flight illustrator Coby 
Whitmore, Eloise’s smiling likeness may be i. 
frequently seen in his work. Eloise has a 
“model” husband, has enjoyed jobs on location with 

him in Bermuda and Hawaii. She has posed 
for many national magazine covers, 
including REDBOOK, THE WOMAN, 
and COSMOPOLITAN. 


FAMOUS COVER PAPERS 


m4 TAT Pt gn 


Color that catches the eye, texture that is pleasing to the 


touch, quality that assures long wear—these are the ingredients 
that make BUCKEYE and BECKETT COVERS the 
first choice of admen and printers everywhere. 14 colors, 9 finishes, to 
choose from in the BUCKEYE line; 11 colors, 9 finishes in the 


lower-priced but attractive BECKETT line. New sample books now ready. 


HE BECKETT PAPER COMPANY 


VWtake's of Yoodl Payor in Yamilba, hin, Sena 848 


IF YOU WANT YOUR CATALOGUE—OR 
BOOKLET—TO BE READ FROM COVER 


TO COVER— be dale had a Covet / 


WINE 


a rich, distinctive color is back 


in the BUCKEYE Cover line. 
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“FOR HALF THE COST... 


This little story has to do with a classified advertiser 
who used the same copy in two advertising papers— 

4” in ADVERTISING AGE, 5” in the other. Result: ) 
ADVERTISING AGE produced 32 sales against 18 
produced by the other paper. 

In recapitulation, the advertiser reported: “Thus, 
for about half the cost, ADVERTISING AGE pro- 
duced nearly twice the volume of business, and over 
three times the gross profit.” 

Yes, it does pay to use classified—if you use it in 
ADVERTISING AGE’s 
where the eager readers look for men and materials, 
ideas, services and equipment. 


the Profit!” 


“Advertising Market Place” 


No. 3415. Iron and Steel Engineer 
Market Data and Media File. 


The Association of Iron and 
Steel Engineers has published this 
new market data and media file, 
which follows the NIAA sales pre- 
sentation outline. Text and figures 
show how Iron and Steel Engineer 
serves the industry that produces 
and processes iron and steel, as 
well as allied industries that serve 
the iron and steel industry. Cir- 
culation breakdowns and informa- 
tion on rates and mechanical re- 
quirements are included. 
No. 3416. Small Homes Guide— 
A Performance Study. 


Readers of Small Homes Guide 
who answered a mail questionnaire 
provided the material for this re- 
port, issued by the publication. The 
study was made among the 11,521 
families who wrote for advertisers’ 
sales material during January, 
February and March, 1948, to find 
out how many home-desirous read- 
ers had actually acquired new 
homes and what materials, equip- 
ment and appliances were pur- 
chased. 


No. 3417. This Is the Story of 
Park Maintenance. 
Occupational distribution, dis- 
tribution by states, editorial pur- 
pose, reader response and editorial 
services are included in this folder, 
published by Park Maintenance. 


No. 3407. Hints for the Loose-Leaf 

Planner. 

Ten suggestions to help in se- 
lecting loose-leaf binders are made 
in this 32-page loose-leaf, leather- 
ette-bound folder issued by The 
Hein Co. Illustrations show fea- 
tures of many types of binders 
and easels. 


No. 3418. Implement & Tractor 
Market and Media File. 


The market covered by Imple- 
ment & Tractor; circulation and 


Note: 


editorial scope of the publication; 
data on special issues; advertising 
rates, policies and mechanical re- 
quirements; and information on 
I&T’s annual “Red Tractor Book” 
are among the subjects covered 
in this market data and media file, 
1949-1950. 


No. 3409. A Study of Birmingham 
Grocery Products Distribution. 


The Post, Birmingham, Ala., has 
published this report on a survey 
of grocery store distribution cov- 
ering 64 product classifications. 
The study was conducted over a 
cross section of the chain and in- 
dependent retail grocery trade in 
the Birmingham metropolitan area. 


No. 3405. Five-Year Summary of 
Hometown Daily Newspaper 
Readership Studies. 


Twenty-five typical western 
hometown daily newspapers, cov- 
ered in readership studies 1945- 
1949, are summarized in this bro- 
chure published by Hometown 
Daily Newspapers. During these 
five years, the newspapers studied 
varied in size from 3,421 to 38,- 
572 ciroulation, and over 2,000 
separate display ads have been 
measured, of which 364 were na- 
tional and 1,638 were local. 


No. 3406. Upper Midwest Food 
Sales. 


The Twin City Food Brokers 
Association has published this 
study, prepared by Roland S. Vaile, 
professor, and Edwin H. Lewis, 
associate professor of economics 
and marketing, University of Min- 
nesota. The analysis of where and 
how Upper Midwest food sales are 
made covers “spot” wholesaling 
and its importance in the market; 
retail food store sales; food pur- 
chases by urban and rural fami- 


lies; distribution of population; 
and market potential data by 
counties for Minnesota, North 


Dakota and South Dakota. 


Inquiries for items listed above will not be serviced beyond Dec. 5. 


COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ml. 
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HELP WANTED 


insertrons end spece ever 5 inches 
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epply on disploy 


MISCELLANEOUS 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive-Creative-Adv. Sales 
Resumes confidentially considered 
FR-2-0115 Chicago 


National Advertising Company, Waukesha, 
Wisconsin (wholly owned subsidiary Min- 
nesota Mining and Manufacturing Com- 
pany) whose business is maintaining 
Scotchlite reflectorized highway signs coast 
to coast wants experienced sales promotion 
manager. Age 30-40 must have finest ref- 
erences. Must have agency experience as 
well as thorough knowledge of advertising 
media and proven creative ability. Posi- 
tion permanent. Also unlimited. Apply in 
writing, stating full particulars, salary 
expected, educational background and 
detailed business experience. 

Box 2727, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


We Want to Hire 

another SUCCESSFUL salesman. The best 
Direct Mail salesman we can find in Chi- 
cago. A man under forty with at least 
five years practical experience in selling 
both creative and mechanical services. Our 
personnel know of this ad. Write in de- 
tail for interview. 

Box 2729, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


TRADE PPR. PROMOTION-Copy, 
layout, presentations. Contact to $4800 
ASST. ADV. MGR.-Woman. Industrial 
& mail order exp. Know production $4000 
A-V-E-N-U-E 
55 E. Washington, Chicago AN-3-1490 
OPPORTUNITY UNLIMITED 
One of New York’s largest lithographers, 
creators and producers of high quality 
displays, posters, booklets and folders 
is interested in increasing its New York 
City and Eastern sales force. We have 
the finest equipment and quality to back 
up your sales effort. Write, giving your 
qualifications in full. Inquiries kept con- 
fidential. Our sales staff knows of this 


ad. 
Box 2732, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Industrial Sales Promotion man under 35 
years needed by Philadelphia manufactur- 
er of chemical and industrial equipment. 
Must have engineering background, te 
able to “spark” promotion ideas, pre- 
pare technical sales material, and super- 
vise product development. Excellent op- 
portunity for right man. Application held 
in confidence. 

Box 2717, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


POSITIONS WANTED 


VERSATILE WRITER 
Woman ad mgr. wants Ivory Tower back. 
Top experience in all media for consumer 
contact. Agency copy, editorial, radio. Even 
retail! Word facility wraps sell in any 
style-rhapsodic or factual-sedate or roll ’em 
in the aisles. Can prove it! You say when. 
Box 2731, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
CHICAGO ONLY-Layout and art direction 
in medium sized agency. Creative, versa 
tile, with broad advertising background. 
Salary or free lance. 

Box 2733, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


EXPERIENCED CREATIVE ARTIST 
Desires position with medium-size agency. 
Clean layout and finish, knows production. 
Has excellent opportunity to develop own 
accounts. Age 30, family man, Chgo only 
Box 2735, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Top flight public relations, publicity, pro- 
motion, advertising executive with 20- 
year business, industrial, labor back- 
ground available. Thorough knowledge 
printing, publishing, agency procedure. 
College, 48, wide contacts, go anywhere. 
Box 2728, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
AGGRESSIVE YOUNG EXEC 
Experienced man with production know- 
how and sound ideas—hard working, well- 
trained, intelligent, personable with 
thorough training as account executive 
and advertising manager. Requests oppor- 
tunity to give details on abilities to or- 
ganization having a position to fill with 
a special man in mind. 
Box 2730, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Buyer of space, time, outdoor, etc. avail- 
able Nov. i. 12 years experience in both 
very small & large agencies all types 
of accounts. Also office management. 


00. 
Box 2736, ADVERTISING AGE 
__100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING DIRECTOR 
BUSINESS MANAGER 


A sound, promotion minded newspaper 
Executive, 25 years experience in Ad- 
vertising, Business, Management. Complete 
knowledge all adv. and production. Ag- 
gressive experienced leader. Details and 
top references. 

Box 2737, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ART DIRECTOR 
8 years all-around top agency experi- 
ence on nat’l accounts. Would like to 
show proof of creative ability to a 
progressive agency that can offer 
responsibility to willing worker. 
Box 2738, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
FOR SALE 

Publication for sale: Business paper in 
fourth year-lucrative industry. Gross 
$35,092.10 1948, eight months in 1949 
$23,542.10. Selling due to other interests. 
Write or wire: 

Box 2710, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

MISCELLANEOUS 

Interested in buying trade publication 
or part interest and representing in 
Michigan, Ohio by long established adver- 


tising salesman. 
Box 27236, ADVERTISING AGE 


500 ATTRACTIVE 2-color Letterheads or 

Envelopes $3.50. Prompt service. 

samples. See ours first. MAILPRESS 
1206 Front St., Toledo, Ohio 


FINE AGRICULTURAL ART 


John Andrews 1504 Dodge Omaha, Nebr. 


PARTNERSHIP INTEREST 
Southwest Magazine 


Top grade Adv. or Circ. man 28-38, 
who can show highly-resultful rec- 
ord and executive ability. Good sal- 
ary, optional financial interest as 
publisher wishes to retire. Our mag- 
azines lead their fields. Consumer 
publication or agency experience es- 
sential. Give full record first letter. 
Box 7485, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Here is a creative, versatile ART DIRECTOR 
with a lamp .. . looking for an advertiser or 
agency with problems or objectives. He has 12 
yrs. experience in most media. Smart, analyti- 
cal taste geared only to SELL. Works like a 
congenial ‘‘cousin'’ to interpret and improve raw 
ideas and plans. $10,000 will rent this man be- 
hind the lamp. 


Box 7484, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


COMMERCIAL COLOR COMIC 
BOOKS ARE BIG BUSINESS 


We are expanding sales force: Several de- 
sirable territories available! Big opportu- 
nity for salesmen with experience contacting 
large advertisers and agencies. Excellent 
earning possibilities. 

PROMOTIONAL PUBLISHING COMPANY 
220 Fifth Ave. New York 1, N. Y. 


‘DONT USE 
MY NAME, 
BUT...” 


“My classified ad in 
ADVERTISING AGE’s ‘Ad- 
vertising Market Place’ 
was so successful that I 
have decided to run it 
again. Please repeat the 
same copy; I am enclosing 
check in payment. While 
I don’t want you to use 
my name, you can say 
that ADVERTISING AGE 
has pulled about 2 to 1 
over another paper with 
a higher rate.” 


Yes, you do get results 
—lots of results — when 
you tell your story to the 
top men in advertising 
through ADVERTISING 
AGE’s “Advertising Mar- 
ket Place.” It’s the place 
everybody looks for jobs, 
for men, for office equip- 
ment, for mailing lists, 
business opportunities, 
goods and services. It's 
the number one place to 
tell your story if you want 
results! 


Advertising Age, October 24, 19-9 
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FALL TRIP ‘EXTRAS’—The advantages of 
fall trips by bus are being featured in 
an expanded campaign, to continue 
through November, by Greyhound Lines 
(AA, Oct. 3). This is one of the series to 
appear in daily and weekly newspapers. 
Beaumont & Hohman, Chicago, is the 
agency. 


British Execs Fear 
Census May Be Used 
for ‘Adjustments’ 


LonpDON—Despite assurances by 
the Board of Trade here that data 
on individual businesses obtained 
during the forthcoming census of 
business will not leave the offices 
of the census bureau, business men 
still look askance at the new retail 
census. 

Principal cause of concern is the 
possibility that the Labor govern- 
ment will use the data as a basis 
for “adjusting” business practices 
to make them “more economic.” 
Machinery for the 1950 retail! 
census now is being assembled. The 
census will include wholesalers, 
retailers and service shops of al! 
types. 


a The techniques to be used will 
be based on results of a volun- 
tary test census made early this 
year and lessons learned then will 
be incorporated in the larger un- 
dertaking. 

One of the principal “doubters” 
is W. E. Wheatley, vice-chairman 
of the Incorporated Sales Mana- 
gers Association, who declared 
“As far as sales managers are con- 
cerned, they should ask themselves 
whether a census of distribution 
would help them to be more effi- 
cient, to plan and sell more effec- 
tively.” 

They should also ask them- 
selves, he continued, “whether 
they could, by more effective fore- 
casting and planning, prevent the 
kind of unmanageable produc'ion 
surpluses they have known in the 
past; surpluses which were )re- 
sumably the cause of so much 
searching for security.” 


‘Britannica’ Names Preble 


R. C. Preble, for the past six 
years vice-president and ge! 
manager of Field Enterprises, 
cago publisher of World Book 
cyclopaedia and Childcraft, 
been appointed executive \ 
president of Encyclopaedia Br: 2n- 
nica Ine., effective Nov. 7. 
Preble left Midland Press in 
to join W. F. Quarrie & Co., Vi 'r!¢ 
Book publisher, later servin 4° 
advertising manager and in 
executive positions. 


‘Telegraph’ Names Spendi: v¢ 


Albert Spendlove, former]: 
sociate manager of the New ‘5 
land Daily Newspaper Associa ©: 
has been named general man 
of the Telegraph, Nashua, N 4. 
Fred H. Dobens has been prom ‘&¢ 
to assistant general manager nd 


100 E. Ohio St., Chicago 11, Ill. 


will continue as managing edi 
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Little Believes 
Advertising Is 
Overworked 


HoLtywoop—Advertising may 
be working too hard. In addition 
to its primary function of help- 
ing to sell more goods and ser- 
vices, advertising has _ recently 
added two new functions which 
may prove to be a greater load 
than the profession can carry, ac- 
cording to H. G. Little, executive 
vice-president and general man- 
ager, Campbell-Ewald Co. 

The added functions are the re- 
sponsibility to substitute for inad- 
equate selling effort by American 
business, and that of selling busi- 
ness, a free economy and adver- 
tising itself to the public. 

Speaking before the Hollywood 
Advertising Club, Mr. Little said 
that the inherent problems met 
in assuming these responsibilities 
are complicated by several factors. 
There are 20% more people in 
the United States than in 1940, 
but the percentage of national in- 
come spent for advertising has de- 
clined from close to 3% to less 
than 2% during this period. Yet, 
with comparatively less money to 
spend, advertising faces not just 
a buyer’s market but probably the 
most competitive market in hist- 
ory. Facing higher costs on every 
hand, and the increasing hand of 
government, old-line companies 
can maintain their profit position 
only by getting a greater volume 
of sales. 


s At the same time, he observed, 
there have been many new com- 
panies arising in recent years to 
contend for markets. These com- 
panies, too, will be scrapping for 
more volume for the same reasons. 
As examples, Mr. Little cited 
Kaiser-Frazer in the automotive 
field, DuMont in television, am- 
moniated dentifrices in the drug 
field. 

The number of persons in ad- 
vertising has probably doubled 
since the war, but Mr. Little said 
he suspects that at least 90% of 
the added personnel are not at the 
executive level. Such personnel 
are not properly trained and have 
not had experience to fit them for 
the competitive market ahead, he 
believes. 

With more leisure time, more 
and more people are going fish- 
ing and hunting, on the roads in 
automobiles in greater numbers 
than ever before, sitting in front 
fa television set. To accomplish 
its responsibilities, advertising 
st develop greater efficiency; 

must be “professional, pene- 
rating and incisive, and backed by 
ider research, to reach people 
on the run,” he declared. 


® Advertising must also jump into 
he breech left by today’s inade- 
juete, untrained sales force, he 
bs -rved. It must play a bigger 
in merchandising than ever 
re, because it must make up 
“deficit,” Mr. Little asserted. 
A ecognition of that fact was 
nn in a recent survey among 
men in which they said they 
more advertising help. 

Tie job of selling advertising, 
ous 1ess and a free economy to the 
ic is the one which causes him 
‘o -onder if advertising is doing 
nuch, Mr. Little said. The Ad- 
ver ‘sing Council has been doing 
! -mendous job well, he said, but 

responsibility is becoming 
ter, and coming so fast that 
rtising perhaps cannot handle 
the responsibility adequately, Mr. 
e declared. 

Kh» called attention to the fact 


tha the economics phase of the 
’ro' lem is not at all as vexing as 
are 


‘he social implications. Busi- 


e F 


ness must get itself a philosophy 
adjusted to the times and, when it 
does, advertising’s job will be to 
sell the philosophy, but this is 
where advertising may find it is 
taking on too big a job, Mr. Little 
feels. 


REPLY-O LETTERS 


will do your selling job 


/ More Efficiently 
/ Less Expensively 


AY 


Buchanan Appoints Four 


Sherrill Mastos and Lee Lewis 
have been named production di- 
rector and media director, respec- 
tively, of Buchanan & Co., Los An- 
geles. Mary Jane Kuelgen has 
been appointed executive secre- 
tary and Jeanette Linck, business 
manager. ; 


Appoints McCord Advertising The Reply Is ; 


Technical Equipment Co. has ap- In the LervER 
pointed McCord Advertising Man- 
agement Service, Denver, to han- 
dle its account. 


“On parallel test - 
Reply-O 
letter — Reply-O Let- 
ter gave us 26% more 
on a $3.50 offer."’ 
Robert Stone, Vice 
President The National 
Research Bureau 


NATIONAL ADVERTISERS SAY: 


"Results of Reply-O Letter 
Direct Mail to business and 
professional men — 96,000 
Reply-O Letters; 25,700 re- 
plies; $17,843,000 volume 
of new business."’ 

George Kelley, Director of 
Soles Publications New York 
Life Insuronce Compony 


vs. regulor 


THE REPLY-O PRODUCTS CO. + 150 W. 22nd ST. « NEW YORK 11, N.Y. 


Mr. Jamison stands out in 


In a crowded reception room, in a crowded office, even in a 


crowded elevator...our man Jamison is a standout. 


He looks like a young fellow on the way up...with something 


on his mind. When he talks, people listen. 


The reason is obvious. Mr. Jamison always knows what 


he’s talking about ...always delivers. For example: 


Last summer he promised a big advertiser a certain set of 
availabilities at a certain time. They were hard to get, 
but Mr. Jamison guaranteed the timing of an important 


test campaign by producing them on schedule. 


Last spring he told a station manager there was no reason 
why that station’s billing could not be increased 15 % 
before the end of the year. Here it is only October; and the 
figure has already been passed. 


The reputation of Weed and Company is no accident. It’s 
reliable, constructive, creative service, like this, that 
built it. And it’s men like Mr. Jamison who are helping us do more 


business for all of our clients than ever before. 


Weed 


and company 


station 


new york -« 
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san francisco . 


the crowd... 


radio and television 


representatives 


boston «+ chicago 


atlanta . 


hollywood 
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Advertising: Its Vital Role asa 
Major Means of Communication 


Let’s look at just the United 
States for a moment in terms of 
our language. The 1900 edition of 
Webster’s American Dictionary 
contained about 200,000 entries. 
The 1934 edition (the latest com- 
plete revision) contains 550,000 en- 
tries. There is no breakdown of 
the classification of new words. No 
doubt some of them are fuller cul- 
lings of words and usages from our 
literature—words familiar to 
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Chaucer, Milton or Shakespeare 
but long since discarded. 

More are probably derivatives of 
other words, but not previously 
separately listed. Certainly some 
are terms out of our recent liter- 
ary history, such as colloquial and 
slang terms that stuck long enough 
to get in the record—President 
Harding’s “normalcy” is there. But 
preponderantly the new words are 
the names of things, institutions, 
ideas and relationships that didn’t 
exist in 1900. 


s Most of the terms of electrical 
power and light would be among 
them—along with the other hun- 
dreds of words invented by Thom- 
as Edison in his Orange laboratory 
to explain the phonograph, the 


motion picture, the stock ticker and 
the rest of his priceless contribu- 
tion. Most of the terms of the auto- 
mobile, all those of the airplane, 
the modern road, the Diesel engine 
and other transportation inventions 
of.the Twentieth Century would be 


concepts of freedom, both of liber- 
ty and opportunity, which are un- 
translatable into any other tongue. 
It includes principles and patterns 
of human behavior which dis- 
tinguish Americans physically, 
morally and spiritually from any 
other people. 

In these words are the reasons 
why so much of the world turns 
to the United States for leader- 
ship, and why Russia stands trucu- 
lently at bay, astride her still-bat- 
tered conquests, for they are words 


The role of advertising as a medium of com- 


munication—perhaps the most important me- 
dium of communication—and its meaning in 
American life was spelled out for the Pacific 
council of the American Association of Ad- 
vertising Agencies at Arrowhead Springs, Cal., 
last Tuesday by Clarence B. Goshorn, chair- 
man of the Four A’s board and president of 
Benton & Bowles. Because of its unusual ap- 
proach and its basic importance, AA here pre- 
sents Mr. Goshorn’s prepared text in nearly 


complete form. 
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there; the construction terms with- 
out which no engineer could have 
built our skyscrapers, or the mile- 
long bridges across New York riv- 
ers or San Francisco Bay. 

You would find the military 
terms of the first War of Nations 
(how many have we unhappily 
added since!) and the terms from 
other tongues picked up by soldiers 
on battlefields over the world, 
along with souvenir Lugers and 
head hunters’ blow pipes. The jaw- 
breakers of physics, chemistry and 
biology would be there, and the 
words of rudimentary experiments 
that were to lead to the atom bomb. 

All the terms of radio, both the 
mechanical terms of transmission 
and the showman’s terms of the 
studio. Terms of the movies and 
the modern theater; of color print- 
ing, rotogravure, and the mechan- 
ics of today’s letterpress. 

Many of the terms of fashion— 
new fabrics, new styles, gadgets 
like the zipper, new cosmetics; 
new terms in architecture and dec- 
oration. 

The endless new terms in medi- 
cine—diseases isolated, cures in- 
vented, drugs developed; and the 
terms of the almost wholly new 
science of nutrition. 


@ You can go on with this as easily 
as I can. 

Many of the new words have 
nothing to do with things. Most 
of the terms of psychology are 
new there—practically @ll those 
of psychiatry and penology. Terms 
of modern politics and government 
-—those invented by bureaucrats, 
enacted by popular assemblies and 
promulgated by the courts. 

Practically all the terms of the 
labor movement as we know it 
now, of its laws, negotiations, lead- 
ers, strikes and interjurisdictional 
disharmonies. 

Terms from the cultist move- 
ments and even new religions; 
terms that trace the social distor- 
tion of the “noble experiment.” 
Terms of new art forms and aes- 
thetic theory in all the arts. 

Terms that trace the movement 
of our people on the face of the 
globe; names of new ideas and cus- 
toms we found traveling by dog- 
sled to the poles, with butterfly 
nets up the River of Doubt, with 
safaris into darkest Africa. Terms 
our powerful new telescopes dis- 
covered in the stars. 


# I don’t know what all is in these 
350,000 new words added to the 
dictionary in 34 eventful years, but 
I do know it is a mighty import- 
ant lot. It includes much of the 
difference between life in Amer- 
ica today and life anywhere else in 
the world. It includes the things 
in our homes that are in no other 
homes. It includes ideas we can 
freely have and express that would 
throw us into prison in most of 
the rest of the world. It includes 


that give us strength not shared by 
nations that have no opportunity 
to use them. The extent to which 
mankind is successful in making 
the things and the concepts be- 
hind these words the common heri- 
tage of coming generations every- 
where will determine whether 
there will be any meaning ever in 
the idea of “one world”’—to pick 
a phrase added to the dictionary 
during this period by an Amer- 
ican business statesman. 


ws Even in this room where so 
many major channels of communi- 
cation are represented. I like to 
think that advertising can play 
a big role in the enrichment of 
life and culture at home and 
abroad. Without strong magazines, 
radio, newspapers and other com- 
munication channels, advertising 
could do little. But we are pretty 
important to all of you, too. 
Newspapers don’t have to have 
advertising. Some don’t have any. 
If we can believe the space sales- 
man, none have as much as they 
want. But if you had no ads and 
wanted to print all the news you 
carry now, newspapers would be 
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pretty expensive. A New Yr 
Times man estimated for me | 4a; 
his daily paper would cost at 1: as; 
three and maybe four times a; 
much, and that on Sunday ; 
might cost fifty cents. Even ten 
the Times would make no mo ‘ey, 
which Mr. Sulzberger wou! tn‘ 
like. 

The magazines are in much the 
same boat—advertising is nore 
important to them than the Pvsta) 
Act of 1879, which recognized the 
necessity for economically dis. 
tributing them as a matter of na- 
tional policy—a principle which 
we are now all trying hard to pre- 
serve. 


w The broadcasters are on record 
Their standards of practice boast 
that “advertising is the life blood 
of the free competitive American 
system of broadcasting.” 

As for television—we agents and 
our clients are losing our shirts, 
too. Outdoor? I cannot believe you 
would build boards just to tease 
Helen Hokinson’s garden club gals 

So we are kind of an elder 
brother to all of you. However, | 
don’t intend to take advantage of 
that relationship, or of the acci- 
dent that I happen to have the 
horn, to tell you what’s wrong with 
you. I shall leave that to an expert 
who doesn’t like us either. 


ws A recent book by the deservedly 


popular California psychologist. 
Harry Overstreet, suggests that 
“newspapers, radio, movies and 


advertising ... might be called the 
‘big four’ of communication.” He 
doesn’t seem to think too much 
of any of them. The aim of a news- 
paper, he says, is to be “as dif- 
ferent as possible from the average 
routine” of life; radio has dis- 
covered that “most of the people, 
most of the time, want to be en- 
tertained... without taxing the 
mind”; the movies thrive on the 
“fulfillment of phantasy”; and ad- 
vertising makes us “do too much 
wanting and makes us want things 
for the wrong reason.” 

None of them seem to contribute 
to “The Mature Mind,” which is 
the title of his book. The vested in- 
terest of the newspapers, he con- 
cludes, is catastrophe; of the ra- 
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di, mediocrity; of the movies, 
en otional immaturity; of advertis- 
ine human self-indulgence. 

ince he says this in a book, I 
don’t know why he fails to include 


ks among the vehicles of com- 
nication. : 


s ’erhaps the reason is disclosed 
in a stimulating article on “The 
Decline of Attention” contributed 
by Clifton Fadiman to the magnif- 
icent silver anniversary edition of 
The Saturday Review of Litera- 
ture. “Excellent books,” he says, 
“are being consistently produced 
_.,but they are the consolation of 
the few...possibly a million in 
all”... too few to “make a com- 
munication with a center of our 
culture.” 

Forget ’em! 

And since Mr. Fadiman is writ- 
ing for a magazine, he also re- 
members that magazines, too, are 
an avenue of communication. “We 
have only two serious monthly 
magazines of general appeal,” he 
observes, “Harper’s and the Atlan- 
tic Monthly.” The rest of them 
(except for a few like The Satur- 
day Review), “the digests, the 
pulps, the picture magazines, the 
veekly news catalogs, the smooth- 
paper monthly mammoths...make 
no rigorous demand on the faculty 
of attention.” 

It would almost seem as though 
there is no longer any way of 
getting an idea from one mind to 
another except face to face con- 
versation—and, oh yes, Dunnin- 
ger. 


s However, I can’t get too much 
wrought up over the tough going 
for tough literature. Mr. Fadiman 
says the reasons for it go back 300 
years and are “almost surely con- 
nected with the rise of national- 
ism and the industrial revolution.” 
Well! I guess a good many of us 
have found more stimulating and 
perhaps more rewarding things to 
lo than puzzle over the obscurities 
if difficult writers who could talk 
plainer than that if they tried. 
Maybe there never were more than 
a million people able and willing 
to wade through the hard books. 
Certainly few books ever sold a 
million copies—until lately. 

The comforting thing is that 
more American people today are 
more responsive to cultural and 
intellectual influences than ever 
vefore in any history. More edu- 
ation and more leisure are only 
part of the story. The big part is 
the conscious effort of almost any- 
one who has anything to say to 
say it in ways that are easily un- 
derstood and challenge wide in- 
terest. The decline of attention in 
lhe relative few has been sup- 
planted by the growth of atten- 
ton in the many. Today we do 
have books that sell a million 
copies—many, many that run into 
hundreds of thousands. Most of 
‘hem are bought sight unseen, be- 
‘ause a handful of people we trust 
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(including Mr. Fadiman) says they 


are worth the time it takes to 
read them. 
Harry Overstreet’s book was so 


recommended. 


ws We have twice as many maga- 
zines as we had even ten years 
ago, and more than twice as many 
copies bought. We have more 
newspapers, more radio and now 
television sets by the millions. 
Quantitatively there is no com- 
parison between the exposures to 
education and culture today and 
any golden age of the past. Granted 
it isn’t all slated for immortality 
—it will stack up against the red- 
backed classics handed down from 
other days. And its impress will be 
deeper on more minds. 

A principal reason for this wide- 
spread success in the dissemina- 
tion of educational and cultural 
influences is that the creators of 
literature and art recognize that 


a great part of their responsibility 
is to win attention. A good idea 
that isn’t interesting has little 
value. A thing of beauty nobody 
wants is a joy forever to no one. 

In a country where we trust 
our government to popular vote 
and our relations with the rest 
of mankind to public sentiment, it 
is mighty important that every- 
thing that promotes sound thinking 
and right feeling be made in- 
teresting enough to command the 
attention of the widest audiences. 
If we know any device to make 
more efficient the lines of com- 
munication between the minds 
and the motions of all Americans, 
and fail to use it whenever we 
can, we are doing our country 
and the world a disservice. 


a That is the approach which ad- 
vertising has taken toward the dis- 
semination of ideas. We have re- 
cognized that communication is 


more than giving out. It is also 
taking in. The enunciation of ideas, 
the propounding of truth, the 
statement of fact, the expression 
of emotion are not communication. 
There must be perception as well. 
Until the delivery is made to an- 
other mind nothing at all has 
happened. To have great poets 
there must be great audiences, too. 

We in advertising have tried to 
speak from the point of view of a 
listener to what we have to say. 
We are interested not in expres- 
sion but in reception. Our para- 
graphs objectify emotion; the 
beauty of our pictures is in the 
eyes of the beholder. We use ideas 
that our audience can understand; 
emotions it can feel. And we pre- 
sent these ideas in forms which 
make them easier to understand 
and feel. 


we Mr. Fadiman credits us with 
physical contributions to making 
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it easier to pay attention to written 
messages. “It was advertising,” he 
says, “that did most of the pioneer- 
ing for modern journalism; that 
discovered the value of the pic- 
torial and the visible. Advertising 
led the assault on the solid page 
of prose, led it so successfully that 
nowadays even the editors of ser- 
ious magazines worry about ‘break- 
ing up’ the page, introducing 
‘white space’ and similar prob- 
lems.” 

Last month a Georgia editor 
tried printing the news in seven 
Time-like departments without 
display headlines. His readers 
voted ten to one against it, be- 
cause it was dull, you couldn’t tell 
big stories from little ones, and 
you had “to read the paper to find 
out what’s in it.” 

But our contribution doesn’t 
stop with the physical makeup of 
printed pages. At about the time of 
this Georgia experiment, the Na- 
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tional Association of Broadcasters 
was complaining that the radio 
wire services largely failed in 
“their obligation to write brightly, 
intelligentiy, informatively, and 
entertainingly.” They wanted more 
“quirks, chuckles and brightness.” 


ws Advertising has had a hand in 
this. Not only by trial and error, 
but by ingenious research tech- 
niques, we have learned not every- 
thing, but more than people out- 
side our profession realize, about 
the impact of our messages on 
readers. 

We know how many of the peo- 
ple exposed to them see them, rec- 
ognize them, read them in whole 
or in part. We know which part 
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they read and what contributions 
layout, color, type, rhetoric and 
vocabulary make to attention and 
reading. We know how deeply 
ideas penetrate and to what extent 
different kinds of ideas can be re- 
called. We know what will be be- 
lieved. And we know similar things 
for the spoken word. 

Every advertising man in this 
room has studied hundreds of 
pieces of advertising to learn how 
to make more people want to read 
our messages and make our mes- 
sages easier to read and under- 
stand. That’s a far cry from polish- 
ing to its utmost brilliance a ve- 
hicle of self-expression; it is per- 
fecting to its utmost efficacy a ve- 
hicle of communication. We are 
interested not in the message we 
compose, but in the message the 
reader gets. It is almost like mas- 
tering a language of which the 
aids to comprehension are the 
grammar that makes words worth 
putting together. No more earnest 
study has been applied to the mast- 
ery of any language than to this 
language of advertising. Devofed 


to Greek or Sanskrit it would make 
everyone in this room a Ph.D—if 
there be anyone who is not al- 
ready. 


ws Because we have gone farthest 
with this study of communication, 
we have naturally influenced all 
of the other media. Our methods of 
measuring attention and penetra- 
tion are constantly being applied 
to the editorial content of maga- 
zines and newspapers, and now to 
books. Radio has long used other 
methods of audience measurement 
developed by advertising, and now 
the motion pictures are using them. 
We can be proud of this contribu- 
tion. 

In some ways it is a dangerous 
thing to perfect the tools of com- 
munication. They can be used for 
bad things, and have so been 
used. The dictatorship in Germany 
credited American advertising and 
exploitation methods for many of 
its techniques. Stalin probably 
traces his propaganda skills to the 
same Russian who anticipated Am- 


ericans in the invention of the 
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steamboat, radio, and airplane— 
and lighting. I shouldn’t like Char- 
lie Mortimer [chairman of the 
board of The Advertising Coun- 
cil] to hear this but I have some- 
times thought our more vociferous 
labor leaders learned a lot of their 
skills when they worked side by 
side with our top advertising peo- 
ple in Washington in the War Ad- 
vertising Council. Government bu- 
reaucrats enjoyed free tuition with 
the same illustrious faculty. 


a Granted, there is more danger 
in using the tools of communica- 
tion well than in using them badly, 
but the danger is inherent in any 
use of language. Doubt has some- 
times been expressed by the cyni- 
cal as to whether communication 
is an unmixed blessing. 

It provides the consoling, noble 
sentiments that assuage the dis- 
comforts of living on this ap- 
parently continually degenerating 
planet, to be sure, but it is also the 
fomenter of every ugly and subver- 
sive idea that promotes the degen- 
eration. The only sure way to pre- 
vent the misuse of language is to 
stop teaching youngsters to read— 
a remedy which has its exponents 
—and disinvent the printing press 
and the vacuum tube. 


= In general, people have no ser- 
ious complaints about our use of 
the advertising skills we have de- 
veloped. They enjoy advertising, 
they feel it helps provide the en- 
vironment for happier living, and 
they trust it. Maybe I should mod- 
ify this last word—they trust it up 
to a point. 

An elaborate study was made 
a few years ago by an ANA-4 A’s 
committee headed by Emerson 
Foote. Of the people who objected 
seriously to anything about adver- 
tising, 16% mentioned exaggera- 
tions and misleading statements. 

One of Everett Smith’s [research 
director, Macfadden Publications] 
a few weeks ago, found that 14% 
of those complaining about adver- 
tising in any way mentioned mis- 
representation. Of Woman’s Home 
Companion readers, only 89% 
found articles advertised in news- 
papers usually as_ represented. 
Prof. Sandage of Illinois told the 
Advertising Federation that 90% 
of teachers of marketing and ad- 
vertising thought the majority of 
advertisements truthful—which 
means, by corollary, that 10% did 
not. 
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Why shouldn’t all readers thi « 
all advertising truthful and r« i- 
able? Well, for one reason, it is) ‘. 
But that’s not the only reason. 


e In a recent year the Fede a! 
Trade Commission examined 4° ) - 
000 advertisements in newspap rs, 
farm magazines, and trade jo ir- 
nals, and 640,000 commercial r: |\io 
broadcast continuities. During he 
year only 29 complaints charging 
false and misleading adverti: ng 
were issued, and only 145 cises 
disposed of by stipulation. I am 
not a good enough mathematic ian 
to tell you what the percentag» of 
iniquity is. Over a million picces 
of advertising were studied, and 
164 criticisms resulted. The per 
cent starts with three zeros, I fig- 
ured that out; so it cannot be much 

Some of these were intentional! 
frauds, but not all. Maybe we wil! 
have more now that more com- 
petitive selling has returned. We 
did have more—quite a rash of 
them—back in the ’30s, resulting 
in the Wheeler-Lea Act and stric- 
ter enforcement. I could name some 
running now. But I doubt we wil! 
ever have a lot of deliberate fraud, 
not because we are all so impec- 
cably moral or afraid the FTC will 
put us in jail (which it will), but 
because most of us have sense 
enough not to impair a valuable 
vehicle of communications by abus- 
ing it or to destroy hard-won con- 
fidence by telling nasty little lies. 

Our danger of misrepresentation 
is more in our forgetting the very 
principle that makes advertising 
so powerful as a communication 
device. We get so enthusiastic about 
a product or an idea that we can't 
say enough to satisfy ourselves 
that we have done it justice. The 
public isn’t so hard to satisfy. It 
can get our intent without over- 
emphasis, exaggeration or selective 
but not complete description. It 
agrees with Confucius that “lan- 
guage should be such as to con- 
vey one’s meaning but no more.” 


we It is almost as bad for advertis- 
ing to be misconstruable as to be 
dishonest—almost as bad in its ef- 
fect on the reader, because he can- 
not tell the difference. It is up to 
us to write copy so completely in 
the idiom and manner of thought 
of the reader that it cannot be mis- 
understood. 

It is not only good business to 
do so, but it is the law. More and 


more the FTC tests the honesty of 
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advertising by having copy read 
for the first time at hearings by 
winesses subpoenaed at random 
from the telephone directory. And 
thc impression these witnesses get 
on the spot goes into the record 
as the content of the advertising, 
to be used as the basis for judging 
its truthfulness. 

This procedure has never been 
reviewed by the courts, so far as 
| know, but the principle behind 
it has, in the several so-termed 
“ynwitting and unwary” decisions. 

An example is the Supreme 
Court decision of 1937, which held 
that “the fact that a false state- 
ment may be obviously false to 
those that are trained and ex- 
perienced does not change its 
character, nor take away its power 
to protect others less experienced. 
There is no duty resting upon a 
citizen to suspect the honesty of 
those with whom he transacts bus- 
iness. Laws are made to protect 
the trusting as well as the suspic- 
ious.” 


s To realize how careful we must 
be, we really need to look beyond 
actionable wrong impressions. We 
have all made studies of the credi- 
bility of statements and ideas. I 
have made some, and I have seen 
others. 

In one case, 21% of people in- 
terrogated believed it would be im- 
possible to construct a trunk strong 
enough to support an elephant. 

In another, 20% did not believe 
that a vacuum bottle could be 
dropped eight stories without 
breaking. 

Ten per cent refused to believe 
you could get two quarts of orange 
juice from ten pounds of oranges. 
I know none of you California boys 
believe this, but these were Flor- 
ida oranges. 

Any number, over and over 
again, did not believe that so-and- 
so really ate the cereal, drank the 
beer, rode the plane, washed with 


“ees 


the soap or wore the falsies he said 
he did (I guess in some cases this 
should be “she’’). 


= I could go on, but that is 
enough to show how careful we 
have to be, even in telling the 
truth, to keep the confidence of 
the American public in our adver- 
tising. 

Fortunately there is no need to 
be obscure or unintelligible or 
uncommunicative in advertising. It 
is a language as rich as our popular 
speech and as precise as our ex- 
perience has taught us to make it. 

It is no tour de force like the 
catalog of Linneus or like the 
identification system the Army has 
worked on, in which everything 
must be described with “one con- 
cept only allowed, with no more 
than two modifiers and a single 
unique description”’—like “open- 
ers, can, issue.” It strives for sim- 
plicity but need not share Dr. 
Flesch’s passion for four letter 
words. 

It is no sterile, stylized conven- 
tion. It is lively and alive, imagin- 
ative and fresh, pungent and pene- 
trating, smart and alert. It has to 
be that because our audience is, 
and if we are to communicate with 
them we must be like them at 
their best. 


es For we want advertising to con- 
tinue to be the most powerful of 
our vehicles of communication. 
Not only do all the other channels 
of communication depend upon it 
for their influence, but it is the 
most vital to the smooth running 
of our economy. Our whole struc- 
ture of mass distribution and mass 
production is impossible without 
it. 

It is most essential to the hap- 
piness, prosperity and well-being 
of all our people. It insures them 
not only the comforts and sur- 
roundings of satisfied living, but 
security and peace of mind—to the 
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extent this troubled world permits 
anyone to have it. It is an irre- 
placeable strength in the preser- 
vation and advancement of our 
system of free enterprise and our 
concept of individual liberty. 


Joins ‘American Home’ 


Ralph H. Whitaker, formerly 
with Ladies’ Home Journal and re- 
cently operator of his own agency, 
has joined the sales staff of Am- 
erican Home, New York. 


75 
Graham Joins Hickok 


Robert Graham, formerly sales 
executive with Cohan, Roth & 
Stiffson, has joined Hickok Mfg. 
Co., Rochester, in an executive 
post in the New York office. 


Before HYGEIA publishes its first advertising message on a product 
that promotes health and comfort, the sale to HYGEIA readers is 
partially made. Reason: HYGEIA readers are pre-sold on the prin- 
ciple that they can “afford” products they believe will contribute to 
healthful, comfortable living. 


... And they believe the sales messages offered in HYGEIA because 
they know that HYGEIA’s publishers scrutinize its advertising columns 
as carefully as they do its authoritative articles. 


If you or your client manufactures a vacuum cleaner that keeps homes 
cleaner, better footwear for children or adults, saner beauty prepara- 
tions, more wholesome food, or any other ad- 
junct to pleasant, health-wise living— 


HYGEIA will carry your sales messages con- 
vincingly to this selected, pre-sold market. 


For detailed information, write 
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WHAT do you require in printed labels? 
Quantity? For one customer alone we produce 30,000,000 pieces 
every week. Quality? Not one delivery has given 
less than complete satisfaction. Economy? This user's 
product is priced today as it was 50 years ago. We 
meet his label budget and his exacting standards by 
production efficiency—-as we can meet yours. 
Why not phone or write us now? 


— Malien, Printing Company 
Division 


2001 CALUMET AVENUE 
Victory 2-0300 


Benrus Forms New Sales Unit 


Benrus Watch Co., New York, 
has established a premium sales 
division with R. A. Youngblood in 
charge. Mr. Youngblood was for- 
merly in charge of premium sales 
for American Safety Razor Corp. 


Artwil Gets Tie Account 


The Hotel Statler Tie Bar, New 
York, has named Artwil Co., New 
York, to direct the advertising and 
merchandising of its neckwear gift 
plan. Newspapers and magazines 
will be used. 


Promotes New Perfume 


Lentheric of Canada is using 
magazines to promote its new per- 
fume, Repartee. Department stores 
will tie in with cooperative adver- 
tising. F. H. Hayhurst Co., Toronto, 
is the agency. 


Proprietary Group 
Lists Newspapers 
‘Misplacing’ Ads 


WASHINGTON—The Proprietary 
Association last week sent its 
members a list of newspapers 
which allegedly ‘“‘misplace” pro- 
prietary medicine ads, with a note 
that the reports should interest the 
advertising department. 

Based on 3,496 newspapers read 
by Press Intelligence Inc., Wash- 
ington, during the week of Sept. 
8-15, the list of “offending” papers 
included 109 publications. An ad- 
ditional 700 newspapers were given 
a clean bill of health. 

The most common offense, ac- 
cording to William Resor, chair- 
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On big-volume, frequent-purchase products 
like coffee, you’ve got to have frequent, hard- 


sales. 


a making Spot Radio sell its hardest and 
best is your John Blair Man. Ask him 
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keeps sales perking... 


to 


hitting advertising to keep the sales pot boiling. 
Sounds like Spot Radio, and Spot Radio it is for 
many, many national and regional roasters! 
They find that Spot Radio’s repetitive 
selling keeps housewives buying day after day. 
They find that Spot Radio’s flexibility, com- 
bined with radio’s impact, gets needed results 
" quickly in every market. Most important, they 
find the sales Spot Radio builds are profitable 


Spot Radio sells coffee. It will sell 
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man of the association’s advert ;- 
ing committee, was poor posit) )n 
and “stacking” of proprietary ; }- 
vertising on a single page. 


a About 3% of the ads—160 ip 
all—were considered misplac :q. 
In most instances, the charge \ as 
“stacking,” but in 13 cases adv -r- 
tisements were found next to ol it- 
uaries, mortuary advertiseme ts 
or classified ads. 

In releasing the list, Mr. Re or 
said the association discovered 
last year that a “spotty” situat.on 
existed in the positioning of pro- 
prietary ads. At the time, the as- 
sociation recorded its protest by 
sending letters to the publisher of 
125 newspapers. 

“The accompanying report is to 
inform you of the situation as jt 
is today,” he wrote the members 
“We feel that your advertising de- 
partment will find this report most 
interesting. Any comments or sug- 
gestions for future action will be 
greatly appreciated.” 


New Film TV Spots 
Show Viewers Secret 
of Parlor Tricks 


MILWAUKEE—Following success- 
ful tests of a new-type video spot 
here, Gerald A. Bartell Associates 
now is offering its series of 26 
sound films to advertisers and 
agencies in other television cities. 

The films, designed for use in 
one-minute spot announcements, 
consist of two 15-second portions 
In the first segment, opening the 
commercial, a magician demon- 
strates a clever parlor trick. 

Following the demonstration, the 
sponsor airs a 30-second ad mes- 
sage, and the magician then ex- 
plains how the trick is performed 

Independent Milwaukee Brew- 
ery, which sponsors the series lo- 
cally, reports that “we’ve got Mil- 
waukee doing these tricks at the 
dinner table, at bars, everywhere 
We use two display cards and 
about 50 words of Braumeiste: 
copy between the trick and ex- 
planation.” 

In addition to the series of Mini- 
trix, Bartell Associates also is pre- 
paring similar films exposing car- 
nival gaffs, spiritual revelations, 
household science, party stunts and 
games, and carpenter tricks. 

The organization is located at 
808 N. Third St., Milwaukee 3. 


Sharp & Dohme Names Hamm 


Edward R. Hamm, formerly 
manager in charge of processing, 
packaging and production of H 
Baron Co., Linden, N. J., has been 
named manager of the new]) 
formed packaging developmen! 
section of Sharp & Dohme, Phila- 
delphia. Three departments, pack- 
aging engineering, packaging spec- 
ifications and printing, have been 
incorporated in the new sectio 


Enke Opens Own Agency 


Elwood Enke, manager for he 
past 13 years of the Portland, “'re., 
office of Beaumont & Hohman, 115 
opened his own advertising as°n- 
cy, Elwood Enke Advertis ns 
Agency, with offices at 1539 N. W 
19th Ave., Portland. Beaumo: & 
Hohman’s office will be under the 
direction of the Seattle office 0 
which Ted White is manager. 


Colonial Radio Expands 

Colonial Radio Corp., Buf «!° 
manufacturer of Sylvania TV °'s 
has expanded its distribution, ‘t! 
distributorships to be set up im ~°S 
Angeles, San Francisco, De: ’¢!: 
Salt Lake City, Portland and * @'- 
tle. Introduced recently, the ©‘ 
are already being markete '" 
more than 15 eastern cities. 


Wool Growers Up Ad Budg« 
The California Wool Gro © 
Association, San Francisco, ha: © 
gun an enlarged campaign in ‘4 
tional and regional farm and = © 
stock publications. Knollin Ac: °' 
tising Agency, San Francisco, | ‘"~ 
dles the account. 
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EASILY AND 


Lo your Christmas 


Syyning >= 


PERFECTLY ..« 


, wowiaeT 


BL CmREST MAS 
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A RECORD—Stephen F. Whitman & Son has scheduled this full-color spread in the 
Dec. 19 issue of Life for its Sampler and other packaged candies. Whitman’s Christ- 


mas campaign will be the largest in 


the company’s 107-year history. Ward 


Wheelock Co., Philadelphia, is the agency. 


Log Cabin Bread Co. 
Launches Drive for 
Brand Recognition 


Los ANGELES—Log Cabin Bread 
Co., a division of Interstate Bak- 
eries Corp., has launched a cam- 
paign to promote greater recogni- 
tion of its brand name, using radio 
and TV, newspapers, painted 
boards, sidewalk benches and point 
if sale material. 

The new promotion marks a 
turn-about from the company’s 
previous policy of featuring its 
line of specialty loaves on an in- 
lividual basis. By selling the Log 
Cabin name, it hopes not only to 
benefit all products in the line but 
to end consumer confusion over 
use of the same brand for syrups. 

The campaign includes a new 
logotype, new truck design, new 
letterheads, and a family design for 
all Log Cabin wrappers and bands. 
It is built around “Log Cabin 
Luke,’’ a little buckskin-clad 
frontiersman created to symbolize 
the trade name. e 


» The new slogan, “Everybody’s 
swinging to Log Cabin brand,” and 
pictures of Luke fiddling, calling 
and jiggling square dances, ties 
in with the current square danc- 
ing craze in Southern California. 
The schedule, to run through the 
next few months and then continue 
indefinitely on a somewhat small- 
er seale, includes weekly radio 


spots on seven stations, video spots 
on four outlets and copy in nine 
newspapers. Rotating painted 
boards, feature a cutout of al0x 
25’ loaf. 

Grocers are being supplied with 
four-color banners and shelf-strip 
and counter hangers, and 2,000,- 
000 match books will be distrib- 
uted, carrying coupons offering 
free folders containing holiday en- 
tertaining ideas. Grocers also will 
hand out 500,000 printed coonskins 
of the type worn by “Log Cabin 
Luke.” The campaign is being mer- 
chandised to the trade by direct 
mail and an ad series in two re- 
gional publications, Commercial 
Bulletin and Southern California 
Grocers’ Journal. 

Dan B. Miner Co. handles the 
Log Cabin account. 


Hudson Products to Factor 

Hudson Products Inc., Long 
Beach, Cal., has named Ted H. 
Factor Agency, Los Angeles, to di- 
rect the advertising, merchandising 
and sales promotion of its phar- 
maceutical products, which include 
Hudson male hormones and Sleep- 
Eze, a sleep inducing bromide 
compound. Newspapers, spot radio 
and point of purchase material will 
be used. 


FC&B Transfers Mayer 

John R. Mayer has been trans- 
ferred from the New York office 
of Foote, Cone & Belding to the 
agency’s San Francisco office to 
serve as account executive on the 
Western Beet Sugar Producers 
Inc. account. 


70% 
OF ALL 
FARMS 


lOw 


RECEIVE YOUR MESSAGE IN THIS 
FAST GROWING FARM MAGAZINE 


Sales results have increased lowa Bureau Farmer 
advertising lineage 200% in less than two years. 


SELL THE TOP IOWA FARM MARKET 


Write to lowa Bureau Farmer, Des Moines, lowa 


1-2-3 evidence of New Orleans 
Times-Picayune leadership .. . 


FIRST 


U.S. morning weekday newspaper in 


DEPARTMENT STORE 


LINAGE first 8 months 1949 


SECOND 


U.S. morning weekday newspaper in 


RETAIL DISPLAY 


LINAGE first 8 months 1949 


THIRD 


U.S. morning weekday newspaper in 


TOTAL ADVERTISING 
LINAGE first 8 months 1949 


Source: Media Records. 


ONCE AGAIN the New Orleans Times-Picayune stands 
near the top in retail display linage for morning newspa- 
pers (only one other U. S. morning newspaper carried more 
during the first 8 months of 1949)... 

And department store linage—The Times-Picayune 
carried more during the period than any other U. S. morn- 
ing newspaper. . . 

There's the profit-minded endorsement of retail ad- 
vertisers. . . close to the market, close to the media. . . 
keen to advertising results! 

Now take the evening New Orleans States in retail 
advertising . . . once again you find endorsement in the 
market itself. Since 1940 The States has gained more than 
2,000,000 lines of retail advertising. . . 

Both The Times-Picayune and States, so successful for 
New Orleans advertisers, are available to you at one low 
cost . . . geared to give your product |-2-3 impetus in 
a going-places market! 


Ask Jann & Kelley, Inc., Today! 


Total Circulation 
MBE ncccccccces 270,636 Sunday ....... --. 281,710 
3 Months Ending March 31, ‘49 


Milline rates as low as 188 MG&E... 1.95 Sunday 


ew Oneana 


TIMES-PICAYUNE and STATES 


GEARED TO SELL THE NEW ORLEANS MARKET 
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Frisenteldt to Hitchcock 


Fred Frisenfeldt has been named 
by Hitchcock Publishing Co., 
Wheaton, IIl., as representative on 
the Pacific Coast, with headquar- 
ters in Los Angeles. He will han- 
dle space sales of Machine & Tool 
Blue Book, Wood Working Digest 
and Resale, Revista Industrial-La 
Maquina and the annual export 
sales catalogs issued in Spanish, 
Portuguese and English. 


To Warner, Schulenberg. Todd 


Casper Stehle Bedding Co., St. 
Louis, manufacturer of mattresses, 
box springs and head board en- 
sembles, has named Warner, Schu- 
lenberg, Todd & Associates, St. 
Louis, to handle its advertising. 
Newspapers and direct mail will 
be used. 


(Simpson-REILLY, LTD.) 
Publishers Representatives 


SINCE 1e26e 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO RUSS BUILDING 
\ SEATTLE NEW WORLD LIFE BLDG. 


British Government 
Will Censor Food 


Advertising Claims 


Lonpon—The British Ministry 
of Food has issued a “voluntary” 
code restricting the right of food 
advertisers to make claims that 
their products contain vitamins or 
minerals. 

While the code was issued as a 
guide and entails no legal obliga- 
tion at the present time, it may 
become the basis for future gov- 
ernment regulation. 

Under the standards set up by 
the Food Ministry, advertisers are 
prohibited from mentioning vita- 
min or mineral content unless the 
amount of the product ordinarily 
consumed in one day supplies at 
least one-sixth of the daily body 
requirements of that vitamin or 
mineral. 

The advertiser cannot claim that 
his product is a rich or excellent 
source of a vitamin or mineral un- 
less the amount normally eaten in 


a day will supply at least one-half 
of the daily requirements. 

Further, no claim can be made 
that the food is valuable in pre- 
venting vitamin or mineral-de- 
ficiency disease unless a normal 
day’s intake will supply the full 
daily requirements. 

In making the code public, the 
Food Minister explained that his 
department aims at extending the 
consumers’ protection now guaran- 
teed in the Food & Drug Act. 


O’Kane to Hampden Brewing 


Charles W. O’Kane, formerly 
Massachusetts district sales man- 
ager of the American Tobacco 
Co., has been appointed to the 
newly created position of general 
sales manager of Hampden Brew- 
ing Co., Willimansett, Mass. 


Ray-Hirsch Names Pendrell 


Ray-Hirsch Co., New York, has 
elected Nan Pendrell executive 
vice-president. Prior to joining the 
agency in March, Mrs. Pendrell 
was vice-president of Chernow Co. 
She will direct creative depart- 
ments. 


Che Scranton Cimes 


SCRANTON’S FIRST NEWSPAPER FOR OVER HALF A CENTURY 


FIRST 
FIRST 
FIRST 
FIRST 
FIRST 


in 
in 
in 
in 
in 


Total Display Advertising 
Local Display Advertising 
General Advertising 
Classified Advertising 
Every Major Classification 


IN COLORADO SPRINGS—A new member of the Continental Agency Network, Ho:ry 

E. Foster (center), of Harry E. Foster Advertising, Toronto, was on hand for the 

15th annual convention of the group in Colorado Springs. With him are Miss E. 
M. Johnson and Adolph Fensholt, both of Fensholt Co., Chicago. 


San Francisco Gets 
Taste of Macy's Ad 
Promotion Technique 


San FrRancisco—Hollywood’s 
Harpo Marx, Marion Hutton and 
Ilona Massey were among the cele- 
brities present to help Macy’s, 
San Francisco, open its new $7,- 
000,000 addition here. 

Open house for showing off the 
greatly expanded facilities was 
held nightly from 6:45 to 9 p.m. 
by the big retail establishment. 
No selling was done after 5:30 
p. m., and a big red carpet unrolled 
down the store’s main aisles sig- 
nified that the “show was on” for 
the public. 7 

All San Francisco dailies carried 
many pages of Macy’s advertising, 
plugging special opening bargains 
and new features to be found at 
the store. A set of Schulmerich 
carillon bells has been installed, 
the first such department store in- 
stallation in the West. 

Dr. Alexander McCurdy of West- 


— 


minster Choir College, Princeton, 
N. J., played the dedication pro- 
gram. The carillon will be used a; 
a regular feature of the store's 
promotion program in the future 
Continuous fashion shows, tele- 
casts of regular San Francisco tele- 
vision programs, special film pres- 
entations, etc., also were features 
of the opening week festivities. 


Joins Howland & Howland 


Thomas J. Roxworthy, formerly 
with the Chicago Tribune and 
more recently with the sales pro- 
motion department of Westing- 
house Supply Co., Chicago, has 
joined the sales force of Howland 
& Howland, New York publishers’ 
representative, which is affiliated 
with Theis & Simpson Co., Chicago 


Hill Forms Sales Company 


Paul H. Hill, formerly vice-pres- 
ident and general manager of the 
furniture division of Mengel Co. 
has formed Paul H. Hill & Associ- 
ates, Louisville, as national sales 
representative for Mengel’s Ad- 
justabed, a modified hospital bed 
for use in homes and institutions. 


BRITISH ISLES 


FIRST IN CIRCULATION - - - FIRST IN NEWS 


Greater Circulation than that of all other daily newspapers 
published or sold in Scranton and Lackawanna County com- 
bined, including all the New York and Philadelphia papers 
coming into our field. j 

Greater Advertising Patronage than all other Scranton 


daily and Sunday papers combined. 


NEW YORK ° 


CHICAGO ° 


Che Srrauton Cimes 


SCRANTON, PA. 


Represented by George A. McDevitt Company, National Representatives 
PHILADELPHIA ° 


DETROIT 


NEWSWEEK 


*For example. . . 

In France, where 
61% of Newsweex 
readers are in business 
or industry, 72% of 
these have a direct 
voice in company pur- 
chases. 


and Tokyo, 
tries in Europe, Africa, the Middle East, as we | 4s 
Japan and the Philippines, 


Néwsweek fim 


To reach economically your best markets and the 
key buying influences in them, put your messag i” 
Newsweek International. 


is truly international. Printed in | «ris 


it is distributed throughout 24 coun- 


Its editorial pages provide news-hungry minds » ith 
fresh news of all the world . . . analysed and wei; 
for future significance. Newsweek throws int 1 
lief the inter-relationship of American and | ‘er 
national affairs. 


Newsweek's readers are top-level executives i” 
industry, business, government, finance . . . attr: 
to the magazine by their intense desire to be 
sistently well-informed. They constitute your 
assurance of a top-drawer audience in your dri - ' 
build-up your overseas markets.. 


Your local Newsweek representative will be gl: | ° 
give you full particulars. 


Newsweek International 


European-Pacific 


— 


— . 
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LANT DOLLAR; HARVEST JOBS! 
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WINS PRAISE—One of the most popular of the Chilton Co. series of ads expound- 
ing the American economic system is this “Plant a dollar; harvest jobs” copy, which 
tells a simple story of the workings of capitalism. 


list of requests for reproduction. 

“*Venture dollars’ have come in 
for their share of publicity, in- 
cluding the spread, ‘Venture dol- 
lars of a century ago are still mak- 
ing jobs today,’ tied in with the 
hundredth anniversary of Smith 
Brothers cough drops. 


ws “And so the campaign has gone, 
sponsoring American enterprise, 
the truth about capitalism, the 
necessity for venture capital and 
sound taxation. The interest in this 
campaign has been extremely 
gratifying, and the requests for re- 
prints and permission to reproduce 
the advertisements in house organs 
and other direct mail efforts have 
greatly augmented the circulation 
directly related to the campaign.” 

The copy used in the “Plant a 
dollar,” ad, which has been re- 
printed many times already, and 
which represents the spirit of the 


bor—shares the fruit of venture 
money invested in new or expand- | 
ing enterprises. Actually, 
smallest portion goes to the man or 
woman who made the investment. 
The real harvest is jobs, and the 
wages they represent. 

“This is a simple truth. But it 


will’ not be generally recognized | 33" 


as the truth until capital and man- 
agement present the real story— 
again and again. It’s time they 


began hammering home the fact | 3 
management and la-|° 


that capital, 
bor must work together to preserve 
the one system that makes possible 
an ever-rising standard of living 
for all.” 


Threlfall Joins Lovick 

Robert Threlfall, formerly man- 
ager of the Toronto branch of 
Stewart, Lovick & Macpherson, has 


joined the Toronto office of James |: 


Lovick Ltd. as an account execu- 
tive. 


the | changed 


79 


issue. Present 
will be 


with 
trim 


its January 
size of 11x15%” 
to 934x12%”. Saddle 
stitch will be changed to side 
stitch and bleed pages will be ac- 
cepted. 


TELL YOUR STORY 
BUT KEEP IT SEEN 


Get and hold the interest of the 
billion dollar candy industry field 
by using Candy Industry to tell 
your story. 
Biggest audited circulation* 
Preferred by more leaders 
Carries more advertising 
(Send for surveys with these facts) 
New market data study about 
your best customers ready. Get 
your copy. 
*Of any publication published monthly or 


Chilton Series 
of Economic Ads 
Wins Applause 


PHILADELPHIA—Thomas D’Arcy 
Brophy, of Kenyon & Eckhardt, 
who is president of the American 
Heritage Foundation, recently 
urged publishers to do their part 
n telling the story of American 
economic and social progress. 

One publishing house which has 
been following Mr. Brophy’s ad- 
vice for the past five years is the 
Chilton Co., leading business mag- 
azine company, whose frank and 
vigorous advocacy of the American 
system has attracted widespread 
interest and attention. Advertise- 
ments in its institutional campaign 
on this subject have been reprinted 
by numerous banks and other bus- 
iness enterprises in house organs 
and direct mail pieces. 

The series as a whole has driven 
hard toward the objective of ex- 
plaining the basic needs of the 
American economy in terms of 
lowered government spending, re- 
duced taxes and greater incentive 
for venture capital. Criticisrn of 
business management has been 
answered by pointing to the con- 
stantly improved position of the 
worker, while owners, investors 
and managers have found their 
situation less comfortable. 


# The advertisements, published 
by Chilton since 1944, have ap- 
peared in the advertising press and 
the Chilton Co. publications. From 
the beginning, according to Joseph 
S. Hildreth, Chilton president, who 
was responsible for the initiation 
of the series, the response has been 
consistent and enthusiastic. 

“Business for a good many 
years,” he explained, “has been 
taking a verbal beating, both di- 
rect y and by innuendo. It has been 
harassed and taxed and called 
names, in spite of the fact that it 
had done an almost impossible 
job n war production. 

“l. oecurred to the management 
ff Crilton Co. that if business men 
vou d speak up in their own be- 
alf perhaps some of the unwar- 
fant -d damage done by the coining 
ff pirases might be repaired.” 


« E\ward H. Miller, Chilton exec- 
utiv. who executed the campaign, 
‘aid that the series of ads show- 
Ng .0ow the investment of capital 
‘tee es and maintains jobs has at- 
Tac ed more attention than any 
the. Some of the headlines were, 

Mciey at work means men at 
wor-”; “When a dollar goes to 
Wor , everybody benefits”; “Plant 
‘dc lar—harvest jobs.” 

“lLanks as far away as Canada,” 
Mr. Miller said, “asked for the 
Priv lege of reprinting the ‘Plant 
4 Dollar’ and ‘Money at Work’ ad- 
Yert.sements, and the human in- 


entire series, is as follows: 


terest illustration of the little red 
schoolhouse made ‘Have we for- 
gotten our ’rithmetic?’ high in the 


e “Plant a dollar; harvest jobs. 
“That’s capitalism! And every- 
one—capital, management and la- 


more frequently. 


(Canby INDUSTRY 


Don Gussow Publications, Inc. 
107 W. 43rd St., New York 18, N. Y. 


Publication Changes Size 
Department Store Economist, 

New York, a Chilton publication, 

will adopt a new size and format 


eign Serrtie 


é 


Your message is read when it appears in Foreign 
Service because this lively magazine keeps reader- 
veterans informed on affairs close to their hearts. 
Foreign Service is the only magazine that regularly 
features action stories reminiscent of their own ex- 


That's why 


your advertising message, like every editorial feature, 


periences in the Armed Forces overseas. 


gets plus attention from the veteran and his family. 


You get mass circulation, too, with Foreign Service. 
All home-delivered, it has A.B.C. guaranteed circu- 
lation of 1,000,000. Surveys prove readership is well 
over 3,000,000 per issue. 


This readership is not limited to men only. Foreign 
Service is enjoyed by wives and parents of subscribers 


Founded in 1913 


THE 


REPRESENTATIVES: 


Dan B. Jesse, Jr., and Associates, 10 East 43rd St., New York 17,N.Y. © 
William M. Price, 617 Montgomery St., San Francisco, Calif. 


V. F. W. 
MEMBER AUDIT BUREAU OF CIRCULATIONS 
Broadway at 34th, 


Foreign Service 


(THE V. F. W. MAGAZINE) 


Hits Home to 
1,000,000 Loyal 


Readers 


Products of exclusive feminine interest show 


as well. 


good returns in actual sales. Progressive young families 
who read Foreign Service are in the market for con- 
sumer products of every description. They comprise a 


multi-billion dollar market! 


Many wise advertisers long ago discovered the power 
of Foreign Service. The list includes all types of 
consumer advertisers, schools, specialty advertisers and 
numerous mail order companies. For specific informa 


tion on the V.F.W. market, please write or phone. 


Foreign Service, the V.F.W. magazine, gives its readers 
editorial features and information they can’t find else- 


where. That’s why Forzign Service hits home! 


ign Sewice 


MAGAZINE 


Kansas City 2, Missouri 


Renick Averill, 427 West Fifth St., Los Angeles, Calif. 
e@ Raymond J. Ryan, 35 East Wacker Drive, Chicago 1, Ill. 
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Wireway Appoints Waxman; 
Buys Wire Recording Corp. 


Abe Waxman, formerly adver- 
tising director of Wire Recording 
Corp. of America, which was dis- 
continued in May, 1949, has been 
appointed general manager of 
Wireway Corp. of America, Brook- 
lyn. 

Wireway has purchased the en- 
tire property and assets of Wire 
Recording Corp. of America, which 
made Wireway magnetic wire re- 
corders. 


DuMont Names Oberndorfer 


Frank A. Oberndorfer has been 
named assistant advertising and 
sales promotion manager of the 
receiver sales division of Allen B. 
DuMont Laboratories, New York. 


America’s first engraver 


Revere & 


& 


Phone Wabash 2-8816 


Along the Media Path 


e In the Milwaukee market, 93.8% 
of all television sets are turned on 
during an average Monday- 
through-Friday evening, for an 
average viewing of 3.55 hours, and 
the number of viewers averages 
3.99, according to a recent survey 
by the Milwaukee Journal stations, 
WTMJ, WTMJ-FM and WTMJ- 
vy J 

To view afternoon TV programs, 
68.6% of all sets are used, for an 
average of 1.91 hours, the consumer 
study showed, and these shows 
are seen by an average of 3.05 per- 
sons. 

The figures are based on replies 
to a confidential questionnaire 
mailed to 1,445 residential set own- 
ers in the area, of whom 527, or 
36.3% of the total mailing, sent 
in replies. Video sets in use in the 
WTMJ-TV area as of Sept. 1 were 
estimated at 32,830. % 


The male audience expressed 
a preference for sports, variety and 
dramatic shows, in that order; 
women voted for dramatic, variety 
and musical programs, and chil- 
dren prefer westerns, children’s 
shows and variety. Milton Berle 
topped the “like best” lists of both 
men and women by a considerable 
margin, but “Kukla, Fran & Ollie” 
was the youngsters’ favorite. Mil- 
ton Berle and Arthur Godfrey 
topped the list in correct identifi- 
cation of sponsors by the Milwau- 
kee audience. 

Of all families, 46% said pro- 
gram service has been as good as 
expected; 40% said the shows were 
better than anticipated, and only 
14% said they were “not as good 
as expected.” Of the 14% who said 
they intend to replace present sets, 
85.3% said they “want larger pic- 
ture,” 7.3% want to “keep up with 


improvements,” 3.7% want to 
bring in Chicago stations, and 3.7% 
said repairs on present sets are too 
expensive. 


e Fifty years of progress in log- 
ging and lumbering are presented 
in the October, 1949, golden anni- 
versary edition of The Timberman, 
a 276-page issue. Initial issue of 
the publication was printed in No- 
vember, 1899, at Cathlamet, Wash., 
by its founder, editor and pub- 
lisher, George M. Cornwall. George 
F. Cornwall has been managing 
editor of The Timberman for the 
past 25 years. 


e Pertinent figures on population 
of the market, retail sales, circula- 
tion, national advertising carried, 
editorial features and other essen- 
tial data on the area are provided 
in a new folder issued by “Can- 
ada’s National Newspaper.” It’s 
called “The Globe and Mail Spear- 
heads the Rich Toronto Market.” 


e Ebony, which began in Novem- 
ber, 1945, with 52 pages and no 


Cross-fertilization improves IDEAS too! 


From fifteen offices round the world, 
men and women of the J. Walter 
Thompson international company 
come bringing new facts and new ideas. 


They carry home other facts, other 
ideas and enthusiasms! 


In recent months, 34 of swt’s key 
people have come in from other coun- 
tries to New York, many to travel as 
well to other offices in the United 
States. 

Typical are the eight above: a senior 
writer and an art director from London. 
The radio director from Rio de Janeiro. 
The research man from Mexico City. A 


copy group head from Toronto. The 
managers of offices in Capetown, in 
Antwerp, in Sydney .. . 


Like all the others, these people 
came... they saw... they went home 
stimulated. 


They benefited all of us here. And 
they re-informed and re-inspired the 
more than 1000 men and women who 
do the on-the-ground jobs for JwT 
clients in world markets. Facts, and 
the ideas which spring from them, are 
after all the basic tools of advertising. 
Cross-fertilization helps generate ideas 
and keep them fresh! 


IN MAJOR WORLD MARKETS, 23 fully staffed J. Walter Thompson offices 


offer you the same proved methods of market research and advertising 
planning that you use at home, interpreted through local knowledge 
and facilities. Offices in London, Antwerp, Johannesburg, Capetown, 
Bombay, Calcutta, Sydney, Melbourne, Buenos Aires, Sao Paulo, Rio 
de Janeiro, Santiago, Mexico City, Montreal, Toronto, Hollywood, 
New York, Los Angeles, San Francisco, Seattle, Chicago, Detroit . . . 
also the Wall Street office and the International Division in New York. 


STRONG LOCAL ORGANIZATIONS 
share world experience .. . 


There is a staff of 253 people in the 
swt London office; 88 in the Argentine; 
195 in India; 138 in Canada; 157 in 
Australia .. . 


The men and women in each of its 15 
international offices have been selected 
and trained by swrT locally in each 
country. They have a life-long knowl- 
edge of the markets and the languages 
in which they work. 


Each of these 15 offices is directed by 
aJWT man with international experience 
in all phases of modern advertising, 
and in the best ways to use these meth- 
ods in world markets. 


For the benefit of all offices and all 
clients, the international operations are 
closely coordinated through New York. 
These facilities and experience also are 
available on problems arising in swT 
offices in Chicago, Detroit, Seattle, San 
Francisco, or Los Angeles. 
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advertising at all, is boosting ‘s 
November issue 16 pages to an 4- 
page total, which will include 3 3, 
pages of advertising. The m gz. 
azine, it claims, will be the big; 2s; 
regular issue of any Negro p: ri- 
odical, newspaper or magaz je 
November press run will be 4:0. 
000, while the December issue t, 
go up to 100 pages, will be 450,: 39 


e A total of 1,350 retail stores \ jj; 
tie in with Esquire’s “An °)jq 
Fashioned Christmas” merchan: js- 
ing program next month and in 
December, according to Edwin RB. 
Stern, merchandising mana; er 
Participants will include 300 crug 
stores, -300 jewelry outlets, 300 
liquor retailers, 400 men’s app ire! 
shops and 50 top-line department 
stores. 


e Time Inc. is dispatching to U 
S. business and educational lead- 
ers 130,000 copies of its “Cam- 
paign About Advertising” port- 
folio, containing the six ads which 
demonstrate “how advertising 
helps create the demand that 
boosts the production that lowers 
the cost.” A statement by Roy E 
Larsen, president, explains the 
purpose of the now-famous ser- 
ies. 


e The Chicago Sun-Times turned 
out its biggest Sunday issue Oct. 
9, with a 158-page edition. Im- 
proved production facilities helped 
set the record. 


@e WBKB, Chicago’s pioneer tele- 
vision station, plans to distribute, 
during the next six months, 100,- 
000 copies of its new video album, 
“Looking Ahead with Television.” 
The brochure includes helpful hints 
on eliminating interference with 
sets, a handy guest register page, 
and a “DX Log” for those faraway) 
programs that the set isn’t sup- 
posed to bring in, but does. 


e WING’s “blow your own horn” 
promotional drive has already paid 
off, with four new contracts signed 
the first day—any one of which 
more than paid for the stunt. The 
Dayton, O., station sent telegrams 
to 250 business men and time buy- 
ers, accompanied by red, white and 
blue toy horns and the reminder, 
“Start blowing your horn now for 
holiday business.” 


e Architectural Forum, in its big- 
gest peacetime issue, devoted its 
October edition to the subject of 
America’s schools, with facts, fig- 
ures and opinions designed to help 
public officials and school boards 
map their programs for the next 
decade. The 304-page issue carried 
192 pages of advertising. 


e Household also set a record for 
its October issue, which, it says, 
was the biggest in lines, pages «nd 
in dollars. 


e Add newsprint color: the ‘ hi- 
cago Tribune’s space total for 
newsprint color thus far in ‘| 949 
is 111% pages. Recent color ds 
included the first weekday z: ed 
ad run by the Trib, which ‘vas 
carried Oct. 13 in copies distrib: ted 
to the north and northwest sec ors 
of Chicago and the suburbs. - lee 
Bros., men’s and boys’ clot ing 
company, was the advertiser. 


Newman, Lynde Opens Bre 1ch 


Newman, Lynde & Associ ‘és, 
Jacksonville, Fla. agency, 4 
opened a branch office in M «™ 
at 1103-04 Chamber of Comm rce 
Bldg. Allan C. Gottschaldt, °- 
merly president of Gottsch ‘dt 
Morris & Slack, Miami, has °& 
named vice-president of New 3": 
Lynde and heads the new offi 


Appoints Hodgkinson 


Lloyd Hodgkinson has en 
named assistant manager of -he 
Montreal office of Saturday § 2 
Press Ltd. He has been repres: °'- 
ing Saturday Night in eas °"™ 
Canada. 
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Advertising Age, October 24, 1949 


Audit Bureau 
Members Solve 
Major Problems 


(Continued from Page 1) 
trial Advertisers Association in 
New York, in which the following 
statement was made: 

“Harold A. Wilt, J. Walter 
Thompson Co., and Blaine G. 
Wiley, executive secretary, at- 
tended joint meeting of NIAA, 
ANA and Four A’s in New York 
Oct. 14. Board of directors of our 
association of Feb. 14, 1949, passed 
resolution recommending single 
audit of both paid and free circu- 
lations. We heartily concur with 
ANA and Four A’s in approval of 
action of ABC board in voting 
test Of plan for audit of unpaid 
portion of ABC business paper 
circulations. All buyers of business 
paper advertising need simplifi- 
cation of auditing procedure which 
will give exactly comparable data 
on both paid and free and obviate 
necessity of using two different 
forms. We believe this to be feasi- 
ble. Strongly urge that time be 
taken for careful study of this 
whole question by ABC and that 
no hasty action be taken.” 


s The newspaper division also 
adopted a resolution asking for 
postponement of action on the sub- 
ject of retail trading zones for 18 
months, when new information 
will be available from the Bureau 
of the Census. The later resolution 
of the board of directors of the 
ABC on this subject was as fol- 
lows: 

“From information received Tre- 
garding the proposed setting up of 
‘urbanized areas’ and ‘metropolitan 
county areas’ in the forthcoming 
1950 U. S. census, it is the sense 
of the board of directors that when 
sufficient information is available 
regarding these areas, the entire 
subject of city and retail trading 
zones be reviewed and studied by 
the management and the board of 
lirectors with the purpose of con- 
sidering the advisability and feas- 
ibility of substituting the above- 
mentioned 1950 census areas for 
the present city and retail trading 
zones and taking such action as 
may be deemed advisable and in 
the best interests of the bureau, 
and that a similar review and 
study be made of Canadian city 
and retail trading zones when suf- 
ficient information has been re- 
ceived relative to the 1951 census 
of Canada.” 

The magazine division discus- 
sion of changing ABC publicity 
tules to require ABC circulation 
figures to be quoted in statements 
fegarding readership is reported 
*. Page 1 of this issue. A trans- 
‘ript of its discussion was referred 
' the board of directors for fur- 
ther action. 


" Al’ of the resolutions from di- 
Visio}'s were referred to the board 
if di-ectors by the convention at 
'S final session, and no action on 


fort, Ky. In addition, Leslie A. 
Watt, Poultry Tribune, Mount 
Morris, Ill., was elected a director 
to succeed Fred Bohen, Successful 
Farming, Des Moines, who retired 
after 16 years’ service as a direc- 
tor. 

Resolutions of thanks and ap- 
preciation for the services of Mr. 
Wyman and Mr. Bohen were 
adopted at the general session on 
Friday. 


# Directors reelected were as fol- 
lows: 

Newspapers: Harlan G. Palmer, 
Hollywood Citizen News; Verne E. 
Joy, Sentinel, Centralia, Ill.; E. R. 
Hatton, Detroit Free Press. 

Advertisers: P. L. Thomson, 
Western Electric Co., New York; 
John H. Platt, Kraft Foods Co., 
Chicago; Vernon D. Beatty, Swift 
& Co., Chicago; Robert M. Gray, 
Esso Standard Oil Co., New York; 
Carleton Healy, Hiram Walker & 
Sons, Detroit; Lawrence B. Sizer, 
Marshall Field & Co., Chicago. 

Advertising agencies: H. H. Ky- 
nett, Aitkin-Kynett Co., Philadel- 
phia; B. C. Duffy, Batten, Barton, 
Durstine & Osborn, New York. 

The board of directors met fol- 
lowing the conclusion of the con- 
vention and reelected the old of- 
ficers, with the exception that Mr. 
Hatton was moved up to 2nd vice- 
president as the result of the re- 
tirement of Mr. Bohen, and Mr. 
Gray was elected 3rd vice-presi- 
dent to succeed Mr. Hatton. 

P. L. Thomson continues as 
president; Mr. Kynett as Ist vice- 
president; E. Ross Gamble, Leo 
Burnett Co., Chicago, as treasurer, 
and Mr. Platt as secretary. 


s In his annual report President 
P. L. Thomson reported that the 
membership of the ABC is at an 
all-time high—3,303, including 385 
national advertisers, 43 local ad- 
vertisers, 187 advertising agencies, 
1,193 daily newspapers, 788 weekly 
newspapers, 267 magazines, 69 
farm publications and 367 bus- 
iness papers. 

In discussing the decision of the 
board of directors to investigate 
the practicability of auditing the 
free portion of business paper cir- 
culations, Mr. Thomson said: 

“There are 57 publications with 
from 20 to 49% of their circula- 
tions unpaid. The request for more 
complete reports on them comes 
from our advertiser and agency 
members and from some of the 
publications themselves because of 
keen competition with business 
papers that are entirely free or 
so-called ‘controlled.’ These pub- 
lications get from another audit- 
ing agency a report on their entire 
distribution, and buyers find one 
report convenient to use. 


ew “For the same reason, both the 
4 A’s and the ANA are asking the 
ABC to make ABC audits show 
a complete picture of where and 
to whom business papers go— 
clearly separating the paid cir- 
culation from the unpaid. ABC re- 
ports have always shown the 
amount of this unpaid in Para- 
graph 8, and buyers now would 
like to have it broken down geo- 
graphically and by occupations. 


‘tem will be taken before the next | This would give them the complete 
Meet ng of the board to be held in| picture in the report. 


Dece: ber. The farm paper divi- 


“In authorizing this test the 


‘ion, incidentally, was the only| board’s position is that this situa- 


ae Vv hich took positive action on 
* Prcposal to revise ABC report 


“rms resolving that the present | 


farm >ublications form is adequate 
“id s jould not be changed. 

A) umber of changes in the ABC 
arc followed the elections, with 
ocum going on the board for 
'usiness papers, W. H. Eaton, 


‘ne ican Home, replacing Phil-| 


“Ds \ yman, Redbook, who was not 
* Caididate for reelection, 


tion is peculiar to business pa- 
pers, and affects no other publica- 
tions. It involves no letting down 
whatever of ABC membership 


-qualifications, and at this juncture 
|it involves no commitments for 


future bureau practice. The pro- 
posed pilot tests are simply to de- 
termine if it is practicable for such 
audits to be made, and it will take 


_at least a year to find that out.” 
and | 
Se Baker, Louisville Courier-|that of city and retail trading 


Another controversial subject, 


trial and Times, being elected | zones, was discussed in the pres- 


*°y the newspaper division to fill 


‘ut the unexpired term of Frank 


acene report, as follows: 


’ Newell, State Journal, Frank-|m “Ever since the bureau was 


introducing . . . 

“twin beds 

with privacy” *3” 
for folks who like re 
their own wey 


ea tof 
Ci Neri 


only at 
hotel sherman 


home of Tommy Bartlett's "Welcome Travelers” 


chicago 


INTRIGUING—This copy, just started last 
week and to appear in 300 papers this 
fall, means that in the Hotel Sherman 
twin beds are not side by side but along 
adjacent walls, giving each guest more 
privacy. Harry Atkinson Inc. is the agency. 


established, the circulation of 
newspaper members has been re- 
ported in Paragraph 8 under three 
classifications, ‘City Zone’ (for- 
merly called ‘City’), ‘Retail Trad- 
ing Zone’ (formerly called ‘Subur- 
ban’) and ‘All Other’ (formerly 
called ‘Country’). In 1940 only 
52% of the city zones were on a 
census basis, which meant that no 
census figures were available to 
determine accurately the popula- 
tion of the entire area included 
in the, city zone of the remaining 
48%. 

“Recognizing that in the great 
majority of cases no exact popu- 
lation figures could be accurately 
established for the zones, and none 
of the Bureau of the Census de- 
tailed information could be re- 
lated to them, the management un- 
dertook to revise the zones so that 
the exact population figures by 
census units could be established 
and other Bureau of the Census 
market data accurately related to 
the zones. 

“The progress that has been 
made in this connection can be 
judged from the fact that today 
over 72% of the city zones are on 
a census basis; that is, the zones 
are made up of units used by the 
Bureau of the Census, and over 
98% of the retail trading zones are 
now on a census basis.” 


a Mr. Thomson explained that due 
to disagreements regarding retail 
trading zones, and the difficulty 
of getting exact information from 
local merchants, research organiza- 
tions have been employed for the 
purpose of making field surveys to 
determine the buying habits of 
the local populations. 

“Over the years,” he continued, 
“the use of such an outside agency 
has been established as the sound- 
est method of determining the area 
to be included in a retail trading 
zone where there is disagreement 
as to the area to be included. 

“It is interesting to learn that 
the Bureau of the Census intends 
to discard the corporate city as the 
basic unit, and substitute for it 
an ‘urbanized area’ which by defi- 
nition closely resembles the city 
zone definition of the bureau, and 
also that the Bureau of the Census 
in the 1950 census intends to set 
up an area beyond the city known 
as the ‘metropolitan county area’ 
which though larger than city 
zones set up by the bureau are in 
the main smaller than the ABC 
retail trading zones.” 


es Palmer Hoyt, editor and pub- 
lisher of the Denver Post, ex- 
pressed vigorous disagreement with 
the idea of changing the defini- 
tions of trading areas, undertaking 
to audit free circulations as part 
of the circulations of ABC mem- 
bers, or fixing exact time limits 
for the press runs of daily news- 
papers. 

“I think it is highly improper 
for this association to invade the 
trading area zones, as in the in- 
stance of Cleveland. I believe the 
bureau would do well to forget 
the whole matter of times of pub- 
lication, and I am sure that if the 
ABC ever gets into the measure- 


ment of unpaid circulations by 
whatever name or under whatever 
guise, it will become something 
different from that great and 
worth while organization we have 
supported so loyally through the 
years,” he said. 

“IT would make the general pre- 
diction that should the attempt 
be made to enforce publication 
hours on newspapers, the bureau 
will involve itself in a long and 
unprofitable battle.” 


a W. N. Connolly, advertising 
manager, S. C. Johnson and Son, 
Racine, Wis., and retir:ng chair- 
man of the board of the ANA, 
made the suggestion that the ABC 
is of special value at present when 
glittering projections and fancy in- 
terpretations of readership have 
been emphasized so generally. 

“There is ample justification for 
controlled circulation media,” he 
said, in discussing another contro- 
versial subject. “Whatever the au- 
dit method, the advertiser wants 
full and accurate data on what the 
media have to offer.” 

Sigurd S. Larmon, president of 
Young & Rubicam, discussed the 
need for putting into primer form 
the basic ideas of the American 
system, and developing a “party 
line” that could be taught in the 
schools and elsewhere as the com- 
munist line is taught to the work- 
ers in countries dominated by 
Soviet ideas. 

Everett K. Dirksen, former IIli- 
nois congressman, was the Thurs- 
day luncheon speaker, and ana- 
lyzed the huge problems created 
by the present federal debit and 
the enormous current expenditures 
for government. 


e In a battle of proxies, George 
Slocum, publisher of Automotive 
News, Detroit, was elected a di- 
rector representing the business 
paper division, replacing P. M. 
Fahrendorf, Chilton Co., the re- 
tiring director, who was a candi- 
date for reelection. The vote was 
Slocum, 176, and Fahrendorf, 129. 

Mr. Slocum’s name was put in 
nomination by George Taubeneck, 
Air Conditioning and Refrigera- 
tion News, and Mr. Fahrendorf 
was nominated by W. J. Rooke, 
president of the W. R. C. Smith 
Publishing Co., Atlanta. 

While proponents of Mr. Fahren- 
dorf pointed out that the board of 
directors of the ABC had decided 
to investigate the possibility of au- 
diting the free portion of bus- 
iness paper circulations, and that 
no final action would be taken 
without the concurrence of the 
business paper division, those who 
advocated the election of Mr. Slo- 
cum viewed the present move as a 
threat to the philosophy of paid 
circulation and won their fight on 
that basis. 


s Both sides had been exireme- 
ly active in soliciting proxies, and 
while the attendance and voting 
at the business paper division 
meeting were unusually large, it 
was evident that the result was 
determined by the proxy situation. 

A resolution sponsored by Print- 
ers’ Ink, calling for the appoint- 
ment of a committee to study re- 
visions of the business paper form, 
was adopted, as were two pre- 
sented by William Freeman, Mil- 
ler Freeman Publications, provid- 


ing for the appointment of a com- 
mittee to study simplification of | 
ABC forms with a view to re-| 
ducing costs, and asking that bul- | 
letins reporting directors’ and com- | 
mittee meetings be sent to mem-| 
bers. 


|ten years sales 
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Wyman Is Honored 
for Long Audit 
Bureau Service 


Cuicaco—Fellow board members 
and other leaders of the magazine 
publishing industry paid tribute 
last week to Phillips Wyman, vice- 
president of McCall Corp. and pub- 
lisher of Red- 
book, at a recep- 
tion marking his 
26 years of ser- 
vice to the Audit 
Bureau of Cir- 
culations. 

The special af- 
fair, arranged in 
connection with 
ABC’s annual 
meeting here, co- 
incided with Mr. 
Wyman’s retire- 
ment from the bureau’s board of 
directors, on which he had served 
a dozen years. 

The Redbook publisher an- 
nounced last June that he would 
not be a candidate for reelection 
to the board, explaining that “the 
work has become more arduous at 
a time when I have less time to 
devote to it.” 

In retiring as a board member, 
as well as chairman of the bu- 
reau’s committee on rules and reg- 
ulations, Mr. Wyman recalled how 
the bureau has figured in the 
growth of advertising and pub- 
lishing, and how it has helped 
arbitrate highly controversial ques- 
tions to the satisfaction of both 
the buyer and seller of advertis- 
ing. 


Phillips Wymen 


Lawrer ze, Mass., which said that 
there has been a great deal of 
discussion about publication hours; 
that the problem is an extremely 
complicated and involved one; that 
there is not enough information 
available from which to draw 
sound conclusions; and that there 
is “fairly general agreement” that 
the problem be_ given further 
study. 


a A resolution by Joyce Swan, 
Minneapolis Tribune, disposed of 
the second serious point of argu- 
ment—that involved in determin- 
ing city and retail trading zones for 
newspapers—by suggesting an 18- 
month moratorium on any such 
changes. In effect, this is what the 
ABC board did by postponing the 
effective date of the Cleveland 
change. 

The newspapers also went on 
record again as favoring an ABC 
directorship for weekly newspa- 
pers, without decreasing the pres- 
ent representation of other cate- 
gories of newspaper members. 


Mutual Promotes Adolf Hult 
to V.P. in Charge of Sales 
Adolf N. Hult, vice-president in 
charge of the central division, has 
been appointed 
vice-president in 
charge of sales 
of Mutua! Broad- 
casting eee 
with he-.dquai- 
ters in New York. 
He succeeds Z. C 
Barnes, who has 
resigned _ after 
seven yea.s with 
the network. 
Mr. Hult has 
been associated 
with Mutual since 
the organization of the network. 


Adolf Hult 


Stetson Shoe Promotes Lane 
Warren S. Lane, for the past 
representative in 


| the east central territory, has been 


# Potential controversies in the 
newspaper section were disposed of 
quickly. The explosive issue of set- 
ting new time limits for morning 
and evening sales was eliminated 
entirely by the reading of an un- 
signed and unidentified statement 
by presiding ABC director Will- 


| Jan. 1, 
iam F. Lucey, Eagle and Tribune,| been named. 


named sales manager of the men’s 
division of Stetson Shoe Co., South 


| Weymouth, Mass. 


Drops Foundation Account 
Hirshon-Garfield, New York, has 
resigned the account of Artistic 
Foundations, New York, effective 
1950. No new agency has 
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Announces Tea Promotions 


At the second annual conven- 
tion of the Tea and Coffee As- 
sociation in Montobello, Que., Oct. 
24-26, members will be given de- 
tails of the extensive advertising 
program which starts in November. 
The Tea Bureau will use radio, 
daily and weekly newspapers to 
reach the Canadian consumer, pro- 
moting the afternoon tea habit in 
the home and public eating places. 
Baker Advertising Agency, Toron- 
to, is the agency. 


Jones Rejoins ‘Esquire’ 


George W. Jones, formerly with 
Esquire and more recently with 
True, has rejoined Esquire as a 
member of the executive sales 
staff. 


Art Group Names Wakefield 


Wakefield Advertising Agency, 
San Francisco, has been named to 
direct the publicity and public re- 
lations of the San Francisco Art 
Association. 


Carolina? 


Collector of Customs. 


Keep Your Eyes On Charleston, S. C.! 


WHAT!—YOU MEAN THE 
SOUTH IMPORTS COTTON? 


Sounds like carrying coals to New Castle, doesn't it? 
Everyone knows the South grows and exports many 
millions of pounds of cotton. But how many realize 
that cotton now has become an important import 
cargo at the busy, growing port of Charleston, South 


Yes —during the month of September, 1949,* for 
example, a total of 5,390,099 pounds of long-staple 
Egyptian and Peruvian cotton, valued at $2,421,- 
660.00, was unloaded at Charleston for trans-ship- 
ment to Southern textile mills. 


This imported cotton —similar to the long-staple Sea 
Island cotton formerly grown on the South Carolina 
and Georgia coast—is used to supplement shorter- 
staple United States cotton. 


Due to the South's steadily increasing number of 
textile mills, especially in the Carolinas, plus the fact 
that the S. C. State Ports Authority has installed at 
its Charleston terminals a modern new fumigating 
plant to process imported cotton, as required by law, 
a substantial portion of the allowed quota of foreign 
cotton now is imported through Charleston. 


* Total import customs collections at Charleston during 
this month reached an all-time high, according to an 
announcement on October Ist by Wm. J. Storen, U.S. 


THE CHARLESTON EVENING POST 


The News and Courier 
CHARLESTON, SOUTH CAROLINA 


REPRESENTED BY THE JOHN BUDD CO. 


Retail 


ning Independent. 
their example. 


New York Chicago 


ST. PETERSBURG'S 


UP 276% 


in 8 Years! 


ROM $35,919,000 retail sales in 1940, to $134,167,- 

000 in 1948—that's the St. Petersburg growth story. 
Among the large stores keeping pace with this growth are 
Sears, Maas Bros. (Allied), Webb's City, Inc., Willson- 
Chase, Rutland, Liggett, and Kress. These larger stores 
alone spent over six million dollars on construction in the 
past 18 months for expansion. 


Local merchants know the value of advertising in The Eve- 
Wise national advertisers profit from 


Che Evening Independent 


The Sunshine Newspaper 
ST. PETERSBURG'S FAMILY NEWSPAPER 


Represented Nationally by 
DeLISSER, INC. 


Sales 


Philadelphia Atlanta 


Publishers Face 
Further Postal 
Rate Increases 


(Continued from Page 1) 
scientific organizations are un- 
touched. 

The bill increased the cost of 
mailing catalogs by about 1¢ each, 
and the cost of bulk third-class 
mail by %¢ per piece. Postcards 
are increased to 2¢. Parcel post is 
increased an average of 3¢ to 7¢ 
per package. 

In addition, the maximum weight 
of parcel post packages is reduced 
from the present 70 pounds to 40 
pounds in the first two zones and 
20 pounds in other zones. Dimen- 
sions of parcel post packages are 
pegged at 72” combined width and 
girth, as compared to the existing 
100”. 


s In announcing its study of the 
second-class rate structure, the 
committee said second class pro- 
vides 21% of the total weight of 
mail, 16% of the pieces handled 
and only about 2.6% of the rev- 
enue. 

It said a “very comprehensive 
revision of the existing second- 
class rate pattern, definitions and 
requirements” appeared to be in 
order, the last complete revision 
having been made in 1879. 

“In the opinion of the commit- 
tee,” the report said, “the present 
second-class rate structure pre- 


m= Town HOUSE 
(aa aes 


SALT LAKE’S NEWEST—Purity Biscuit Co.'s 
new spectacular atop the Chamber of 
Commerce Bldg. in Salt Lake City has 
a white fluorescent border and red tub- 
ing for “Crackers by Purity.” The painted 
portion, now promoting Town House 
cookies, will be changed from time to 
time. Gillham Advertising Agency co- 
operated in development of the sign. 


sents many inconsistencies, For ex- 
ample, different rates are charged 
for substantially similar services 
and different services are per- 
formed at the same rates. A re- 
vision of the rate structure in the 
interest of consistency, simplifica- 
tion, economy of operation and a 
reduced deficit is highly desirable.” 


Campus Agency Names Talbot 


Campus Advertising, New York, 
has appointed Edward A. Talbot, 
formerly director of sales promo- 
tion of Gorham silver, as vice- 
president in charge of merchan- 
dising. Mr. Talbot wil head an 
expanded merchandising depart- 
ment and will institute a new 
youth merchandising service for 
retailers. 
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Scripps-Howard 
Appeals FCC Ruling 


CINCINNATI—A Federal Com. 
munications Commission tente tive 
decision awarding 630 ke. Cincip. 
nati broadcasting facilities io , 
Lexington, Ky., station will be ap. 
pealed by Scripps-Howard Radi 
Inc., one of the two Cincinnat; 
contenders for the frequency. 

The result of three years of 
hearings, the tentative decision 
ruled against a change of frequen. 
cies for either Scripps-Howar, 
Radio, operator of WCPO, or, 
Queen City Broadcasters Inc., 
new corporation seeking permis. 
sion to operate a station in Cip- 
cinnati. 

Should the Scripps-Howard ap- 
peal be denied, Station WLApP 
Lexington, Ky., will fall -heir to the 
630 ke. frequency and 5,000 watts 
of power. 

A contract under which Scripps- 
Howard would purchase the fa- 
cilities of Station WVLK, Ver. 
sailles, Ky., and move them to 
Cincinnati still is in force, al- 
though an application for FCC 
approval of such a move has been 
withdrawn. If FCC denies the lat- 
est Scripps-Howard appeal, the 
company is expected to reenter its 
application for purchase of WVLK 


CofC Starts New Publication 


The Minneapolis Chamber of 
Commerce has launched a new 
monthly publication, Greater Min- 
neapolis, which contains informa- 
tion on conditions, factors aad 
projects affecting the course o/ 
business in Minneapolis. 


> Sear eres ee eee 


Whether he is a purchasing agent or a vice president, a banker or a state gov- 
ernment employee, the man you must sell is the office executive. Because it is 
the office executive who influences or decides the purchase of office systems, 
methods, and procedures, office equipment and supplies. 

How better to sell him than through his own business magazine—OFFICE 
MANAGEMENT AND EQUIPMENT. Every month, OFFICE MANAGEMENT 
is read by, consulted by, 10,000 of the nation’s leading office executives in every 


type and 


kind of industrial, financial, commercial and government office. They 


are OFFICE MANAGEMENT subscribers because OFFICE MANAGEMENT 
is the only business magazine directed to and edited exclusively for office 


executives. 


To sell office executives—sell them through “the office executive’s own 


magazine,” OFFICE MANAGEMENT AND EQUIPMENT. 


GEYER PUBLICATIONS—Est. 


OFFICE MANAGEMENT 
and Equipment 


The Office Executive's Own Magazine 


212 FIFTH AVENUE «+ 
1877. 


NEW YORK10,N. Y. 
Publishers of GEYER'S TOPICS, OFFICE MANAGE- 


MENT AND EQUIPMENT, THE GIFT and ART BUYER, SPORTS AGE and Trade Directories. 
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* * * 
September Sales of Chain Stores Non-Spinning Hub 
Septemb % Gain 9 months —————.% Gain 
“fr * Ls | cap for Ads Bows 
1949 1948 1949 1948 Nea 
Foo! Chains DetTrRoIT—A new advertising idea 
bediedtianes «<eus $ 12,501,369 $ 11,494,134 + 9.6 $ 113,815,716 $ 102,602,408 + 10.9 ich j “ 
alee pa 58,677,687  58.841.421— 0.3 557,846,080 555,359,908 + 0.4 - which its developers make en 
sNotional Tea ..... 20,437,124  19,706,020+ 3.7 185,855,398 184,068,128 + 0.9|thusiastic predictions is the new 
Ge M ~ 0065 cece 81,645,419 85,021,314— 4.0 764,144,941  816,820,245— 6.5 Adver-Disc, a device that takes 
Croup $173,261,599 $175,062,889 — 10 $1,621,662,135 $1,658,850,689 — 2.3 the place of the front hub caps 
Wai. Order on automobiles and does not turn, 
(Sears, Roebuck ... .$209,651,897 $216,781,841— 3.3 $1,436,197,172 $1,532,680,512— 6.3/thus permitting display of an 
egiicds tnkdss.o. 12,738,185 11,656,050 + 9.3 86,470,295 90,811,876 — 48] advertising message 
(Mcntgomery Ward . 106,734,855 119,705,546—10.8 728,875,156 834,474,182 — 12.7 . 
Group Total ..... $329,124,937 $348,143,437 — 5.5 $2,251,542,623 $2,457,966,570— 8.4| Developed by Van Houten- 
ai Rankins Inc., Detroit, the Adver- 
Drug Caerns Dise is already in quantity pro- 
a A $ 3,686,512 $ 3,829,578— 3.7 $ 33,982,169 $ 33,504,420+ 14 ‘ - 
+ a 13,114,306 13,826,995 5.2 118,241,500 119,754,402 1.3/duction on contract with several 
Group Total ..... $ 16,800,818 $ 17,656,573 49 $ 152,223,669 § 153,258,822 0.7| automobile makers. Lawrence C. 
cntcttl dant: Cthietlamsans Howe, vice-president of Van 
ar’ A 
amerman Ce. .... ~ 767,387 924,996 — 17.0 5,797,840 5,997,497 — 3.3| Houten-Rankins, reports that sev- 
Beck, A. S. Pe eral auto makers will use the new- 
Shoe Corp. ...... 4,153,203 378,489 — 5.1 28,954,645 30,614,668 — 5.4 ‘oi : 
sond Stores ....... $ 917991936 $ 8.824.463 4111 $ 58.805.076 $ 55473794 4 60|'¥Pe advertising to promote their 
Butler Bros. eisai 13,441,538 16,083,938 — 16.4 92,904,683 116,639,797 — 20.3| new Cars. 
Consolidated Retai ” 3 : 
5 yeaa 2,915,900 3,517,960 — 17.1 22,630,085 24,404,343 7.2| The plates, 15” in diameter, are 
Diana Stores Corp. . 1,426,638 1 S18. 27 — 26 5x ey 2 gx eeeee — .6)especially adapted for new-model 
Edison Bros ....... 6,488, 6 , — L .263,5 250719 —— 
Fishman, M. H..... 825,026 715,125 4 15.4 6,494,005 5.781.926 + 123|7emonstrators, says Mr. Howe. 
camay”.::: Waeus eres th eres «| Memes ee), ny Sito be used by Gealers 
Gramt, We Te oeeeee ‘ ‘ : ‘ + J ; 4 . ' - . j i j 
Grayson-Robinson . 6,352,245 6,053,815 + 4.9 52,728,164 48,453,031 + 8&8 to — y tell 8 “yt used 
‘iat bost".) Ee Sass 33 a en oe within the 
tInterstate Dept. .. 148, 471, — 5. 704, , — 6. idin ationar within the 
5. R. Kinney Co. ... 3,055,000 3,084,000 — 0.9 22,975,000 22,551,000+ 19)... & ti Sar Ad Di 
Kresge, S. S. ...... 22,811,040 21,659,086 + 5.3 190,222,529 186,767,980 + 18|SPinning tire, e ver-Discs 
Kress, S. us. geese 12,432,283 iessail — a6 108,420,303 ee — C have caused much favorable com- 
Lane Oryai MB. .. " ° y , —_— by . ’ ’ . _ s » ‘ 
LAE “ons ceeese 8,971,455  9,696,481— 7.5 77,233,941 78,351,048 — 1.4| ment in tests, Mr. Howe said. Made 
Weccrory Bapecues +. 7146 302 geen = a8 63,369,622 Ser — 19 of waterproof composition the de- 
‘McLellan Stores ... ‘ . ‘ . q ° ‘ y , — : 5 
Welville Shoe Corp. . 7.835,018 8,230,092 48 51,858,754 54,968,473 — 57| Vices may be attached easily after 
Miller-Wohl Co. ... 2,534,488 2,966,336 — 14.5 4,455,889 5,263,591 — 15.3} removal of the hub cap and nut. 
Murphy, GC. ..... 11,051,390  10,657,305+ 3.7 94,290,308 89,127,271 + 58 
Neisner Bros. eee 14920,290 1634167 — 0.2 37,578,845 36,913,078 + 18 McMch iain a 
Newberry, J. J. .... 118, ,084, + 0. 445,054 87,318,477 + 1.3 a unches en 
Penney, J. C. ...... 76,088,662 79,252,860— 4.0 581,667.201 577.526.9304 0.7 ” pe aaredl 
Western Auto ...... 11,885,000  11,264,000+ 5.5 88,264,000 91,432,000 — 3.5 Robert J. McMahon, formerly an 
Woolworth, F. W. .. 46,503,837 47,113,429 — 13 400,972,876 4 409,533,176 — 1 account executive with John Frie- 
Group Total ..... $323,464,405 $334,551,885— 3.3 $2,545,171,191 $2,592,953,645— 19|burg & Co., has organized R. J 
Combined Total ..$842,651,759 $875,.414,784 — 3.8 $6.570,599,618 $6.863.029.726 — 4.3 " , 22 Pint 
*Four weeks ending Sept. 10. tEight Months. tTwo months. “Two months. McMahon Creative Advertising, 
Millsboro, Del. The agency will 
: é deal with products designed for 
Pioneer Suspender to Ayer wear accessories, has named N. W. | rural markets, and will give both 
Pioneer Suspender Co., Phila-| Ayer & Son, Philadelphia, to han-| sales promotion and advertising 
delphia, manufacturer of men’s! dle its advertising. counsel. 


HOUSTON ADVERTISERS KNOW HOUSTON 


é* Fick the 
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*First in Food and Department Store Linage. 


POST! 


To Hiddleston, Evans 


Richard E. Goebel, formerly 
president of the Pacific Coast Ad- 
vertising Co., San Francisco, and 
before that with Ruthrauff & Ryan 
in Seattle and San Francisco, will 
join Hiddleston, Evans & Merrill, 
Seattle agency, as vice-president 
Nov. 1. 


COVERS OAKLAND, 
CALIFORNIA AT 
LOWEST COST 
PER 1,000 


Represented nation- a 
ally by Burn-Smith 
Co., Inc. 


SOUTHERN 
FURNITURE 
EXPOSITION 
BUILDING 


The Nation's greatest fur- 
niture manufacturing state 
has its own Furniture Mart— 
located just 17 miles from 
Greensboro. Housed in a 14- 
story building, with a 10- 
story annex under construc- 
tion, the Southern Furniture 


annoally. 


your products? 


GREAT INDUSTRIES tw 
Growing GREENSBORO MARKET 


*1949 Sales Management Figures 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 


; 


799 299 393 a9 ay 


7 


333 aa im 


Exposition Building attracts buyers from all over the Na- 
tion, who buy more than 60,000 freight cars of furniture 


Not only is North Carolina FIRST in furniture manufactur- 
ing—it is TOPS in the 12 Southern States east of the . 
Mississippi in manufacturing, agriculture, population, in- a 
come and retail sales . . . In addition, 1/44th* of the State's : 
manufacturing, Ygth of the agriculture, 1/6th of the pop- 

ulation, 1/6th of the anne, Se 1/5th of the retail sales, 
are in the Greensboro 12-County 
Zone—reached ONLY through the GREENSBORO NEWS 
and RECORD ... Are we carrying adequate schedules on 


ABC Retail Trading 


BIG FOLEY’S 


Foley’s, Federated Department Store in 
Houston, is now acclaimed as the country’s 
most modern retail plant, but to Houston- 
ians and South Texans, the name of Foley’s 


has been a family byword for 49 years. 


BIG WEINGARTEN’S 


From a modest beginning in 1901, Wein- 
garten’s has grown with Houston. Today, 
this grocery firm operates 22 busy super- 
markets, ranks as America’s largest retail 
food advertiser. 


BURKE, KUIPERS & MAHONEY, INC. 
National Representatives 
a 
RALPH W. RUNNELS 
Advertising Director 
* 


DAVID R. HAWORTH 
National Advertising Mgr. 


Here's the Box Score: 
(Media Records Report for 1948) 
Foley's | Weingarten’s 
THE 1,740,789 
HOUSTON ane 
POST 
58,281 
1,181,393 458, 
Second ‘ 
Newspaper lines lines 
Third 867,490 273,038 
Newspaper lines . lines 


Here's Why: 


There 


top retail advertisers 
and department 5 
after year choose 


ness of 
medium. 


The Post 
of course, 


quality, 
the 


See os 


OUST 


stick to measure the ef 
a newspaper as an 


advertiser, 
translated into reader accep 
and women of Hous 
come groups, a 
i : 
ssa = Selling Pow 
You get this strong se 
you pick the Post! 


fective- 
advertising 


; , a 

s circulation quantity an 
a but equally important to 
it has editorial quality— 


Editorial Quality + Reader 


er. 
lling power when 


re ae et ae 


ON POST 


plex and he’s positively obnoxious. 


Dear Unhappy Wife: 


rates, he’!] be even cockier! 


Basic ABC 


SUPERIORITY COMPLEX 


My husband, advertising manager of the Ding-Bat Company, used to be a 
nice fellow with just enough of an inferiority complex to make him easy to live 
with. Since he picked KXOK, sales have gone up so fast my husband thinks 
he’s the smartest advertising manager in town. Now he has a superiority com- 


Maybe KXOK should have the superiority complex instead of your husband. 
During March, 1949, KXOK was within share of audience striking distance of 
first place in St. Louis. Briefly, this means KXOK delivers more Hooper audi- 
ence per dollar than any other St. Louis network station. No wonder Ding-Bat 
products are going to town. When your husband checks KXOK’s low-cost- 
per-Hooper point, KXOK’s wide coverage, and KXOK’s low-in-St. Louis 


5,000 Watts A 


Unhappy Wife 


KXOK, St. Louis 


630 on the dial 


“John Blair’ station 
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Summaries of 
Farm Continuing 
Studies Planned 


Readership Reports to 
Be Continued; Klein 
Elected New President 


Cuicaco—Faced with the prob- 
lem of high costs but recognizing 
the importance of the material 
gathered, the Agricultural Pub- 
lishers Association voted at its an- 
nual meeting here Wednesday to 
carry on the Continuing Study of 
Farm Publications next year, with 
some modifications. 

The project is a tripartite ac- 
tivity of the APA, the Association 
of National Advertisers and the 
American Association of Advertis- 
ing Agencies, with the stud_es con- 
ducted under the supervision of 
the Advertising Research Founda- 
tion. As with other studies con- 
ducted in the same way, the pub- 
lishers pay the cost. 

Twelve studies have been com- 
pleted thus far, at a cost of about 
$270,000, in a period of less than 
five years. The APA voted to con- 
tinue the studies, with perhaps 
two being made next year, and 
also to add to the available ma- 
terial a series of bulletins summar- 
izing the findings of the existing 
12 studies by product classification. 
These summaries will be made 
available to interested advertisers 
and agencies on request through 
the APA headquarters office here. 


ws Horace D. Klein, The Farmer, 
St. Paul, was elected president of 
the Agricultural Publishers Asso- 


ciation, succeeding Leslie A. Watt, 
Poultry Tribune. Other officers 
elected are H. H. Allen, Dakota 
Farmer, vice-president; Oscar 
Dugger, Progressive Farmer, sec- 
retary; Frank X. Gaughen, Capper 
Publications, treasurer. 

New directors are C. E. Sweet, 
Capper Publications; W. D. Hoard 
Jr., Hoard’s Dairyman; Mr. Watt; 
P. E. Spivey, Southern Planter; J. 
E. Edwards, Prairie Farmer; J. H. 
Yetter, California Farmer. Hold- 
over directors, in addition to the 
officers, are C. A. Baumgart, Suc- 
cessful Farming, and W. H. Cowles, 
Pacific Farm Trio. 

An able exposition of the uses 
which advertising agencies make 
of the Continuing Study of Farm 
Publications was presented at the 
annual luncheon of the association 
by Marion Harper Jr., president of 
McCann-Erickson, who reported 
comments of ten of the largest ad- 
vertising agencies. 

Mr. Harper recalled that farm 
publication advertising linage in- 
creased some 470% between 1935 
and 1948—more than any other 
medium—and called the continu- 
ing study “an insurance policy on 
which you ought to be cashing in 
during 1950 and 1951, when busi- 
ness may be tougher to get.” 


@ He particularly urged the pub- 
lishers to merchandise the findings 
of the studies better and more 
widely, to “squeeze everything 
possible out of them” and to make 
certain that all advertising pros- 
pects and all agencies are familiar 
with the material. 

Victor Hawkins of Capper Pub- 
lications, chairman of the com- 
mittee for development of govern- 
ment data, reported that his com- 
mittee had succeeded in getting 
the Census Bureau to publish a 
special series of cross tabulations 
from the last Census of Agricul- 


your KE 


PRODUCTIVE 
MARKET 


Advertisers can unlock the door to Metropolitan 
Oakland, the Pacific Coast’s third largest market, by 
using a single medium for their selling messages. 
With the greatest home-delivered daily city circulation 
in Northern California, the Oakland Tribune assures its 
advertisers of complete and effective buying response. 


ture, stratifying farms by size, 
type and income groups. 

He also told the association that 
efforts to induce the census to pub- 
lish more county data are continu- 
ing, and that there now seems hope 
that the next Census of Agricul- 
ture will include at least as ex- 
tensive county data as was avail- 
able in the 1945 census. Original 
census plans called for the elimi- 
nation of many county tabula- 
tions, in an effort to reduce costs. 


REPORTS ORGANIZATION 
OPERATES SUCCESSFULLY 


Cuicaco—Farm Publications Re- 
ports Inc., which started its re- 
ports on farm publication adver- 
tising in January, 1948, has al- 
ready proved not only a useful op- 
eration but a financial success, the 
41 publications which comprise 
the membership were told at the 
organization’s annual meeting here 
last week. 

Several improvements in the ser- 
vice, which reports linage and dol- 
lar advertising volume in member 
papers, by classification and by in- 
dividual advertiser, are being 
planned since the company has 
been established on a firm fi- 
nancial basis. 

H. D. Klein, The Farmer, was 
elected president of the organiza- 
tion. Other officers are Fred O. 
Toof, Western Associated Farm 
Papers, vice-president; John D. 
Gill, Midwest Farm Paper Unit, 
secretary; and W. H. Cowles, 
Washington Farmer, treasurer. 

New directors are W. B. Wie- 
mers, Farm Journal; J. T. Gris- 
com, Southern Agriculturist; R. A. 
Crosby, Allis-Chalmers Mfg. Co.; 
and Paul Limerick, Western Ad- 
vertising Agency. Other directors 
are Charles C. Rees, Country 
Gentleman; Leslie A. Watt, Poul- 
try Tribune, who has been presi- 
dent for the past two years; Frank 
X. Gaughen, Michigan Farmer; 
Dewey H. Neal, Farmer-Stockman; 
and Tom Hickey, Nebraska Far- 
mer. 


HENRY FIELD 


SHENANDOAH, Ia.—Henry Field, 
77, founder and president of the 
seed and nursery company bear- 
ing his name, and a pioneer radio 
station operator and broadcaster, 
died at his home here Oct. 17. 

The Henry Field Seed & Nursery 
Co., which now handles an an- 
nual multi-million dollar volume, 
sent out its first mail order catalog 
half a century ago, with Mr. Field 
himself writing the copy, setting 
the type and printing it on a small 
hand press. The business was in- 
corporated in 1907 and Mr. Field 
remained active head of the com- 
pany until he retired in 1938. 

In 1924 Mr. Field built Station 
KFNF here and the crystal set 
owners of those days listened to 
“Henry himself” talk to them daily 
in a folksy, informal manner. He 
launched a noontime “letter bas- 
ket” program which he continued 
to air six days a week until his 
recent illness. 

KFNF was sold last year to Cap- 
ital Broadcasting Co., Lincoln, 
Neb., but retained its broadcasting 
operations here as an affiliate of 
Mutual Broadcasting System. 


EDGAR B. WOLFE 

Essex FA.ts, N. J.—Edgar Briant 
Wolfe, 68, former vice-president 
and general manager of the United 
Advertising Corp., New York, died 
Oct. 18 at his home here after a 
long illness. He joined United Ad- 
vertising Corp. 30 years ago, was 
former president of the Outdoor 
Advertising Association of New 
Jersey, and a director of the na- 
tional Outdoor Advertising Asso- 
ciation. He also was a director of 
the Advertising Club of Newark. 


FREDERICK C. KOCH 
New YorK—Frederick C. Koch, 
56, vice-president of the Simmons- 


‘FAME AND FORTUNE’—Franklin L. Burns (left), president, D. C. Burns Realty & 

Trust Co., receives the Denver Adclub’s “Fame and Fortune” certificate from Gene 

McKim (right), club president. Curt J. Freiberger, president of Curt Freiberger & 

Co., Denver agency, witnesses the presentation. The award is given in recognition 

of achievement in building one of Colorado’s outstanding organizations through 
sound advertising and excellence of service. 


Boardman Publishing Corp., and 
business manager of Railway Sig- 
naling, died Oct. 17. 

Born in Jersey City, Mr. Koch 
joined Railway Age in 1909 as a 
copy boy. In 1917 he became an 
advertising salesman. From 1925 
to 1944 he was business manager 
of Railway Engineering and Main- 
tenance. 


HARRY R. PORE 


Monessen, Pa.—Harry Ross 
Pore, publisher of the Monessen 
Independent, died Oct. 14. Mr. 
Pore, who was 77, began publish- 
ing the evening paper here in 1902. 


CHARLES A. McCALEB 


CEDAR Rapips, Ia.—Charles Al- 
bert McCaleb, 46, editor of Build- 
ings and vice-president of Sta- 
mats Publishing Co. here, died at 
his home Oct. 17. 


MAX HILL 


Cuicaco—Max Hill, 45, who was 
transferred here several months 
ago from Wade Advertising Agen- 
cy’s New York office, died Oct. 18 
in Elkhart, Ind., while on a busi- 
ness trip. 

Mr. Hill headed the Associated 
Press in Tokyo. After World War II 
broke out he was interned there 
by the Japanese until 1942, when 
he returned to the U.S. and joined 
National Broadcasting Co. as a war 
correspondent and commentator. 


FRED G. COWLES 


McALEsSTER, OKLA.—Fred G 
Cowles, publisher of the McAlester 
News-Capital, died Oct. 14 fol- 
lowing a brief illness. Mr. Cowles, 
who was 83, became a part owner 
of the former Leader-Press, La- 
Crosse, Wis., in 1903. He sold his 
interest in that daily when he came 
here in 1917 to join the News- 
Capital. 


EUGENE LORTON 


TuLsa—Eugene Lorton, owner 
and publisher of the Tulsa World, 
died in a hospital here Oct. 17 fol- 
lowing a two-week illness. Mr. 
Lorton, who was 80, came to Tulsa 
from Walla Walla, Wash., in 1911 
and for many years was prominent 
in Oklahoma journalism and poli- 
tics. 


RAY ALLEN WHIDDEN 


San FRANcCIsScoO—Ray Allen 
Whidden, 71, president of Bauer 
& Black, Chicago surgical dressing 
manufacturer, until illness forced 
him to retire, died here Oct. 11. He 
previously had served as an ex- 
ecutive of Eli Lilly & Co. 


Names Margaret Puchir 


Margaret Puchir has been ap- 
pointed editor of “Pipe Dreams,” 
external house organ, and “Circle,” 
internal house organ, published by 
Universal Concrete Pipe Co., Co- 
lumbus, O. 
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Notice th wonderful way 


your thumbs and first two fingers work 
for you. They're perfect helpers. Faithorn 3-in-! 
service works like that in the production of your advertis- 


ing. It unifies and synchronizes the skilled actions of producing fine 
Typesetting, Engraving and Printing. It keeps production thumbs anc 
fingers where they belong — together. Try Faithorn 3-in-1 service once 
and you'll know it’s a mighty satisfying rule of thumbs (and fingers) fo: 
you. Write—or phone WHitehall 4-2300, and a representative will cal! 


FAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 


a definite saving of TIME, TROUBLE and MONEY. 


SPECIALISTS 
IN 
COLOR PROCESS 
PLATES 
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Business Editors 
Split; Wooton 
Heads New Group |: 


WaSHINGTON—The Society of 
Business Magazine Editors or- 
ganized here Thursday, with Paul 
Wooton of Chilton Publications 
elected president. 

The organization constituted it- 
self as a professional society for 
editors of qualified publications, 
without regard to circulation meth- 
ods. 

During the organization meet- 
ing, Charles Heale, editor of Hard- 
ware Age, explained that forma- 
tion of the society is an outgrowth 


of a long controversy over the ad-|_ 


mission of editors of controlled 
circulation publications into the 
National Conference of Business 
Paper Editors, sponsored by ABP. 


s Editors of controlled circula- 
tion publications eventually were 
granted associate status in the na- 
tional conference, but with pub- 
lishers divided on the free vs. paid 
circulation issue, Mr. Heale said 
the time had come for editors to 
set up a society of their own. 

The controversy that has split 
publishers was echoed at the meet- 
ing. At one point, Carter Field, ob- 
server for McGraw-Hill Publish- 
ing Co., took the floor to deny that 
McGraw-Hill had withdrawn its 
support from the national confer- 
ence. Mr. Field said he had no au- 
thority to commit McGraw-Hill for 
or against the new society. 

In addition to Mr. Wooton, the 
officers of the society are: John 
McPherrin, American Druggist, 1st 
vice-president; Irvin Fuchs, Steel, 
2nd vice-president, and James 
Warren, Hotel Management, secre- 
tary-treasurer. Members of the 
executive committee are: Charles 
Herb, Machinery; Charles Heale, 
Hardware Age; Carl Dipman, Pro- 
gressive Grocer; Carl Harrington, 
Mill & Factory; Philip Salisbury, 
Sales Management, and Stanley 
Smith, Traffic World. 


s Membership was established on 
a publication basis, with dues of 
$50 per year for each publication. 
Each publication is limited to a 
single vote, to be cast by the high- 
est ranking member of the publica- 
tion present. Headquarters will be 
n the National Press Bldg. here. 

Following the organization ses- 
sion the editors heard off-the-rec- 
rd talks by Postmaster General 
Jesse Donaldson; Emerson P. 
Schmidt, economist, U. S. Cham- 
ber of Commerce; H. B. McCoy, di- 
rector of the Office of Domestic 
Commerce, and Philip Hauser, act- 
ing chief, U. S. Census Bureau. 


EDITORS CONFERENCE 
TO ELECT OFFICERS 

New YorkK—A special meeting 
for ‘he election of new officers will 
be held Nov. 28 at the Biltmore 
Hotel here by the National Con- 
‘erence of Business Paper Editors, 
an «ffiliate of Associated Business 
Pub lieations. 

A letter announcing a nominat- 
ing committee and requesting nom- 
mat ons for a full slate of officers 
and eight new directors was sent 
out ast week to all editors of ABP 
bub ications by Julian Elfenbein, 
itive editor of Haire Pub- 
‘sh ng Co., who is acting chair- 
Nar of the executive committee of 
‘he -onference. 

W ith the organization of the So- 
let. of Business Magazine Editors 
1€a ed by Paul Wooton, who re- 
‘ned as president of the editors’ 
“on-orence to sponsor the society, 
ier: are now three groups of bus- 
‘Ness paper editors actively func- 
“oning. In addition to the two 
ed, there is a local independent 


a 


Westinghous 


‘a 


MARY MARTIN?—This Saturday Evening 

Post ad last week launched the Westing- 

house lamp division’s “Miss Famous” con- 

test, which runs to Dec. 4. Fuller & Smith 
& Ross is the agency. 


association of business paper edi- 
tors in New York. 


es The executive committee of As- 
sociated Business Publications in 
September voted to continue its 
support of the National Conference 
of Business Paper Editors, which 
is made up largely of editors of 
ABP publications, all of which are 
members of the Audit Bureau of 
Circulations. 

However, editors of papers that 
are members of the Controlled Cir- 
culation Audit are eligible to join 
the conference as associate mem- 
bers, without voting power. 

Members of the nominating com- 
mittee of the conference include 
Eldridge Peterson, Printers’ Ink, 
chairman; J. M. Morrow, Factory 
Management & Maintenance; R. L. 
Tylor, Chemical Industries, and L. 
A. Enslow, Water & Sewage Works. 


Spray-A-Wave Exits 
from Radio, Godfrey 
Sponsored by Toni 


New YorK—Arthur Godfrey, 
who used to be the man behind 
Spray-A-Wave, has switched to 
Toni. 

Toni Co., through Foote, Cone & 
Belding, has taken over the open- 
ing 15 minutes of the redhead’s 
morning show on CBS on alter- 
nate days. Wildroot Co., through 
Batten, Barton, Durstine & Osborn, 
is the alternating sponsor. 

Godfrey added the extra 15 
minutes daily to his broadcasting 
schedule several months ago as a 
part of a reported stock deal with 
Lee Pharmacal Co.’s Spray-A- 
Wave. Lee relinquished half the 
time to Wildroot in September to 
concentrate on local merchandis- 
ing problems. Spray-A-Wave’s exit 
from radio will enable the com- 
pany to intensify promotion in 
those centers where the product is 
moving fastest, Dancer-Fitzgerald- 
Sample reports. 


American Marketers Elect 
Everett Smith President 


Everett R. Smith, director of re- 
search, Macfadden Publications, 
New York, has been elected pres- 
ident of the American Marketing 
Association. 

Others elected include: Vice- 
presidents, Robert F. Elrick, man- 
ager, product development, Pepso- 
dent division, Lever Bros. Co., Chi- 
cago, and Dr. Wilford White, De- 
partment of Commerce, Washing- 
ton; secretary, Prof. George H. 
Brown, .University of Chicago. 


Ross Roy Promotes Two 


G. Fred De Bolt, vice-president, 
has been named vice-president in 
charge of the Dodge truck account 
of Ross Roy Inc., Detroit agency. 
He has been with the agency since 
1936 and succeeds H. M. Hamilton, 
who has resigned effective at the 
end of the year. John L. Thorn- 
hill, contact man on passenger car 
training programs, has been ap- 
pointed account executive on the 


Dodge truck account. 


Last Minute News Flashes 


Dutt Mix Account Goes to Ted Bates 


New YorkK—Ted Bates & Co. has been appointed to handle the adver- 
tising of Duff's Baking Mix division of American Home Foods, effective 
Jan. 2. W. Earl Bothwell Inc. has been servicing the account. American 
Home Foods switched its G. Washington’s division (instant coffee and 
broths) from Bothwell to Bates last June. 


4,190,000 Read 11 Canadian Magazines 


New YorkK—A preliminary report released here Oct. 21 by the Ad- 
vertising Research Foundation shows that 11 magazines in Canada 
had a total audience of 4,190,000—or 46% of Canada’s total population 
of persons 15 years or more old. Seven English and four French mag- 
azines defrayed the $75,000°cost of the study, which reports total num- 
ber of readers and number of readers per copy for each of the 11 mag- 
azines. ARF and Canadian Advertising Research Foundation jointly 
prepared the report, with field work done by Canadian Facts Ltd. 


GF, Peach Growers Set Drive; Other Late News 


General Foods and Cling Peach Advisory Board, representing growers 
and canners in California, will soon launch joint promotion for Holi- 
day fruit mold, a combination of Jell-O and fruit cocktail, in nine na- 
tional magazines, the Chicago Tribune, New York Herald-Tribune and 
Philadelphia Inquirer. e William H. Weintraub & Co., New York, has 
named S,. A. Halpern, formerly executive vice-president of L. H. Hart- 


man Co., as director of copy. 


Advertising Federation of America’s fourth campaign to promote 
public understanding of advertising broke last week, using the theme 
that “If it weren’t for advertising you’d pay more for most things.’ 
Tie-in copy is offered to all media, prepared by a special AFA com- 
mittee headed by Ralph Smith, executive vice-president, Duane Jones 
Co. @e Advertising and media men think the national revenue dip in 
advertising has hit bottom, and from now on expect to see expenditures 
hold their own, or even start to climb again, Business Week states in 
its current issue. e Robert W. Buckley, business manager of the radio- 
TV dept., Benton & Bowles, New York, has resigned effective Nov. 15 to 
rejoin Ludlow Typograph Co., Chicago, as special assistant to the gen- 


eral manager. 


Buick Motor Division, Flint, Mich., plans no show to replace Olsen 
and Johnson, who have asked to be released from their TV contract 
after Oct. 27. e Irving A. Lesher, formerly Chicago district manager of 
Production Engineering & Management, has been appointed Chicago 
district manager of Metal-Working, property of the Sutton Publishing 
Co. e Edwin F. Thayer, former Tide publisher, has been appointed bus- 
iness manager of Quick, new Cowles publication. 

Mars Inc. ended its sponsorship of the “Dr. I. Q.” quiz program Oct. 21 
and has made no plans for a replacement. The show, handled by Grant 
Advertising, has been aired Fridays, 10-10:30 p. m., EST, over the full 
NBC network. No new sponsor has been announced. 


Backers Foresee 
Big Push Behind 
Radio-TV Week 


WASHINGTON—Radio and televi- 
sion dealers in more than 500 cities 
and towns of the U. S. will ob- 
serve National Radio and Tele- 
vision Week Oct. 30-Nov. 5 with 
displays and advertising calling 
attention to new lines of receivers 
in both the video and audio fields, 
according to the Radio Manufac- 
turers Association. 

To date the RMA National Ra- 
dio & Television Week committee 
has received requests for 975 full- 
page newspaper mats from 545 
newspapers for joint dealer spon- 
sorship in their respective areas, 
according to W. B. McGill, com- 
mittee chairman. Additional or- 
ders for mats are being received 
daily. 


ws “We have been surprised and 
delighted at the continuing de- 
mand for these advertising mats 
and poster reproductions,” said 
Mr. McGill, “and we have reason 
to believe that National Radio & 
Television Week will be more 
widely celebrated this year by 
more dealers than at any time 
since this annual industry observ- 
ance was inaugurated jointly by 
RMA and the National Associa- 
tion of Broadcasters five years 
ago.” 

Three types of advertisements 
have been made available for deal- 
er sponsorship. One deals only with 
television, a second with radio and 
television, and a third with radio 
only. All stress the fact that broad- 
casting stations, both video and 
audio, and networks are this fall 
and winter offering the “greatest 
array of talent ever heard or 
seen.” 


NIAA to Appoint 
Committee to Work 
on Putman Ad Movie 


NEw YorK—The board of di- 
rectors of the National Industrial 
Advertisers Association enthusias- 
tically has endorsed a proposal by 
Putman Publishing Co., Chicago, 
to jointly produce a color motion 
picture on the selling power of in- 
dustrial advertising. 

Bernard Dolan, NIAA president, 
now is in the process of appointing 
a committee to work with Putman 
representatives on the production 
of the film. 

The motion picture, a distinct 
departure from the usual NIAA 
activities, will be executed in doc- 
umentary style and will be based 
upon the reports of advertising- 
sales accomplishments which won 
awards in the NIAA-sponsored 
Putman competition. 


= NIAA members who did the 
work which resulted in contest 
recognition will be asked to play 
themselves in the movie, which is 
expected to be completed early 
in 1950. 

Copies of the film will be offered 
to management executive associa- 
tions throughout the country, as 
well as to manufacturers’ associa- 
tions, sales managers’ clubs, serv- 
ice clubs and similar organizations. 

NIAA chapters also will have an 
opportunity to screen the finished 
film, and agencies and advertising 
managers will be encouraged to 
show the motion picture to budget- 
conscious executives in their 
clients’ or their own companies. 


To Conley, Baltzer, Pettler 


J. C. Loomis Co., Hemet, Cal., 
processor of commercial seeds, has 
named Conley, Baltzer, Pettler & 
Steward, San Francisco, to direct 
a trade publication and direct mail 
campaign. McPherrin’s California 
Farms, Riverside, also has ap- 
pointed the agency for a trade pub- 
lication campaign. 
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75% of Families 
Have Insurance, 
FRB Study Says 


Survey of Investments 
Shows 8% Own Stocks, 
24,500,000 Own Cars 


WASHINGTON—Life insurance re- 
mained the most widely distributed 
type of non-liquid asset in 1949, 
with at least one person covered 
in 75% of U.S. “spending units,” 
the Federal Reserve Board re- 
ported Friday. 

The survey of consumer holdings 
of assets, conducted for the board 
by the Survey Research Center of 
the University of Michigan, indi- 
cates that only 8% of the spend- 
ing units hold corporative stock. 
Another 9% have full or part in- 
terest in an unincorporated non- 
farm business or privately held 
corporation. 

The survey indicates that 24,- 
500,000 of the nation’s 43,800,000 
families have automobiles, and that 
roughly 2,000,000 families own 
more than one car. 

The percentage of car-owning 
families climbed from 54% in 1948 
to 56% in 1949, a postwar peak just 
below the 58% high registered in 
1941. 


a The Reserve Board survey found 
common stock and real estate in- 
vestment popular with only a small 
proportion of the population. Per- 
centage-wise, the tabulation was 
14% “for” real estate as a form of 
investment, and 63% “against,” 
the most common objection being 
that prices are too high. 

The poll showed 69% hostile to 
common stocks, and only 8% fa- 
vorable. Many people said that 
they believe successful investment 
in common stock requires intimate 
knowledge of financial problems 
or acquaintance with financial ex- 
perts. 

Roughly 6,000,000 individuals in 
4,500,000 spending units own pri- 
vate or public corporate stocks. 
About half own stock in only one 
corporation, another third in two 
to ten corporations. More than a 
third value their investments at 
‘ess than $500. Well over a half of 
the total amount of common stock 
is held by the one out of 15 stock- 
holding units with holdings of 
$25,000 or more. 


es Among professional, managerial 
and self-employed groups, one out 
of six holds stock. Only one in 11 of 
sales and clerical groups is a stock- 
holder and one in 25 among 
skilled, semi-skilled and unskilled 
workers. In the over-$7,500 income 
group, two out of five are stock- 
holders, compared with only one 
in 30 of the under $2,000 group. 

Government bonds remain over- 
whelmingly the most popular form 
of liquid asset. Among non-liquid 
assets, on the other hand, even at 
the $1,000 income level, one out of 
two spending units has a member 
who carries some life insurance. 
At the over-$5,000 level, nine out 
of ten have insurance. 

Approximately one out of six 
owns some real estate other than 
the home or farm on which the 
“unit” lives. 


RCA Asks tor Delay 
in Color TV Set Test 


RCA petitioned the Federal 
Communications Commission 
Thursday for a two month delay 
in the comparative color TV tests 
set for the week of Nov. 14. RCA 
said it needs the extra time to test 
its laboratory equipment. On Aug. 
25 RCA announced its all-electron- 
ic color TV system was ready for 
testing, but it performed badly at 
= test before the FCC here Oct. 
10. 
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WASHINGTON—Consumer buying 
in the nation’s department stores 
has undergone several marked 
changes since Labor Day. 

Federal Reserve Board figures 
showing retail sales in major cities 
in the 12 Federal Reserve districts 
turned upward immediately after 
Labor Day. Merchants were op- 
timistic about fall and pre-Christ- 
mas buying. Inventories had been 
increased to meet the seasonal 
demand. 

Sales kept pace with the more 
optimistic estimates until mid- 
September, when reports of im- 
pending coal and steel strikes 
clouded the picture. 

As the strikes got under way, the 
buying curve dipped, and on the 
latest report for the week ended 
Oct. 8, the trend was definitely 
downward. 

Districts in which the steel in- 
dustry is concentrated showed 
greatest declines. Ohio, western 
Pennsylvania, Indiana and Illi- 
nois all showed unusual drops in 
retail buying. 

But in addition to these areas, 


Federal Siders Diatines « on sShcodadineah Store Sales 


buying also was off in New Eng- 
land, the Old South and the Great 
Plains states. 

Only bright spots in the picture 
were a gain in dollar volume, as 
compared to last year, in Miami, 
minor declines in the Upper Mid- 
west and very small losses in cities 
on the West Coast. 

% Conner from 1948 


o. Wk. Ended 

Federal Reserve of Oct. Oct. 
District and City Aug. 1 x 
UNITED STATES ... — —s —12 
Boston District ................. 1 —2 —s8 
OE OE eee 3 -—2—13 
gp aa 4 4 —6 
Springfield .................. 0 —18 —22 
STINT. cxnncsscisnsnoasonanee 1 —8 —12 
New York District . —6§ ri —Iil 
Newark —6 r—7 —2 
Buffalo — r—6 —13 
New York —6 r—7 —13 
Rochester —8 —9 —13 
Syracuse —4 —l —9 
Philadelphia District ...... — rT —13 
Philadelphia .................... — r—9 —14 
Cleveland District . —10 —il —17 
fy Se —8 —12 «21 
Cincinnati ....... —8 —8 —12 
TE ATO —8 —ll —14 
SINR, © iensadtnociccechsisutse —9 —13 —12 
EE EE —5§ —5 —21 
a —ll —13 —23 
Richmond District . —3B r—4 —15 
Washington ....... —1 —17 —10 
Baltimore ......... —7 —7 —21 
Atlanta District . — re —o— 
Birmingham —15 —1l1 —1l11 
es a EE —7 —15 9 


Racin 
DIMENSIONAL 
DISPLAYS 


> BASIC IDEAS @ ARTWORK @ CARDBOARD 
© CONSTRUCTION ® METAL ® PLASTIC swoon: 


‘ia RAISIN it. ‘COMPANY 


DISPLAY DIVISION 


Ss 


Week to Oct. 8, ’49%.... 
Week to Oct. 1, ’49*..... 
Week to Oct. 9, '45~......336 
Week to Oct. 2, ’48*......327 
Month of August, ’49*p237 
Month of August, ’48*..259 


pPreliminary. 
*Not adjusted seasonally. 


SE —3 —15 
New Orleans ................... 3 6 —3 
OSS —6 r—12 —14 
Chicago District ................ -—7I —7 —15 
UU —4+ —8 —15 
Indianapolis —3 —7 —15 
oO” ra —§ —6 —15 
Milwaukee -—8 —9 —19 
St. Louis District ............ —5 —il —10 
f "R ~ 7a —6 —20 —23 
UEIIT:  witdogihestinnsheenahes —3 —8 —I11 
Bs IN ities insccinesttcgine —4 —11 —10 
Memphis ............. —3 -—-8 —8 
Minneapolis Distric -— -—§ —5 
Minneapolis ........ 1 —5 —1 
Sh BGS eRe . —19 -—6 -—9 
Duluth-Superior ............ —2 —ll —22 
Kansas City District ........ —6§ —I12 —16 
tial isnt —ll —15 —13 
Wichita ........... —5 —4—18 
Kansas City .... —8 —18 —23 
St. Joseph ........ —4 —16 —16 
Oklahoma City —4 -8 —6 
IN, slit ipincengaibinsncsebe —12 —11 —24 
<a —5 re —Iil 
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San Antonio —1 —l 2 
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Los Angeles Area ........ —8 -—9 —1 
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San Francisco ................ —1 —12 0 
Ri aE —o9 -6 —8 
Salt Lake City ................ —4 —6 —14 
IEE, ‘ cinthacsinctdiditsigestbeets —2 —7 —5 
rRevised. 


Penton Promotes Jaenke as 
Ad Director; Ups 2 Others 


Russell C. Jaenke has been 
named director of advertising of 
Penton Publishing Co., Cleveland. 
He joined the 
company in 1926 
and since 1941 
has been adver- 
tising manager of 
Steel. Mr. Jaenke 
was elected a 
vice-president of 
Penton Publish- 
ing Co. in 1944 
and continues in 
that capacity. 

James W. Zu- 
ber, director of 
circulation and 
research of the company since 
1945, has been named business 
manager of Steel. Robert L. Hart- 
ford, manager of market research 
of the company, has been ap- 
pointed business manager of Ma- 
chine Design. 


Russell Jaenke 


Hoffman Appoints Torney 


Kirk Torney has been appointed 
northern California sales manager 
of Hoffman Radio Co. Mr. Torney 
formerly was in the radio and tele- 
vision receiver business in San 
Carlos, Cal., and prior to that he 
was sales manager of Station KGO, 
San Francisco. 
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Free & Peters 
Says Spot Radio 


Costs Are Down 


33-Market Survey 
Shows Sets Outgain 
Rates; Nets Compared 


New YorK—Free & Peters has 
started mailing copies, of its new 
analysis of spot radio in terms 
of present audiences to approxi- 
mately 3,500 advertisers and agen- 
cy time buyers. 

Comparing 1949’s cost with those 
of 1943 and 1946 in the 33 mar- 
kets covered by F&P-represented 
stations, the report concludes that 
“spot radio costs less today.” The 
stations include affiliates of ABC, 
CBS and NBC and one independ- 
ent, and reach counties containing 
more than two-thirds of U. S. ra- 
dio homes. 

The initial price of spot radio 
on these stations—one announce- 
ment at the maximum discount 
minute rate for daytime—has in- 
creased 37% since 1943, but at the 
same time there has been a 40% 
increase in set owners, the report 
points out. 


a Meanwhile, average daily lis- 
tening to the radio has been on 
the upgrade in this country, it 
was said. “From a radio family 
listening figure of 3.9 hours per 
day in 1930, the Nielsen Radio In- 
dex reports an increase to 4.6 


a 


sgt 


% 


fe) 


THE PENTON PUBLISHING COMPANY 
PENTON BUILDING — CLEVELAND 13, OHIO 


of the metalworking industry’s 


6,210,165 EMPLOYEES 
work in the plants reached 
by STEEL every week 


Only 4%—248,407 workers—are employed in 
the remaining plants. STEEL makes your adver- 
tising dollars worth more by directing your ads 


to the worthwhile plants that do the bulk of 


the metalworking business. 


for 1946 and 5.1 for 1948.” 

Network stations during the past 
six years have been holding their 
audiences despite competition from 
new outlets and television, Free 
& Peters said. C. E. Hooper Inc 
figures for several markets were 
cited to prove the point. 

In New York, for example, with 
raw radio family figures con- 
verted to index numbers based on 
100 for 1943, the four network AM 
stations increased their morning 
audiences to 109.5 in 1946 and 127.9 
in 1949. They also picked up ac- 
ditional listeners in the afternoon 
with 102.9 in 1946 and 128.9 in 
1949. In the evening they are be- 
ginning to feel the strength of TV, 
with 102.5 in 1946 and 93.9 in 1949 

“Still a good buy for AM radio 
—compared with most other costs 
today,” Free & Peters asser‘s. 


ws In other TV markets, radio con- 
tinues to march on, the report de- 
clares, Network radio affiliates in 
St. Louis gained in the morning, 
146.4 for 1946 and 159.9 for 1949 
gained from 128.8 to 136.3 in the 
afternoon, and dropped from 113.5 
for 1946 to 107.7 in 1949 in the 
evening. 

Figures for Buffalo—an even 
younger video market—show net- 
work AM outlets with the follow- 
ing changes: Morning, 151.7 for 
1946 and 159.3 for 1949; afternoon, 
138.7 and 149.9; evening, 124.8 and 
124.4. 

Maximum frequency discounts 
today are about equal to those in 
1943, Free & Peters reports, using 
its station list again as a samp 
Ten require more annual broad- 
casts to earn maximum frequenc) 
discounts. Fourteen require the 
same number and nine require less 


# To further its case for spoi ra 
dio, the station representative com 
pares selective with “another po 
tent medium, network radio.” ! 
network AM is being consicered 
for afternoon time, it can delive 
only 50% of the first 50 mar «ets 
When it comes to audience pref 
erence as measured by Hope! 
Network A stations are “first? on!) 
in 56% of the markets. The re 
port says: 

“In selecting Network B » 
best-rating classification of mor 
ing time, in dominant physic | f 
cilities it can come up with on) 
32% of the top 50 markets. \Vhe! 
it comes to audience prefe! 
Network B stations are “firs” ! 
only 64% of the markets. 

“You can use both Netwo'« ‘ 
and B and still not come u} 
a dominant position in 100 
the top 50 markets. In dom 14 
physical facilities the two re: =” 
ing networks are tops in 18 ° 
the markets. And when it con 
Hooperatings, Network C « ™! 
nates in 22% of the marke 
the morning and Networks © 
D in 13% of the markets 1! 
afternoon.” 
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Advertising in the Test 


Stage 


Sierile-Air Test 
Termed a Success; 
Credits Media Aid 

CuIcaAGO—A good product, plus 
an advertising and sales blast aided 
by close media cooperation, spelled 
quick success for the Sterile-Aire 
yapor generator in its first mar- 
ket test, company officials said last 
week. 

The company, Chemical Air 
Purification Corp., with headquar- 
ters here, introduced the germ- 
killing device in South Bend, Ind., 
late in September (AA, Sept. 26), 
using newspaper space and spot 
radio to built distribution. 

Berne J. Ellis, Sterile-Aire sales 
jirector and a former Chicago and 
San Francisco sales consultant, said 
that at the end of a week’s sales 
the test had produced a substantial 
profit instead of being recorded 
as a sales expense. 


s Much of the credit for lining up 
retailers, more than 50 of whom 
were signed within the first week, 
is given to advertising and public 
relations executives of the South 
Bend Tribune and its radio affili- 
ate, WSBT, for the way in which 
they presented market data and 
timed special mailings to dealers. 
Salesmen were provided with 
carefully-worked out routings to 
conserve their time. 

Mr. Ellis and the company pres- 
ident, Harry E. Wilkin, went to 
South Bend several days before in- 
itial advertising started, directing 
acrew of four salesmen and the 
sales promotion director in con- 
tacting dealers. Within two days, 
said Mr, Ellis, 40 dealers had 
placed orders. The sales director 
signed up half of the retailers for 
tie-in advertising to run with the 
Oct. 2 announcement ad in the 
Tribune and with follow-up copy. 
The Tribune then followed through 
on the tie-in promotion. 


s The company capitalized on a 
recent report showing a decline in 
druggists’ profits by urging these 
stores to push the Sterile-Aire. The 
Hook drug group and several inde- 
pendents decided to offer the 
$39.75 item, though the price tag is 
far above their previous tops, Mr. 
Ellis said. 

Doctors gave unexpected help, 
he added, though the device wasn’t 
promoted to them, by prescribing 
the unit for patients. In addition, 
an office supply house turned out 
to be one of the most aggressive 
dealers, hiring extra salesmen to 
ontact employers and sell them 
the story of reduced absenteeism 
ind increased efficiency through 
this method of fighting the com- 
mon cold by killing air-borne mi- 
roorganisms, 

Indianapolis probably will be 
the next market for the product, 
fficials said. No date has been 
set for introduction of the Sterile- 
Aire in Chicago or other major 
tities. In Chicago, meanwhile, di- 
ect sales are being made to offices 
ind factories. 

Morris F. Swaney Inc. handles 
the account. 


4¢ Theme Pays Off 
lor Macmillan Oil 


Los ANGELES—Macmillan Petro- 
fun. Corp. last spring switched} 
‘Or a sizable schedule in Life to 
‘est some highly competitive news- 
hap-r copy. “Save 2¢ per gallon 
N sasoline,” test copy urged mo- 
‘orists, and newspaper, radio spots 
«nd outdoor posters sought to ex- 
lain why Macmillan’s oil could 
‘ut vasoline use (AA, June 27). 
Tle test was highly successful, 
“cording to Benjamin Ward of 
Mar\ceters Inc., Macmillan’s agen- 
‘y. He told AA last week that “the 


basic strategy is sound” and that 
careful surveys show “a healthy 
sales increase in the test area” of 
Long Beach, Cal. 

A national distributor coopera- 
tive advertising and promotion 
drive has been launched on the 
basis of the test, Mr. Ward said. 
“While we have maintained the 
original theme, several different, 
new approaches have been utilized 
to lend variety to the over-all ef- 
fort,” he declared. 

Spot announcements for radio 
and television and point of sale 
material, as well as newspaper 
mats, are supplied to the distribu- 
tors. 


AMMONIATED TABLETS 
GET MILWAUKEE TEST 


Cuicaco—Teeth-Savers, new 
ammoniated tablets designed to 
provide 24-hour protection against 
lactobacilus acidolphus, have been 
tested in the Milwaukee and Ra- 
cine, Wis., markets during the past 
several weeks. 

The tablets, which release the 
ammonium ion in the mouth in 
a manner similar to the ammoni- 
ated dentifrices, are sold in bottles 
of 100, at a retail price of $1. 

Copy in the half-page news- 
paper advertisements suggests us- 
ing the ammoniated tablets three 
times daily, following meals, to 
get maximum protection against 
the lactobacilus bacteria, which 
are thought to be instrumental in 
promoting tooth decay under the 
most widely accepted theory. 

The product is distributed by 
Tooth-Savers Inc. and advertising 
is handled by R. S. Wittenberg Ad- 
vertising, Chicago. 


NEW HAVEN TEST PUSH 
LAUNCHED BY PROCTOR 


PHILADELPHIA—Proctor Electric 
Co. on Oct. 4 launched a month- 
long promotion for its ironing 
tables in New Haven, Conn., in co- 
operation with Plymouth Electric 
Supply Co. 

A series of factory advertise- 
ments in local newspapers, plus 
point of sale and merchandising 
assistance are being used to de- 
termine the potential volume of 
the appliance for electric appliance 
retailers. 

The table was introduced at the 
Atlantic City housewares show, is 
adjustable to nine different heights, 
is based on a time-saving ironing 


plan called “Mary Proctor’s Iron- 
ing Method,” and retails for $12.95. 


VICTOR TESTS COPY 

Campen, N. J.—RCA Victor is 
running a test campaign in Provi- 
dence, R. I., and Chicago to help 
promote well-known musical se- 
lections which have been recorded 
on both 78 and 45rpm records. 

Although basically designed to 
promote 45rpm records, it is not 
actually tied in with the over-all 
RCA Victor 45rpm campaign now 
running in every major market, 
through J. Walter Thompson Co. 

Both Sunday supplements and 
daily papers are being used in both 
cities. 


PIA Publishes Study 
of Reproduction Proofs 


“Reproduction Proofs,” a new 
technical study published by Print- 
ing Industry of America, Wash- 
ington, points out there are five 
vital points to watch when making 
reproduction proofs. These are 
type and type metals, their con- 
dition and quality; a suitable press 
proof, its condition, care, and op- 
eration; competent craftsmen with 
adequate training; suitable ink and 
paper; and plant conditions. 

The report, which was prepared 
by O. F. Duensing, president of 
Graphic Research, in collaboration 
with Bernard Snyder, American 
Typesetting Corp., is available at 
$5 a copy to PIA members, $10 to 
others. 


Names Sales Representative 

Hosid Products, Syracuse, man- 
ufacturer of Glamur, a rug and up- 
holstery cleaner, has appointed 
Lewis-Martin Corp., New York, 
to handle sales to food outlets. 
Lewis-Martin will begin its cam- 
paign in New York, expanding to 
further national markets with sales 
momentum. Radio, television and 
dealer aids will back the sales 
drive. L. H. Hartman Co., New 
York, is the agency. 


Greyhound Maps Campaign 
Pacific Greyhound Lines has 
launched a fall campaign in 500 
western newspapers. The schedule 
represents a 50% increase over 
previous plans. The company also 
will use 200 radio stations for spot 
announcements during the cam- 
paign. Beaumont & Hohman, San 
Francisco, is the agency. 


Names Schwimmer & Scott 
Schwimmer & Scott, Chicago, 
has been appointed to handle the 
advertising of Continental Soap 
Co., Chicago, maker of Bubbulated 


Fazt and Cain’s English muffins. 


Will Telecast Hockey Games 
Hale Bros., San Francisco de- 
partment store, and Motorola Inc., 
have signed to sponsor the 12 
games of the San Francisco Sham- 
rocks, ice hockey team, which 
KGO-TV, San Francisco, will 
telecast during the 1949-50 sea- 
son. The tilts will be home games 
played on Saturday nights. 
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Plugs Clothes Line Caddy 

Jud Water Heater Co., Oakland, 
has opened an advertising cam- 
paign for its new Clothes Line 
Caddy, a device to eliminate bend- 
ing and stooping when hanging 
laundry to dry. Radio, magazines, 
newspapers and trade publications 
will be used. Garfield & Guild, San 
Francisco, is the agency. 


@ Use Burgoyne store pan- 

els in these representative 
cities to measure in advance the 
success of your 1950 sales, adver- 
tising or merchandising plan. 


® Two facts recommend Bur- 
goyne’s pretesting methods: (1) 
national advertisers have used it 
for years, (2) as new problems 


present they repeat. 


® Tailor-make it to fit 


needs. The study will be thrifty. 
The answers will come in time to 


be useful. 


@ Let us tailor a proposal for you. 


pretesting pays 


SYRACUSE 


@ The Central New York 
market has for years been 
considered one of the key 
markets of the United 
States. 


@ It is high in the list of 
agricultural and industrial 
production areas .. . 
among the best in per 
capita income and spend- 
ability. 


@ Proof of the tremen- 
dous sales potential here 
lies in its established ac- 
ceptance as one of the top 
test markets of America. 


@ Central New York 
coverage through the 
HERALD-JOURNAL and 
POST-STANDARD with 
202,831 daily! The unit 
rate is 45c per line ... in 
1939 15% sm circulation 
cost 60c! 


your 


Burgoyne Grocery & Drug Se 


DIXIE TERMINAL bd 


CINCINNATI 2, OHIO 


fa. 


DOES She 


WU 


DOESN'T READ ENGLISH... 
READ YOUR ADVERTISEMENT? 


Like many Filipinos, Mrs. Lozada doesn't read 
English. She comes from Cebu City on the 
island of Cebu, in the rich Visayan region 
and speaks Cebuano, a Philippine dialect. 
Her favorite weekly magazine is BISAYA, 
printed in her own language. 


BISAYA covers Eastern Visayas and the major 
part of Mindanao, second biggest island of 
the Philippine group. This rich area is com- 
posed of sixteen provinces including the vital 
port of Cebu City. This region is the second 
most important Philippine market. 


But there are other important markets to con- 
sider, areas where different dialects are 
spoken. BISAYA is only one of eight RAMON 


Ramon Roces Publications 
 MANILA*PHILIPPINES — 
LIWAWWAY -Bannawag -Ziocyc-HILIGAYNON - ELELAP 
PAROPARO -Pi4 pine IMG *Jagalog KLASIKS 


ROCES publications. Together they make 
up the only group to reach effectively Fili- 
pino buyers from the northernmost part of 
Luzon down to Mindanao. The RAMON 
ROCES Group covers them all by dialect 
sectors and buying groups with a reader- 
ship of over 2,000,000. 


Issue one space contract, supply English mats 
or cuts and your advertising will appear in 
the dialects in all important Philippine 
markets. 


Consult your advertising agency or write for 
further details to our United States Repre- 
sentative: ALBERT CAPOTOSTO, 270 Park 
Avenue, New York City, Murray Hill 8-4777. 
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no SUV oY 
EVENING 


Go home with The Bulletin to visit four out of five Philadelphia 
families with your advertising message. The Bulletin is one of the 
family, you might say. And when you’re talking about a trading 
area of some 4,000,000 people—the nation’s third market—this 
friendly acceptance is obviously important. 


In the 6700 block on Vandike Street in N.E. Philadelphia, The 
Bulletin is read by 38 out of 41 families. 


Most buying impulses are born at home. So in the city of homes, 
use Philadelphia’s home newspaper. The Bulletin goes home, stays 
home, is read by the entire family—evenings and Sunday. 


In Philadelphia 
nearly everybody reads 
The Bulletin 
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A Year Later: How the 
Pollsters Are Doing 


Pulse Facts on 
\way-from-Home 
Listening Told 


WNEW Prints Results; 
Beville Calls Survey 
Praiseworthy Effort 


New YorK—Dr. Sydney Roslow, 
director of Pulse Inc., who has 
just completed his first quarterly 
report on out-of-home listening, 
hopes to start publishing out-of- 
home program ratings in a few 
months. 

The first Pulse report, based on 
listening in metropolitan New York 
in August, measures the out-of- 
home audience in terms of number 
of people listening. Dr. Roslow ex- 
pects to convert his November 
findings into ratings for a com- 
parison and combination with at- 
home ratings for total program 
ratings. 

“New York has been our prov- 
ing ground for this pioneer re- 
search in the field of radio lis- 
ening in places other than one’s 
own home,” Dr. Roslow told AA. 
“If we are able to perfect our 
echnique here, the service will 
be extended to other cities. The 
oast—Hollywood, that is—would 
be the next logical market. The 
amount of out-of-home listening 
there must be tremendous.” 


# Currently subscribing to this 
latest Pulse service are three ad- 
vertising agencies and two New 
York radio stations. The fee for 
agencies is $35 per report; stations 
pay $175 quarterly. 

Initial subscriber was WNEW, 
which has long been interested in 
evaluating this area’s admittedly 
large out-of-home radio audience 
in tangible terms well calculated 
‘o impress advertisers. This pro- 
motion-minded station, aware of 
the competition for the listeners’ 
attention in the area where tele- 
vision has made its biggest im- 
pact, is using Dr. Roslow’s data 
a the basis for a concerted bus- 
ness paper campaign. 

Set to break early next month 
with full-page ads, the drive will 
uge the radio industry to stop 
selli' g itself short by counting 
only part of the house. In New 
York, WNEW says, radio stations 
Mave been giving their advertis- 
ffs. bonus audience (uncounted 
Mose in the away-from-home au- 
“en e) of a quarter-hour average 
<36,000 people on weekdays 


and 398,000 on Sunday. 
+ signed to make a special out- 


rig, Pulse made several tests 
e authorizing release of its 
'st official findings covering the 
ory er of persons seven years 
id ind older listening to radios 
le their own homes in ten 
York and New Jersey coun- 
“€s in August. 

Ba-is of the comparison of the 
-home with at-home figures 
ne use of a common sample. 
°S which are usually merely 
Continued on Page 60) 


me study for WNEW last} 


Look! You get all these flavor-favorites.... 


A 


from just one pound of DLAMOND WALNUTS 


ALL FROM ONE—California Walnut Grow- 
ers Association, via McCann-Erickson, 
will run this ad in magazines to catch 
the eye of Thanksgiving and Christmas 
dinner planners. (Story on Page 57.) 


Armed Forces Seek 
Another Agency for 
Recruitment Drive 


WASHINGTON—The decision to 
continue advertising in support of 
Army and Air Force recruiting 
was officially announced Friday 
by the services, together with no- 
tice that Secretary of the Army 
Gordon Gray and Secretary of the 
Air Force Stuart Symington will 
jointly make the selection of an 
agency “for the period 1 Janu- 
ary to 30 June 1950” (AA, Oct. 17). 

The announcement did not indi- 
cate how the secretaries would go 
about making their selection. 

The official statement said Gard- 
ner Advertising Co. will continue 
to place advertising which has al- 
ready been prepared, but its work 
is to be completed “not later than 
31 December.” 


a In making the announcement, 
the services pointed out that Mark 
Martin, Gardner vice-president 
handling the account for the past 
year, had served as a special con- 
sultant to the armed forces per- 
sonal policy board during a four- 
month study of advertising’s role 
in recruiting. In serving as con- 
sultant, Mr. Martin agreed that 
Gardner would become ineligible 
for consideration if the decision 
to continue advertising was made, 
the announcement said. 

Gardner is continuing as agency 
for the national guard. 


Old-Time Writer 


adds to MacManus 
saga. See ‘Voice,’ Page 
48. Other features: 


Advertising Market Place 
Along the Media Path 
Coming Conventions 
Creative Man’s Corner 
Department Store Sales 
Editorials 
RIS seinicnstiscorintsacesdiecortnnivetchs 50 
Getting Personal 


Information for Advertisers ...............0+ 38 
SB eer 26 
NI dina asd sdsnasnagonnnsenecenesnusiiansitl 57 
Photographic Review  ..........:cccccscsceseeeeeees 43 
TE | NII. sthaceaedetiiuteiipaeteesenermesinnnnent 12 
What They're Saying .......-:cccccsceesseeseees 12 
Ne A IIIT sicrninisvccnsmneteonasyornevie 32 


Business Census 
Work Ends; Big 
New Job Looms 


Vast Data on New Area 
Bases Due in Population, 
Housing, Farm Censuses 


WASHINGTON—Final field work 
on the 1948 Census of Business 
was “closed down” last week, and 
the Census Bureau rushed tabu- 
lation of a “benchmark” which is 
likely to show a 300% gain in re- 
tail volume since 1939. 

Preliminary figures are sched- 
uled for release late this year. Ac- 
cording to informed sources, they 
will show retail volume up from 
$40 billion to $120 billion since 
1939. 

Other details, showing retail and 
wholesale activity by line of trade, 
will be along during the first half 
of 1950. 

Like the 1947 Census of Manu- 
factures, now available in com- 
plete detail, the business census is 
expected to show that the big war- 
time and postwar gain in volume 
was achieved with relatively small 
increases in number of establish- 
ments. 


a With its censuses of manufac- 
tures and business out of the way, 
Census Bureau will give full at- 
tention from now on to the 1950 
censuses of population, housing and 
agriculture, which will round out 
the statistical picture of the post- 
war U. S. market. 

Involving 140,000 enumerators, 
the population and housing census 
will canvass 45,000,000 dwellings 
to search out the facts about 150,- 
000,000 persons. 

In addition to a vast detail of 
information about living accomo- 
dations and equipment, the census 
is expected to provide for the first 

(Continued on Page 2) 


FCC Puts Off 
TV Showdown; 
CBS Hits RCA 


WaASHINGTON—The Federal Com- 
munications Commission adopted 
a new time-table Friday which 
puts off the showdown on color 
television and unfreezing of black 
and white until sometime well 
into 1950. 

The commission’s action ostensi- 
bly is a victory for CBS because 
it refuses to postpone the com- 
parative CBS-RCA color demon- 
stration schedule here for Nov. 14. 

However, the new delays in the 
color proceeding, and the schedul- 
ing of a second comparative dem- 
onstration next February, have the 
effect of assuring the additional 
time requested by RCA last week 
to perfect equipment and tech- 
niques for the simultaneous color 
system announced Aug. 25. 


s The commission’s announcement 
does not indicate a date for hear- 
ings on the expansion of b&w tele- 
vision into the ultra high fre- 
quencies, or the lifting of the cur- 
rent construction freeze. But com- 
mission members have taken the 
position that they cannot go into 
the expansion of b&w until they 
have enough information to reach 
a decision on color. 

Industry members have been 
unanimous in asking an immediate 
end to the freeze on b&w video 
construction, arguing that color 
will fit into the 54-channel alloca- 
tion plan currently proposed by 
the commission. But FCC says the 


(Continued on Page 55) 


Last Minute News Flashes 
Schwimmer & Scott Adds F & F Account 


Cuicaco—F & F Laboratories Inc. has appointed Schwimmer & Scott 
to handle advertising of F & F cough lozenges. Ads will begin appearing 
in the Metropolitan Sunday Magazine Group (roto), supplemented by 
newspaper roto sections, starting Dec. 4. 


Ted Mertz Becomes Tatham-Laird Executive 


Cuicaco—V. T. Mertz, recently vice-president of Dancer-Fitzgerald- 
Sample in New York, and previously executive vice-president of H. 
W. Kastor & Sons here, has joined Tatham-Laird Inc. in an executive 


capacity. 


Cold Preventive Race Gets Under Way 


New York—Anahist Co. followed hard on the heels of Union Phar- 


maceutical Co. (story on Page 59) 


last week in announcing a second 


cold preventive tablet, called Anahist. Anahist will use national maga- 
zines, newspapers and radio, via Foote, Cone & Belding. As AA went 
to press it was reported, but not confirmed, that Whitehall Pharmacal 
Co. is considering putting Kriptin on the market as a third entry. Drug 
observers believed the moves might result in a cold preventive race 
rivaling the ammoniated sweepstakes earlier this year. 


P&G Promotes New Spic and Span Premium 


New York—Procter & Gamble is using Puck—the Comic Weekly, 
Metropolitan Group and independent comic supplements to publicize its 
new premium offer for Spic and Span. A “bargain offer” of a kitchen 
cleaver for 60¢ and one Spic and Span box top also is being made on 
“Big Sister” (CBS) and “Welcome Travelers” (NBC). Biow Co. is 


the agency. 


(Additional News Flashes on Page 59) 
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Gallup, Roper, Crossley 
Still Very Much Alive, 
Despite Voting Debacle 


By JOHN CRICHTON 

New YorK—If you are in the 
business of conducting polls and 
doing various types of sampling, 
and you provide the wrong answers 
in a closely-fought Presidential 
election, what happens to your 
business? 

Answer: nothing much. 

A year after Harry S. Truman 
watched the last precincts come 
in to make his victory of Nov. 2, 
1948, the biggest political upset in 
modern times, three erudite gentle- 
men who were in agreement on the 
certainty of a Dewey victory are 
still in business, and doing quite 
nicely, thank you. 


2 A similar miscalculation had 
washed the failing Literary Digest 
into oblivion, after it gaily pre- 
dicted a victory for Alf Landon in 
his 1936 contest—to use the word 
loosely—with Franklin D. Roose- 
velt. But the Literary Digest was 
dying on the vine anyhow, whereas 
pollsters George Gallup, Elmo 
Roper and Archibald Crossley were 
riding the crest. And they still are. 

Elmo Roper came closest to call- 
ing the turn on post-election de- 
velopments. He told an AA report- 
er in the first uncertain days fol- 
lowing the 1948 election that clients 
who had profited from research 
would continue to use it. He also 
predicted he would lose “drop-in” 
business. 

Last week Mr. Roper told an AA 
reporter how right he had been. 
None of the doz- 
en Roper clients 
who retain him 
withdrew. On |} 
the other hand, 
“drop-in busi- 
ness, or individ- 
ual jobs—which 
amount to 20% 
of my normal 
schedule—are off, 
to the extent that 
I did not have a 
single operation 
of that type from the election until 
the middle of August.” 


Elmo Roper 


s He is uncertain as to whether 
the lack of individual job business 
can be charged to his failure in 
forecasting the results of the elec- 
tion, or to the general slump in 
business activity. 

As for the clients for whom he 
carries on year-round research 
activity, he reported that an in- 
crease in retainers along with ex- 
panded research programs had 
maintained profits from his busi- 
ness at the 1948 level. 

In general, Roper is sanguine. 
He thinks the present wave of 
strikes is the “final flurry” of 
economic maladjustments stem- 
ming from the war. He believes 
business will level off with lower 
prices in 1950, with more emphasis 
on competitive selling—a situation 
which, he feels, will increase de- 

(Continued on Page 58) 


ae 
2 
a 


ae ee are oe me ee > s ee ae sae ' =e ae a - ace eal e x ode i oe ae +) ee Lio vise >. ea | Pe ms ry E Fee SS 
ft ees a ‘ hier Sec fg) tk es, dé ber y : y A BS oy P a ar " ites 2 xo ‘ F , i Te ‘ ' ar ns ot ye 
- x ae aat : SE neo ae ere ike Bay ma tnahs SA again ste rou ne : Ber Fue, . et ok i a a ee) oe © eee Fre : 
6 aires 7 Eos : , : ee Sie igh So eet oi : ieee ace teeta tens Fm her Be ea poe e2 5 4: a ee 7 =f oa aa “s ¢ 
ies, ree : ieee 4, a f pera iy Pate ree: bg : es ios el ‘ hua: itn 4 : ¢ a e co ‘ a 
robe? + ial ah ee fore Rey, ae Ae 4 : ‘ : ens ES a! 2 eo ia ie a, : Pen oes a me: ot. zat. is ae * : Pia a 
Pet a : : eee ros |. wot ‘ es. oy ‘ rc a iene AP a aN SP ae el ea a a ae . vere apd, Pig e al - eer we ; 
eh F - Meg ae ie Ca a Og te = tia et 5 2a a : tl 5, aN oe én eal ages an lily eee oe 
ae PrP he a ee ee a ee Fe ee Oe cg Oe aver pee ee Seer ee ee Pe ene eS a Bi. ree Deas Uae eee ot ee 
ha: ad ae * ; & > “* : . 4 . @, - . e 2 a 
Hh as. (,, 
“ae 
oe 
wes 
ee si 
wan i. 
i : 
| a 7 
ioe ee aie at . Sgt < Bat’, 
“3 eae 
et: 
| a = 
| | A 
aa gee 
| Sees i a: 
| ge &. om | ; pe, 
== Be ‘ te es 
—s a Ae 
spas ve oz, iia 
Saat ht . 
aa f . : ; 
AV Asa 
| . ee : vii ; me} 
S Banas , » -——e ee 
| Tyee = 5 
a i. S 7 : Me 
= , - a 
ied? %, ad PR es. 
9 mma 
ee 3h i 
: ast - 
pt 7 
Oat 2 4 
o * ° 
” _ ~ a 7 
sie 
pat Theyre cheaper, too! * —" 
es . foe gy 
om _- § eee 
poeecees f Mad sae On See eee tees pn ee 
5 <> ES E 
| 
ee 
a 
ag 
| | 
5 
- 
: 
| - 
- 
a 
Oy ti 
hey, 
; . ess 5 
. 
ae 
pes 
ie 
=e 
si 
oui 
aan 
Be 
oo 
ET 
- 
we oe on 
| hae 
i 
eee 
fore 
ee 
ee 
ye 
ie tach 
— i Te 
tag 
i 
rit 
Pe eh 
| “a 
eS 
i : | a 
a * 
fi 
a 
Be se 
ee 
aa 
Br. 
falas 
= a 
Se 
ae 
Pie 
a 
ants 
cue 
7 ee 
Pe | ote 
| dt 
" 
yi 
os ae Sar Bane, 7? » ‘ . ry a ee V - ‘ . we a. ’ ‘ : i } Se ia 
si A Rai Soil set Se ea lb REE US peace eiaay get Se hy CM gs aN Ue Gack AR ng pte aR. Se NERS Le eer os ime Met oer an ee Pe RAS Sree aaa : # Ax . eS ee 
TRE RENEE Se at A ra chee PAE RROD SEN be SEAT to PLN Harty ee API oe Rita Ca aL Wan ar she oe em ee See Re cee Narre We tes Nee yal ex” Seem ar (Paes aa. eR EES ee eh ie ee re Wis bin lier ee De 
3 s ated W ‘ 2. # 3 ae Ns : fy pea EE 8 Bi Sa eh RE eae =o pa tgs tes eee oe i Aan ea u fe 


. 
oe en 


Mutual Promotes Marts 


Carroll H. Marts, sales manager 
of the central division of Mutual 
Broadcasting System, has been 
named in charge of the Chicago 
office. The appointment follows 
the move of Ade Hult, formerly 
central division vice-president, to 
New York as vice-president in 
charge of all network sales (AA, 
Oct. 24). 


Y&T Starts Dealer Drive 


Yale & Towne Mfg. Co. is 
launching a special sales campaign 
to its own distributors and dealers 


via a 16 mm full-color motion pic- |} 


ture called “The King Means Busi- 
ness.” The film, made by the 
Princeton Film Center, illustrates 
the effectiveness of tested sales 
methods. 


SALES LETTERS 


Letters with “instantaneous appeal,” 
that beckon to be read, that impel 
and sell. One series 23 years old. 


“That Follow Bott” 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


Traendly Appointed 
Publisher of Two 
McGraw-Hill Papers 


New YorK—Wallace F. Traend- 
ly, vice-president and a director 
of the Reinhold Publishing Corp., 
will join the McGraw-Hill Pub- 
lishing Co. Nov. 
15, as publisher 
of Chemical En- 
gineering and 
Food Industries. 

He succeeds M. 
A. Williamson, 
vice-president 
of McGraw-Hill, 
who will conduct 
a survey of com- 
pany publishing 
policies under the 
direction of Col. 
Willard Chevalier. 

Mr. Traendly, who attended Col- 
gate University and was graduated 
from Pratt Institute in chemical 
engineering, was with Internatien- 


W. F. Traendly 


Works, and Westvaco Chlorine 
Products Corp., before joining 
Reinhold, with which he has been 
associated for the past ten years. 
Since April, 1947, he has been ad- 
vertising manager of the five 
American Chemical Society pub- 


lications, which Reinhold pub- 
lishes. 
Offers ‘Report from Europe’ 


Skelly Oil Co., Kansas City, Mo., 
is making available free through 
its 5,000 outlets a 16-page booklet 
called “Report from Europe,” fea- 
turing NBC Commentator Alex 
Dreier’s recent news tour aboard. 
The report, taken from Mr. Dreier’s 
diary, covers key cities in nine 
European countries on a trip which 
extended from Aug. 22-Sept. 28. 


Gunnison Ups Sammerdyke 


Frederick J. Sammerdyke, as- 
sistant to the president, patent 
counsel and secretary of Gunnison 
Homes Inc., New Albany, Ind., 
prefabricated housing subsidiary of 
United States Steel, has been 
named executive vice-president of 


al Nickel Co., 


Victor Chemical| the company. 


Readership Studies of 25 Western Hometown 


Dailies Summarized in 


Many Advertisers Score 
High Readership, Low Cost 


Over Five-Year Period 


A five-year summary (1945-49) of 25 
readership studies of western Hometown 
Daily Newspapers is ready for distribu- 
tion to advertisers and agencies. The 
summary marks completion of the first 
five years of studies of representative 
dailies in non-metropolitan markets of 
the 11 Western states. 

It covers newspapers ranging in size 
from 32 pages down to 8 pages and from 
38,572 circulation to 3,421. More than 
2,000 separate display advertisements 
have been measured of which 364 were 
national and 1,638 local. 

Complete data on the national adver- 
tising readership, cost per man and 
woman reader, plus examples and illus- 
trations of consistently effective adver- 
tising of various types are arranged 
under the following classifications: auto- 
motive, alcoholic beverages, grocery 
products, transportation, medical and 
miscellaneous. 

All of the readership studies were con- 
ducted by Dr. Chilton R. Bush, Director 
of the Institute for Journalistic Studies, 
Stanford University, and prominent Pa- 
cific Coast authority on publication re- 
search. 


MJB COFFEE 


Consistent user of a movie star photo- 
testimonial technique, MJB Coffee scored 
an average woman readership of 38 per- 
cent over the five-year period, at an 
average cost per woman reader of 0.0128. 
Copy shown in the summary feature 
Ruth Hussey, Phyllis Calvert, Barbara 
Britten, Louis Allbritton, and Jerry Co- 


‘HOMETOWN DAILY NEWSPAPERS 


New 5-Year Book 


lonna, as found in the 1949, 1948, 1947, 
1946 and 1945 studies. 


STANDARD’S CHEVRON 


Men gave Standard Oil Company of 
California’s Chevron Gasoline ads con- 
sistently high readership. Five different 
advertisements, surveyed in the 1945, 
1947 and 1949 studies received an aver- 
age male reading score of 44 percent. 
Cost per man reader for this series av- 
eraged only 0.0170. 


HILLS BROS. 


Adoption of an editorial technique by 
Hills Bros. proved highly successful, as 
indicated on page 26 of this summary. 
This ad, which was 336 lines, contained 
an outstanding food photograph, and a 
recipe for coffee cake, in addition to Hills 
Bros. sales message and a reproduction 
of their package. The woman readership 
was 18 percent, at a cost per woman 
reader of 0.0091. 


CINCH CAKE MIX 


All five newspapers in the 1949 Home- 
town readership study included a Cinch 
Cake Mix ad. Three different pieces of 
copy were used, each 336 lines. Average 
woman readership attained was 28 per- 
cent, at an average cost per reader of 
only 0.0075. 


Copies of this 48 
page summary may be 
obtained by writing to 
Hometown Daily 
Newspapers, 2001 Bev- 
erly Blvd., Los Ange- 
les 4. Use the coupon 
below for your free 


copy. 


western 


Led hometown 


2001 BEVERLY BLVD. 
LOS ANGELES 4, CALIF. 


Sure, send me a free copy of the 48-page Five-Year Summary. 
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Business Census 
Work Ends; Big 
New Job Looms 


(Continued from Page 1) 
time a complete picture of total 
income, by individuals and fam- 
ily. The census is designed to pro- 
vide vast information on age, sex, 
race, marital status and labor force 
status, factors important in mea- 
suring “class markets.” 


s To keep down costs—it will cost 
over $85,000,000—the population 
and housing censuses rely heavily 
on sampling. But the sample is so 
large—30,000,000 persons—that the 
sampling error will not reduce the 
usefulness of the material for mar- 
keting purposes, officials say. 

All the postwar censuses have 
been planned with marketing men 
in mind. As a result of conferences 
with industry committees, the 1947 
Census of Manufactures provided 
the most comprehensive industrial 
market data ever collected, officials 
say. The “line of business” data in 
the business census is expected 
tc be equally good. 

Besides the new timetable pro- 
viding simultaneous censuses of 
business and manufactures every 
five years beginning in 1952, the 
bureau has adopted new tabulating 
techniques to assure maximum 
continuity of its data for market- 


ing purposes. 


s Beginning with the 1947 Census 
of Manufactures, data has been 
tabulated on a new “metropolitan 
area” basis, which provides fig- 
ures for a list of nearly 100 “areas,” 
each consisting of one or more 
counties with a central city and a 
total population of 100,000 or more. 

The new metropolitan area con- 
cept will have an important impact 
on media promotion planning. Uti- 
lizing county lines, rather than 
minor civil divisions, it is ad- 
mittedly less realistic than the 
“metropolitan district” concept of 
past censuses. 

But officials say most statistics 
are readily available in county 
units. By using the new area con- 
cept, they expect to provide a much 
larger amount of information. 

Even more important, the use 
of standard metropolitan areas is 
expected to lead to a situation 
where the statistical reports of all 
federal agencies will be tabulated 
on a comparable basis. 


# Prior to the development of the 
standard list, at least four major 
bases of tabulation existed in the 
government. The Census of Popu- 
lation was reported in terms of 
“metropolitan districts,” utilizing 
major civil divisions. The Census 
of Manufactures was reported in 
‘industrial areas,’’ made up of con- 
tiguous, important industrial coun- 
ies. The U. S. Employment Ser- 
vice has its own concept of “labor 
market areas” and the Office of 
Price Administration introduced 
the “metropolitan county” con- 
cept. 

Media promotion men are even 
more excited about the new “ur- 
ban-rural” definitions, which have 
been worked out to provide an 
“urban” population figure for 1950 
conforming more closely to the 
popular concept of “built-up” 
areas. ’ 

Under the new concept, which 
credits to “urban” areas the resi- 
dents of heavily developed unin- 
corporated suburbs, important 
gains will be scored in the “cir- 
culation” areas of metropolitan 
newspapers and radio stations. 


s Until now, the bureau classified 
as “urban” all people living in un- 
incorporated places of 2,500 in- 


Advertising Age, October 31, 1° 49 
habitants or more. The new p in 
carries into the “urban” populat 5p, 
built-up, unincorporated subur! ap 
areas with a density of 500 dwe}]- 
ing units or 2,000 inhabitants , e, 
square mile. It also considers “\ r- 
ban” large, non-suburban un n- 
corporated places with 2,500 ‘n. 
habitants or more. 

In developing its list of “met o- 
politan areas,” Census Bureau c: n- 
sidered the following principles 

1. Each has at least one city of 
50,000 and total area populat on 
of 100,000. The area may cross 
state lines. 

2. Where two cities of 50,000 are 
within 20 miles of each other, they 
are ordinarily in the same area 

3. Each county in the area must 
have at least 10,000 non-agricul- 
tural workers, or 10% of the non- 
agricultural workers in the area, 
or more than half of its population 
in a “metropolitan district” used 
in the 1940 census. Non-agricul- 
tural workers must constitute at 
least two-thirds of the county’s 
labor force. 


a 4. Each must be socially and 
economically integrated to the 
central county (a) with at least 
25% of its employed residents em- 
ployed in the central county or (b) 
25% of its workers drawn from 
the central county or (c) an 
average of four or more telephone 
calls per subscriber per month 
from the county to the central 
area. 

To assure continuity with the 
past, Census Bureau expects to 
make some 1950 population tab- 
ulations in terms of the 1940 met- 
ropolitan districts. 

However, Census Bureau says 
it is relatively easy to construct 
historical series for the new met- 
ropolitan areas from many of the 
censuses made in the past. The 
list of metropolitan areas and the 
counties in each may be obtained 
by writing the bureau here. 


To Elliott, Daly & Schnitzer 

Elliott, Daly & Schnitzer, San 
Francisco, has been named to con- 
duct a test television campaign in 
San Francisco and Los Angeles 
for Mrs. Bentzen’s Cookies, Bur- 
lingame, Cal. Plans also call for 
a newspaper campaign to begin 
early in 1950. 


Gorton-Pew to Humphrey 

H. B. Humphrey Co., Boston, 
has been named to handle the ad- 
vertising of frozen and canned fish 
and other products of Gerton-Pew 
Fisheries Co., Gloucester, Mass. 
The al aaameay is effective Jan. 


Extia pp BEER 


Ag “te es 


COLOR MOVES BEER—“New © '¢hs 
in Chicago every month,” were rep ted 
by Rudy A. Moritz, v-pres. and :°"- 
mgr., Drewrys Ltd. U.S.A. Inc., 
the firm has been using full page: v5 
print color advertising exclusive 
the Chicago Tribune, together w ° 4 
black and white schedule. Drew ys 
copy ties in with seasonal sports 
other outdoor activities, such as “h¢ 
football theme featured Oct. 14 ir -h¢ 
eighth color page (above) placed i: 
Chicago Tribune since the drive “* 
launched April 22. Maxon, Inc. is “h¢ 
agency. (Adv.) 
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For TOTAL SELLING 


ETTING the correct total in your ad- 


vertising in big New Orleans is easy 


—with the famous geared combina- 
tion, the morning Times-Picayune and evening 
States! 


Because these efficient sales-makers reach the 
biggest one-cost total in the market . . . where 


construction, oil and port are booming. 


Plus influences work for you. . . 
~ prod the response that leads directly 
> to added sales in New Orleans. Each 


is independently edited . . . with its own staff, 


its own fine features . . each with its own un- 


usual reader loyalty, morning and evening! 


Multiplying sales through the two is 
old hat with New Orleans retail ad- 
F “s. vertisers, so much so that the daily 
Times-Picayune, for instance, stands second among 
U. S. morning papers in retail display linage car- 
ried in the first eight months of ’49, and first in 
department store linage. And you find New Or- 
leans retailers’ further profit-minded endorsement 
of the States in . 
than 2-million lines in States’ retail advertising 


since 1940! 


. runaway growth of more 


Matter of fact, the only thing minus 
ss about these two is cost. . . . You get 
both at one low cost. And with the two 
you’re geared for total advertising in New Or- 


ASK JANN & KELLEY, INC., TODAY 


cw Onleawd 


TIMES-PICAYUNE and STATES 


GEARED TO SELL THE NEW ORLEANS MARKET 


City Zone Families .............+. 187,900 

Sales Management Survey of Buying Power, May, ‘49 
Total Circulation 

Mm & E eeccecseee cue 
3 Months Ending Mar. 31, ‘49 


Sunday ....... - 281,710 


Milline rates as low as 188 MEE... 1.95 Sunday 
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Irwin Such Elected by 
Editors Association 


In the Oct. 24 issue of AA, the 
name of Irwin H. Such, editor of 
Steel, was printed incorrectly in 
connection with the organization 
meeting of the Society of Business 
Magazine Editors, newly organized 
group. Mr. Such was elected 2nd 
vice-president of the new organi- 
zation. 


Names Tracy. Kent Agency 


Tracy, Kent & Co., New York, 
has been named by Excelsior 
Quick Frozen Meat Products, New 
York, to handle an advertising 
campaign in newspapers and tele- 
vision for its new Quick Frozen 
buttered beef steaks. 


conTinuiries? ) iss & 44 WwW ST. 
NEW YORK [7 N.Y 
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Data Given on 
First Magazine 
Audience Study 


Study of 11 Canadian 
Magazines May Provide 
Basis for U. S. Studies 


New YorkK—Reporting on the 
total number of readers, the num- 
ber of readers per copy for each 
paper surveyed, and the total un- 
duplicated, the “Audience Study 
of 11 Magazines in Canada,” con- 
ducted jointly by the Advertising 
Research Foundation and the Can- 
adian Advertising Research Foun- 
dation, which was released here last 
week, reveals a total audience of 
4,190,000 or 46% of the total pop- 
ulation of Canada (AA, Oct. 24). 

In answer to a question by the 


American Association of Advertis- 
ing Agencies, as to whether the 
Canadian study would set a pat- 
tern for the proposed U. S. maga- 
zine audience survey, ARF pointed 
out that the survey is the first 
general magazine audience study 
conducted cooperatively by ad- 
vertisers, advertising agencies and 
publishers. 

It has fulfilled every expectation 
of its sponsors, Lewis M. Marcy, 
project manager of the Advertis- 
ing Research Foundation, told AA, 
and “is something in the nature of 
a research milestone.” 

It should be encouraging to ad- 
vertisers, agencies and publishers 
everywhere, Mr. Marcy said, be- 
cause it shows what can be done 
in the way of group studies. 


ws While 6,620,000 people over 14 
years of age, or 72% of Canada’s 
present population, as estimated 
by the Dominion Bureau of Statis- 
tics, claimed to be readers of the 
11 magazines, 2,430,000 were elim- 
inated because they were unable 


to give evidence of having read 
a specific issue. 

Seven English language and four 
French language magazines were 
surveyed, namely, Canadian Home 
Journal, Chatelaine, La Revue 
Moderne, La Revue Populaire, Le 
Samedi, Maclean’s, National Home 
Monthly, New Liberty, Reader’s 
Digest, Selection du Reader’s Di- 
gest and Time. 

The report shows that 42% of 
the men and 49% of the women 
read at least one of the 11 maga- 
zines. Reading retrogressed in re- 
lation to age, i.e., 49% of those 
15-29 years of age read one of the 
magazines, 47% of those 30-44, 
and 42% of those 45 and more. 

The audience is heaviest in met- 
ropolitan areas. It represents 55% 
of the people in cities of 100,000 
and more population, 49% in places 
1,000-100,000, 38% of the persons 
in towns under 1,000 and rural. In 
terms of coverage, the audience 
amounts to 51% of urban people, 
45% of rural non-farm people, 
and 33% of farm people. 


~ Are you even trying to get it back? 


Today’s big payrolls offer the real payoff for magazine 
advertising dollars — yet 90% of these dollars miss the mark! 


ECENT PAYROLL INCREASES have 
caused plenty of headaches for 
manufacturers. You know the story— 
but just for example, since 1940 average 
wages in the steel industry have gone 
from 85c to $1.65; in the automobile 
industry, from 95c to $1.71; in the 
building industry, 96c to $1.93. Industry 
after industry—it’s the same story. 
Today, wage earner families represent 
49.2% of the total U.S. families yet they 
get 56% of the total U.S. earned income! 
There is one way for business to go 
ahead under these conditions. It must tap 
these self-same dollars—through sales of 
its products to the people who make them! 


90% Missing the Mark 


The big bulk of advertisers are still 
aiming their heaviest expenditures at 


PR Ry: 
Where else can $10,500 work so hard? 


( page rate after maximum discounts) 


The New TRUE STORY Women’s Group delivers: 
Total family income of close to $30,000,000,000 


Shoppers for 29,000,000 people including 
8,500,000 young “wild Indians” 

M Nearly 40% of the young cosmetic market 

A grocery budget of $8,750,000,000 annually 


An audience % as big as that reached by all 
4 Service books—at \% the cost 


the white collar market. They are 
spending nine-tenths of their magazine 
dollars in publications which—accord- 
ing to Dr. Rudolph Flesch, authority on 
readability—are “over the heads” of 
half the population. 

The neglected wage earner market, 
with more money to spend and higher 
standards of living than ever before, is 
thus exposed to comparatively little 
magazine advertising. As a result, it is 
far more “advertising susceptible.” 


Largest Magazine Package— 
Lowest Advertising Cost 


The one dominant medium in this wage 
earner market is the new TRUE STORY 
Women’s Group. The recent Magazine 
Audience Group survey reveals it reaches 
8,575,000 urban women, net after du- 


plication, at only $1.22 per thousand. 

These women read an average of two 
magazines in the group and are exposed 
to a total of 16,292,000 potential ad 
impressions per issue. 

T.S.W.G. reaches % as many women 
as the four service magazines combined 
—at only % the cost... and more than 
% as many women as the four weekly 
magazines combined—at % the cost. 

These facts, together with others dis- 
closed by the latest M.A.G. report, 
reveal the new TRUE STORY Women’s 
Group as a selling force without ‘parallel 
among present-day advertising media. 


Invitation 


For top business executives, significant 
facts from the Magazine Audience Group 
report have been condensed in a graphic 
20-minute easel. Your T.S.W.G. represen- 
tative would like to show it to you, along 
with the report itself. Write or ‘phone our 
nearest office for appointment. 


*As determined by the latest magazine audience study validated by the Magazine Audience Group. 


RUE STORY 
Omens Group 


Largest guarantee in the general magazine field — 5,250,000 


Reaching 8,575,000 Urban Women Readers In Nearly 8 
Million Families With a $30 Billion Annual Pocketbook 


Advertising Age, October 31, 194) 


Penetration into various e - 
nomic levels is as follows: 

The magazines reach 67% of 
the people in the well-to-do gro: p, 
58% of the people in the up; er 
middle class, 44% of the peo |e 
in the lower middle class, and 2° ” 
of the people in the “poor” ca e- 
gory. 

These classifications, it is sz d, 
are “not strictly based on incor e: 
it would really be better to cal! it 
a ‘socio-economic’ classificatio:,” 
in which income, cultural level, 
living standards, as compared to 
the average of the community, and 
occupation are all considered as 
factors. It is shown that 98% of 
those surveyed have radios, 92% 
have homes wired for electricity, 
67% have telephones, 50% have 
automobiles, 75% have electric 
washers, and 42% have mechanica] 
refrigerators. 

It is shown that 7,940,000 mag- 
azines are read by 4,190,000 read- 
ers, or an average of 1.9 each. 


a The report gives breakdowns 
showing the classification of read- 
ers by possessions for each mag- 
azine, the total audience reached 
by combined use, general audience 
information on each of the 11 mag- 
azines, and an elaborate appendix 
which supplies a quantity of sup- 
plementary data. 

Specifications were prepared and 
survey arrangements were made 
through cooperative efforts of the 
Canadian and United States Ad- 
vertising Research Foundation 
Canadian Facts Ltd. of Toronto 
and Montreal conducted the field 
work. Alfred Politz Research Inc., 
New York, developed the sample 
and aided in other aspects of the 
methodology. 

In this first magazine audience 
study conducted cooperatively by 
advertisers, advertising agencies 
and publishers, the costs, which 
totaled $75,000, were defrayed by 
the 11 surveyed publications. 


w The report was prepared under 
the supervision of the magazine 
audience study project committee 
of which J. M. Bowman, vice-pres- 
ident of Stewart-Lovick & Mac- 
Pherson Ltd., is chairman. Other 
members include: F. S. Auger, di- 
rector of advertising, Procter & 
Gamble Co. of Canada Ltd.; A. 
E. Jenner, account executive, Mac- 
Laren Advertising Co.; L. S. Me- 
Mahon, account executive, Harold 
F. Stanfield Ltd.; N. Roy Perry, 
business manager, Maclean’s Mag- 
azine and Chatelaine; L. E. Phen- 
ner, president, Canadian Cellu- 
cotton Products Co.; Charles Saur- 
iol, advertising manager, Le Sam- 
edi and La Revue Populaire; R 
E. Sewell, public relations mana- 
ger, Coca-Cola Ltd.; John F 
Maloney, research director, Read- 
er’s Digest Association (Canada) 
Ltd., and James L. Tyson (alter- 
nate), research director, Time- 
Life International. 


Offers New Gift Catalog 

Travellers Premium Co. !! 
Broadway, New York, has »re- 
pared a new catalog, “Tomor: W> 
Pageant of Popular Gifts ane 
Prizes,” for executives and les 
managers for use in sales i! en- 
tive contests and for compan) us¢ 
in choosing good will and C! “ist 
mas gifts. The catalog, which ‘¢@- 
tures nationally advertised ; 0d 
ucts, is available free upon Te 
quest. 


Kleetisch Joins Roman 

Harry J. Kleefisch, for: erly 
sales director of National - °S° 
ciation of Bedding Manufact' © 
has joined Roman Advertisin: ~°: 
St. Louis, as account exe 
and merchandising counselor 


IF YOU USE CAR CA 


UNIQUE POINT-OF-SALE 


— CAR-CARD HOLDER 


CARDISPLAY CO. 
1004 MARQUETIE AVE MINNEAPOLIS, 
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(alter- of the First 3 cities of the U.S. 


Time- 


The effectiveness of any advertisement can be measured by 
a its “power-to-pull”. This, of course, depends on the number 
. oe of people it reaches. In the highly populated areas of New 


or? ow's 

" = York, Chicago and Philadelphia First 3 Markets Group 
ules . . 

incen- delivers a greater coverage than any other single medium. 
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WCCC Appoints Mrs. Savitt 

Mrs. Max Savitt, wife of the 
vice-president of Station WCCC, 
Hartford, Conn., has been ap- 
pointed temporary station mana- 
ger, pending the appointment of a 
permanent replacement for Helen 
Wood, who has resigned. Prior to 
her marriage, Mrs. Savitt, who is 
the former Randy Michelson, was 
director of traffic of Station 
WMG\M, New York. Murray Gross- 
man, sales director of WCCC, has 
resigned. 
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British Debate 
Practicality of 


U.S. Ad Drives 


Lonpon—The letters-to-the-edi- 
tor column of the London Times 
here has been enlivened during 
the past two weeks by an ex- 


change of views as to whether/s 


or not British companies will find 
it economically feasible to invade 
the American market with their 
products. 

F. C. Hooper, managing director 
of Schweppes Ltd., soft drink man- 
ufacturer with world wide sales, 


expressed his irritation with per- 
sons who say that “all we need 
in order to multiply our exports 
to America many-fold is the skill 
to sell—a skill which we are sup- 
posed to lack while the American 
manufaeturer has it in abundance.” 

“It is quite false,” he complained, 
“to depict the American manufac- 
turer as the world’s artist at sell- 
ing, while the British manufacturer 
fumbles and muddles along with 
granddad’s methods. 


“The truth is that we have a 
genius for selling every whit as 
effectively as the American. Our 
vast commercial empire proves 
that. It could not have been built 
without a very high order of skill. 

“It is simply that British and 
American selling methods are dif- 


ferent. Our selling methods are in 
keeping with the essential genius 
of British export goods, which at 
their best are quality products,” 
and he declared ruefully that Am- 
erican selling is “admirably suited 
to bull-dozing a gigantic home 
market into accepting profferings 
of mass production, which it does 
at a vast cost in advertising, which 
their market can carry.” 

Mr. Hooper concluded that 
British companies could not com- 
pete in the American market be- 
cause advertising in the U. S. costs 
too much—not because the British 
are inferior at selling. 


a D. M. Saunders, chairman of J. 
Walter Thompson Co. Ltd., re- 
plied to Mr. Hooper in another 
letter to the Times. He denied 
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that it is impossible for Bri‘ sp 
concerns to compete with Ameri. 
can companies in the U. S. mar<e; 
because advertising required : as 
sums of money. 

Mr. Saunders carefully explai ie; 
to Mr. Hooper that many ma jv. 
facturers had entered the U. 5 
market with city-by-city c:m. 
paigns, going on to build “a so ing 
and growing business until the, 
had become big and powerful.’ 

After a small initial investn en; 
dependent upon the size of the 
experiment, the business could fj- 
nance itself as it grows. And he 
added: “During the last 25 years 
this has been done so often that 
highly developed techniques have 
evolved.” 


= In reporting the controversy, 
World’s Press News, British adver- 
tising business paper, included , 
paragraph of interest to American 
agencies and advertisers. British 
agencies seldom resign accounts 
or are fired, it appears. Schweppes 
is shifting agencies and the fact 
is stated thus: 

“The Schweppes account, it wil! 
be recalled, is to be relinquished 
by S. T. Garland Advertising Ser- 
vice Ltd. by mutual arrangement, 
and on Jan. 1, 1950, will be taken 
over by Clifford Bloxham & Part- 
ners Ltd.” 


AMERICA’S TAPLINGER GETS 
TWO ACCOUNTS IN BRITAIN 

Lonpon—Robert S. Taplinger & 
Associates of New York has opened 
offices in London, with John A 
Stephen of the company’s New 
York office in charge. 

The organization has been ap- 
pointed to handle the “Pimm’s No 
1” account, better known in the 
U. S. as Pimm’s Cup, and also wil! 
direct the campaign for a new 
British product, Red Tower Lager 


Gundell Leaves ‘SEP’ 
for National Dairy Post 


Glenn Gundell, for the last five 
years promotion manager of The 
Saturday Evening Post, Philadel- 
phia, has_ been 
named director of 
‘advertising and 
sales promotion 
for Nationa! 
Dairy Products 
Corp., New York 
He will take over 
his new job Nov 
14. 

Mr. Gundell 
was with the 
General Electric 
Co. for nine years 
as advertising 
and promotion manager of various 
divisions before joining the SEP 
and previously was in newspape! 
and advertising agency work. 


Glenn Gundell 


Western Stove Appoints Ginn 
Lloyd C. Ginn, formerly acver- 
tising and sales promotion mana- 
ger of Magic Chef for American 
Stove Co., has been appointed en- 
eral sales manager of Western 
Stove Co., Culver City, Cal. 


Appoints Richard Heymans 


Richard E. Heymans has ee! 
named manager of the silk sc'ee! 
process at General Display 0°. 
San Francisco. 
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CORONET DELIVERS 
MOST BUYERS iciiction PER DOLLAR 


Multiple readership? You know a 

magazine like Coronet has it! (And 

independent research findings prove AVERAGE 
it.) BUT... maybe you're a bit fed wi ts 
up with the big, fuzzy phantasma- Circulation 
goria of readership claims. Like to pype sits 5,341,626 


start with old-fashioned paid circu- 
lation records? Like to continue with S. E. post -+--4,034,169 
the obvious next step — circulation COLLIER’S...... 3,072,298 


per dollar? You're talking Coronet’s LOOK .......... 3,041,630 
language! CORONET 2,650,759 


AVERAGE 
NET PAID 
CIRC. PER 
DOLLAR 
(based on 
4-color 
page rates) 


225 
....252 


ees 
....253 


..463 


Yes! Coronet delivers almost twice as much net-paid-circulation- 


per-dollar as any of the four other mass-circulation magazines! 


EVER BEFORE has a major, mass- 
circulation magazine dared to guaran- 
tee its own advertising power, and the 
responsiveness of its readers, in such un- 
compromising terms. 
Either Coronet proves to be the 
most powerful selling force 
among the great national maga- 
zines — “most powerful” as 
measured by the only direct 
effectiveness yardstick known to 
advertising — or your money 
back. It’s as simple, and as revo- 
lutionary, as that. 
But if you consider buying this page as a 
gamble, our best advice is: “don’t.” 


We know that we’ll seldom, if ever, . 


lose. We have file after file of proof that 
Coronet’s multi-million readers see 
Coronet advertising, believe in it, act on it. 


Why? Because the relationship between 
Coronet and its readers is something 
deeply different from that of the entertain- 
ment magazines. Yes, and we’d change 
that “different” to “unique” if it weren't 
for one other magazine that evokes in its 
readers the same kind of confidence and 
loyalty. That one other magazine is, of 
course, Reader’s Digest. 

Many magazines—including those fine 
and respected leaders, Life, Look, Post and 
Collier’s—are “edited for the family.”’ But 
Coronet and its elder brother, Reader's 
Digest, almost literally join the American 
family. They share the family’s living phi- 
losophy, its innate courage and basic good- 
ness, its automatic reaction to real life 
stories of inspiration and achievement, its 
love of America and what we still choose 


Because it’s a 
Trusted ‘Friend 
of the Family”. . . 


to call the American Way of Life. Both 
Coronet and the Digest devote page after 
page to articles of service to the family. 
(Did you know that Coronet has a higher 
percentage of family service pages than 
most women’s service magazines devote to 
similar articles for women only?) 


Both magazines are clean, cover to cover 
and issue by issue. In this bewildered era 
of the atom and anarchy, Coronet’s out- 
look on the future of country and home is 
precisely the outlook of the American 
family: an intelligent optimism that the 
people’s will to happy and constructive 
lives will prove stronger than the old, 
blind urge towards destruction. 

People believe in Reader’s Digest and 
Coronet, as they believe in a trusted friend 
of the family. 

They're different magazines because 
of it. 

They’re stronger for it. 

Reader’s Digest does not accept adver- 
tising. Coronet does. It‘ does as a duty to 
advertisers—to give them the benefit of its 
intimate relationship with the American 
family. So today, Coronet is the only me- 
dium offering to advertisers this intangible 
but very provable power of reader-confi- 
dence. 

Today, Coronet makes this dar- 

ing, unprecedented challenge: 

prove this unique selling power 

with your own advertising—on a 

money-back guarantee. 


Today, you can’t lose. Today, you can win 
the most eagerly responsive family market 
in America, the 2,500,000-circulation mar- 
ket that is Coronet. Today! 


| It’s Advertising’s 
Most Powerful 


Mass Magazine 


im am ae, 7 ane = : = 7 ene i Ss 2 be <a ; , Oy tai E 
. Cane i le ig ” ‘ti ik oo *e Por. 
«vs spleen ai ad So a = 
e : ibe : 
Sy, 
: : : | ; _ 
: a . pe ae : Ly ae .. ay ie ie. oe 
4 | ; : Ss : the 7 5 , - aes : = 
. , 7 - j ae . 3 _ 
#5 : - 0 . " : ; : etd j Gj sie 
i, ge a atue ta i . 
x Se on " or Rt oan : y 
A : a ie e ae ie . ale 
‘ st - sgl . eat ieee x 
es . wa @ ie a a 
Sa es es Sie ie Ry : : fos _ i 
wv ‘ 2 . : ae 
i ‘ re . a 2 Ged eae 
Sri ze i 4 ict is ' 
7 . e ee | 
= 2 
: qt ATIO’ 4. | 
IN {iA : 
4 . ,sex © a - 
: to any narione! savertis© 7 
:: - .. goes t ae ? 
q net. if it of a 
. x ont covo® pact in coro gies) pet dollar of “a 
mr oduce more anquirtes 7 ws Lo0o¥» gaturdey ™ 
: game ® aS 1 REFUNO — Tr | 
: cot te of Collier’ S> chen coronet will 
g EV n ° t pact! : 
2 eve Furl COP orm 4s 
ns pe + - ‘oe —" es 8 
as. been a 
: screen -_ 
ay Co. 7 
| = 
oF * 
a ; 
Ege 
me >. a 
“a ee 2 : 
a * ta: pa 2 = / ss 7 
ee Ngee t peng si ’ ; ‘ a ' . Ye Ye = Ted j ae $ 
; | aie ee ; as Peas ay é : ‘ . Copyrtehs 1949 : . os : 
sae lea ite ae by Coronet Ma: ae 
+ a See 1 ea Petes ae i gazine e s 


Court Hears How 
Tucker PR Funds 
Went to Karsten 


Cuicaco—Preston Tucker and 
seven associates of the bankrupt 
Tucker Corp. last week heard 
James E. Tripp, vice-president of 
Russell, Tripp & Neuwerth, local 
public relations counsel, tell how 
$2,000 of the concern’s $3,500 
monthly fee went to Harold A. 
Karsten, Tucker Corp. promotion 


KLX Covers 
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Represented nationally | 
by Burn-Smith Co., Ine 


head. 

The trial began almost one 
month ago but, because a witness 
mentioned a “secret” known to 
most readers of the Chicago news- 
papers—that Harold Karsten had 
once served a prison sentence un- 
der the name of Abe Karatz— 
Judge Walter LaBuy of the U. S. 
district court declared a mistrial. 

Mr. Tripp and almost all of the 
other witnesses during the week 
received instructions from Judge 
LaBuy not to mention Karsten’s 
prison record. 


es Mr. Tripp testified that his 
company’s fee for handling Tucker 
publicity and public relations was 
$1,500 monthly, until early 1947, 
when the fee was jumped to $3,500 
a month. He said, however, that 
the additional $2,000 was turned 
over to Mr. Karsten, following a 
conference in Tucker’s office. He 
was not asked to explain the rea- 
sons for such an arrangement. 

The government’s case, in whitch 


it seeks to prove charges that the 
defendents used the mails to de- 
fraud; for obtaining money under 
false pretenses and promises; sale 
of securities by those methods and 
conspiracy, followed a chronologi- 
cal pattern. 

Earlier, the government had 
called witnesses who offered testi- 
mony on the origin of the idea for 
the “revolutionary” Tucker auto- 
mobile, testimony which denied 
that most of the features of the car 
originated with Preston Tucker. 

On Tuesday of last week, Will- 
iam W. Colby, an agent of the 
Federal Bureau of Investigation, 
told the court about conversations 
with Mr. Karsten in Los Angeles 
a year and one-half ago. Mr. Colby 
said that Karsten admitted send- 
ing a rubber check for $150,000 to 
the War Assets Administration in 
down payment on the huge Dodge- 
Chicago plant. 


a Mr. Karsten, Mr. Colby testi- 
fied, told Colby that he did not 


want to send the check but that 
other officers of the corporation 
insisted and he finally yielded. 
Following the check incident, 
said Colby, Tucker sent Karsten 
to the West Coast as Tucker dis- 
tributor for California and paid 
him the $2,000 monthly, through 
the public relations concern, for 
his early services to the company. 
On Wednesday, the jury heard 
read a number of press releases 
containing enthusiastic descriptions 
of the Tucker Torpedo, dated early 
in 1946. One of the releases meh- 
tioned that thousands of applica- 
tions for distributorships had been 
received but that none would be 
granted until lease agreements on 
the Dodge plant had been received. 


WHAS Appoints Neil Cline 


Neil Cline, formerly sales man- 
ager of KTBS, Shreveport, La., has 
been named sales director of Sta- 
tion WHAS, Louisville. He suc- 
ceeds J. Mac Wynn, who resigned 
to become advertising manager of 
the Atlanta Journal. 


WRESTLING AND 


for Fort Pitt Brewing Company 


HAPPY SHAVING 


for Schick Incorporated 


TALKING TRAIN 


for Bromo-Seltzer 


\ 
fs 
aie 
COFFEE TIPS 


for M. J. B. Company 


for Consolidated Edison 


BOXING 


—_ 


TIME SIGNALS 


for General Baking Company 


CELEBRITY TIME 


for The B. F, Goodrich Company 


e 
ie 


CLOCK TALKS 


for Westclox and Seth Thomas 


Advertising 


WEATHER NEWS 


for The First National Bank of Boston 


BASKETBALL 


for Minneapolis Brewing Company 


Batten, Barton, Durstine & Osborn, Inc. 


NEW YORK * BOSTON * BUFFALO * CHICAGO * CLEVELAND * PITTSBURGH 
MINNEAPOLIS + SAN FRANCISCO * HOLLYWOOD * LOS ANGELES * DETROIT 


CREAM OIL CHARLIE 


for Wildroot Company, Inc. 


CHIQUITA BANANA 


for United Fruit Company 


BOXING 


for Peter Hand Brewing Company 


Meister Brau Beer 


HOUSEHOLD HINTS 


for “Scotch” Tape 
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Grammer Resigns 
Street & Smith Post 


New YorK—Allen L. Gramm 
chairman of the board of Str: et 
& Smith Publications, resigned | s| 
week but will remain as a me) \- 
ber of the board of directors. 

It is beliey +d 
that Gerald 4 
Smith, preside it, 
is arranging io 
buy Mr. Grain- 
mer’s stock in ‘he 
company excerpt 
for qualifying 
shares. 

Mr. Grammer 
had nothing to 
report on his (u- 
ture plans but 
said he was “def- 
initely not going into retirement.’ 
He told AA that he would continue 
to serve as a director of the Na- 
tional Association of Magazine 
Publishers, and a member of 
NAMP’s policy and general opera- 
tions committees. 


A. L. Grammer 


as Mr.- Grammer came to Street 
& Smith in 1938 as president, after 
being with Curtis Publishing Co. 
for about 20 years. Mainly a pulp 
house at the time, Street & Smith 
moved ahead in the slick field dur- 
ing Mr. Grammer’s tenure. Made- 
moiselle is reported to have had its 
first successful year of operation 
during 1938. Charm assumed its 
present name and program in 1941, 
and Living for Young Home Mak- 
ers was launched last year. 

Mr. Grammer also revamped 
Pic, which had been a picture mag- 
azine emphasizing cheesecake, to 
“The Magazine for Young Men.” 
Street & Smith dropped Pic last 
year, however, and it recently re- 
appeared under the aegis of Victor 
Wagner, its former editor. 

Mr. Grammer also is the in- 
ventor of the Grammer Process, a 
wax-spraying device for the pre- 
vention of offset, and other pro- 
cesses for the improvement of mag- 
azine printing and binding. The 
Grammer Process is credited with 
making possible the mass produc- 
tion of four colors. 


es Mr. Grammer’s resignation cli- 
maxes a number of shifts within 
the organization over the past year 
and a half. In May, 1948, Gerald 
H. Smith was promoted from vice- 
president to president and Mr 
Grammer became chairman 0! 
the board. Shortly afterward, 
Ralph R. Whittaker Jr. was moved 
from the advertising department 
to assistant to the president. C. W 
Fuller resigned as advertising di- 
rector in February of this year, and 
is now with Sports Afield. 

With Mr. Grammer’s relingu'sh- 
ing the post of board chairman, !' 
was said the title would remain 
vacant, at least for the time be ng, 
and that no further changes in the 
executive alignment are expe: ed 


Ingram Appointed V. P. 


Edward J. Ingram, formerly »!t" 
Metropolitan Edison Co., Rea: ins, 
Pa., has been named vice-}"es- 
ident in charge of sales and «m- 
mercial activities of the J« sé) 
Central Power & Light Co., A‘ 
bury Park, N. J., effective Nc. ! 
He succeeds the late Thom: & 
Dobson. 


| 
Sues SLAY BLT 
1 with & 


Craftint Kleen Stik Rubber 
Cement is recommen 
for all kinds of mounting, 
pasting or sticking. It is 
crystal clear. Excess rubs 
off with the finger. 
At your dealer or 
write direct. 

THE CRAFTINT MFG. CO. 
1615 Collemer Ave., Cleveland 18, 8. 


CRAFTINT 


Kleen Sth 


PURE RUBBER CEME 
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SHORT COPY sells everywhere 


— ODE Re —a 
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Enjoy Chewing Wrigleys 
SPEARMINT 


zy} CUM 


“Wrigley’s Spearmint Gum is a product that sells to everybody, and outdoor 
advertising is the one medium we have found that reaches everybody 


everywhere—regardless of age, sex, race, income or locale. Twenty-four 


hours a day for over 46 years—in good times and bad—outdoor advertising 
has done an effective job of selling Wrigley’s Gum.” 


WM. WRIGLEY JR. COMPANY 


Advertising Manager 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


serving one-fifth JOHN DONNELLY & SONS + CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 
Sin walled WALKER & COMPANY * WHITMIER & FERRIS CO., INC. * ROCHESTER POSTER ADVERTISING CO., INC. 
e E. A. ECKERT ADVERTISING CO. * UTAH POSTER SERVICE * BORK POSTER SERVICE 
consumers... STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVENUE, NEW YORK 22, NEW YORK 
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WGN Advances Dennis 


Bruce W. Dennis, assistant to 
the manager, has been named act- 
ing program director of WGN, Chi- 
cago. He succeeds Walter J. Pres- 
ton, who has resigned. 


Names Doyle-Dane-Bernbach 

Colonial Mills, creator of Rob- 
bins fabrics, has named Doyle- 
Dane-Bernbach, New York, to han- 
dle advertising and merchandis- 
ing for its men’s division. 


QUALITY METAL SIGHS 
AND PLASTIC 


If you have a sign problem, write us. 
United makes a wide range of printed, 
enameled, lighted and unlighted signs. 
Write for information. 


ADVERTISING SIGNS DIVISION 


United Sound & Signal Co.. Inc. 


COLUMBIA -FENNSYLVANIA 


Newsprint Use Gains 
5.7% in September 


New YorK—Daily newspapers 
reporting to the American News- 
paper Publishers Association con- 
sumed 356,528 tons of newsprint in 
September, 1949, compared with 
337,196 tons in September, 1948, 
an increase of 5.7%. 

The total estimated newsprint 
consumption in the U. S. for Sep- 
tember was 451,301 tons, which in- 
cludes all kinds of uses. For the 
first nine months of 1949, total 
consumption is estimated at 3,933,- 
043 tons. Reporting newspapers 
during these first nine months used 
3,107,104 tons of newsprint, an in- 
crease of 7.1% over the first nine 
months of 1948. 

Stocks of newsprint on hand and 
in transit at the end of September 
declined to 45 days’ supply for the 
average of all daily newspapers 


reporting to the association. This 
is a decrease of seven days com- 
pared with the end of August and 
an increase of three days’ supply 
as compared with the end of Sep- 
tember, 1948. 


Rublott Appoints Steel 


Stephen S. Steel, formerly sec- 
retary of Union Asbestos & Rubber 
Co., has been named administra- 
tive vice-president of Arthur Ru- 
bloff & Co., Chicago. He will be in 
charge of advertising and public 
relations in addition to directing 
the internal administration of the 
various departments. 


Dunne Joins Federal 


Tristram Dunne has joined Fed- 
eral Advertising Agency, New 
York, as an account executive. 
Formerly with William Esty Co. 
J. Walter Thompson and Young 
& Rubicam, he was at one time 
advertising manager of Northam 
Warren Co., Stamford, Conn. 


Lewyt ‘Outside’ 
Salesmen Spur 
Vacuum Sales 


New YorK—Spearheading its 
drive for more aggressive outside 
selling of electrical appliances, 
Lewyt Corp., vacuum cleaner man- 
ufacturer, is using national and co- 
operative advertising to impress 
appliance dealers that “if they do 
not go out selling this year they 
may be selling out next year.” 

The company’s campaign was 
launched in the Oct. 3 issue of 
Life, in which Lewyt ran a col- 
umn “help wanted” ad opposite 
its full-page, two-color ad an- 
nouncing its new 1950 cleaner. The 
Saturday Evening Post carried a 


. 


and nothing 


coke 


in the furnace 


keeps your guests 


warm and comfortable 


nothing else. 


else. 


these frequent reminders. 


Your co-operation is respectfully requested 
whenever vou use etther Coca-Cola or 


Coke in print. 


THE COCA-COLA 


Two aids to hospitality 


in the living room 


provides them with 


delicious refreshment 


No ambiguity here! With a lower-case ‘“‘c’’, coke means a specific kind of fuel— 
With an upper-case “C’’, Coke means a specific beverage, Coca-Cola—and 


It is pertectly understandable that people not directly concerned often forget this 
distinction. But what may seem to you a trivial matter is a vital one to us. For 


the law requires us to be diligent in the protection ot our trade-marks. Hence 


*Coke = Coca-Cola 
Both are registered trade-marks that 
distinguish the same thing 
product of The Coca-Cola Company. 


the 


COMPANY 


COPYRIGHT 1949, THE COCA-COLA COMPANY 
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similar ad Oct. 15, and the N, - 
vember issue of Specialty Sale - 
man carries a full-page appeal o 
outside selling specialists. Hicks & 
Greist is the agency. 

In addition, two-color full-pa ze 
ads are being run currently in 
Electrical Dealer, Electrical Mer- 
chandising, New England App i- 
ance & Radio News, Retailing Daily 
and Western Radio & Appliances. 


ws With tabulations incomplete, 
early returns from the ad in Life 
totaled 750, and returns from The 
Saturday Evening Post ad are run- 
ning almost the same, Donald B. 
Smith, Lewyt advertising director, 
told AA. 

Local dealers are tying in with 
Lewyt’s magazine ads with local 
newspaper advertising. The com- 
pany does cooperative advertising 
with dealers when the occasion 
warrants, Mr. Smith said. 

Under the direction of Walter 
J. Daily, manager of the company’s 
vacuum cleaner division, and John 
O’Donovan, recently appointed re- 
tail merchandising manager, Lewyt 
has organized an extensive new 
program to help its appliance deal- 
ers increase sales through outside 
selling. It considers outside sell- 
ing a “must” if dealers are to 
maintain volume in the face of 
increased competition. 


ws The Lewyt outside selling plan 
for dealers, Mr. Smith said, is 
“definitely not a cold canvass, 
door-to-door operation.” Lewyt 
through various merchandising 
plans obtains leads for appliance 
dealers. Most of these come from 
the company’s 10-second “junior” 
demonstrations on the sales floor, 
from its so-called market place 
display, from cooperative news- 
paper ad coupons, from direct mail 
and other techniques developed by 
the merchandising department. 
Coupons from advertising are re- 
ported to total 5,000 to 8,000 a 
month. These are forwarded to the 
local distributor who distributes 
them to the local dealer best qual- 
ified to follow up particular leads. 
The Lewyt organization also 
trains outside salesmen and sup- 
plies its dealers with manpower 
for outside selling. “When the 
trained Lewyt specialist is ready 
to start following up on leads,” 
Mr. Smith said, “he will earn his 
pay on a commission basis agreed 
upon and paid by the dealer.” 


Switches to Berger Agency 


Paveau Inc., New York, distribu- 
tor of fountain pens and mechani- 
cal pencils, has named Alfred Paul 
Berger Co., New York, to handle 
its advertising. Newspapers and 
direct mail will be used. Lee- 
Murray Advertising formerly han- 
dled the account. 
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REGIONAL PROMOTION—N. °*s 
of 273 outlets in 178 cities and t "* 
throughout the greater Chicago 
tory were included in the Red 
Shoe full page (above) advertise 
placed in the Chicago Sunday Tr! 
on Oct. 16. Red Cross Shoe advert: "5 
in Chicago appears exclusively 
Chicago Tribune. The agency is S' 
ton-West-Burkhart. (Adv.) 
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OL. A. Newspapers 
Sign for Coveney’s 
‘Product-af-Week’ 


Los ANGELES—Coveney Co.’s 
“Pproduct-of-the-Week” grocery 
product sales promotion plan is 
now carried in Los Angeles’ three 
evening newpapers, the Herald 
Express, Daily News and Mirror. 

This marks the first time metro- 
politan dailies have run the pro- 
motion, which was launched ori- 
ginally in the Denver Monitor last 
year (AA, May 10, 1948). 

James A. Coveney, chairman of 
the board, pointed out that this 
latest step will make it possible 
to operate the plan on a nation- 
wide basis, in addition to the 13 
cities where it now runs under 
sponsorship of controlled circula- 
tion newspapers. 

The Product-of-the-Week plan 
provides that customers receive 
coupons good for part payment on 
special products publicized editor- 
ially (AA, May 10, ’48). 

Participating products in the 
first daily newspaper “Product- 
of-the-Week” promotion include 
General Foods’ Grape-Nuts Flakes, 
Armour’s Dash dog food and Dial 
soap, and Wizard Wick household 
deodorant, product of Boyle-Mid- 
way division of American Home 
Products. 


s The company continues its com- 
plete service to the manufacturer, 
including printing and delivery of 
the coupons, by mail, with the 
paper, or by separate delivery; 
a dealer merchandising program; 
an illustrated editorial feature for 
a different product each week; a 
daily newspaper campaign sup- 
porting the program; collection 
and redemption of manufacturer’s 
coupons, and a weekly report on 
store-by-store collections and sales 
of the product. 

Coinciding with the full-page 
newspaper announcements, the 
company mailed discount coupons 
to 500,000 Los Angeles families. 
Mr. Coveney reports more than 
17,715,000 money-saving buying 
coupons have been. distributed 
by the organization in connection 
with the last two months’ pro- 
grams, probably a record for this 
type of promotion. The company 
is now projecting plans for 1950 
in present markets, as well as 
new ones to be announced later. 

Coveney has just opened offices 
in Los Angeles and Boston, in 
addition to those in Chicago and 
St. Louis, and the headquarters in 
New York. 


Lee Forms PR Agency 


Burns W. Lee, for the past three 
years public relations director of 
Rexall Drug Co., has formed Burns 
W. Lee Associates at 635 S. Ken- 
more Ave., Los Angeles, to handle 
public relations and publicity for 
industrial and association accounts. 
Associated with Mr. Lee is Frank 
Lindsay Rand, who operated his 
WW public relations office in Chi- 
‘ag. for seven years and for the 
bas' two years has been free lanc- 


it n Los Angeles and San Fran- 
Co, 


Opens San Diego Office 


Bitler-Emmett Advertising 
Age acy, Portland, Ore., has opened 
an office in San Diego at 201 
»PI ckles Bldg. Al Schuss, in the 
‘Or land office of the agency, has 
fe: moved to the new office; 
vh ch will be under the direction 
*’ Ben Butler, partner in the 
“se icy. Jim Emmett will remain in 
ie ge of the Portland office. 


Na nes Robert Bateman 


Robert Bateman has resigned as 
‘c\ -rtising manager of J. K. Gill 
“©. Portland, Ore., to become an 
“cunt executive of the Portland 
. -@ Of Pacific National Adver- 
“Sig Agency. Hal Johnson, Gill’s 
“vortising manager until three 
abe ago, has returned to the 
‘Cre to resume his former job. 


‘ 
He eer 


Appoints John Saltz 


John T. Saltz, formerly public 
relations representative for Fred 
Astaire, has been named advertis- 
ing and publicity director of Amer- 
ican Greeting Publishers Inc., 
Cleveland. 


Berkshire Appoints Lewis 


Shirley Lewis has joined the 
curtain division of Berkshire Fine 
Spinning Associates, Providence, R. 
I., as coordinator of advertising 
and promotion. 


Agency Group to Meet 


The Midwestern Advertising 
Agency Network will hold its 
quarterly meeting at the Detroit- 
Leland Hotel, Nov. 26-27. Shutran- 
Mahlin Advertising Agency, De- 
troit, will be host. 


Vesey Joins Frieberger 


Jim Vesey, formerly art direc- 
tor and production manager of 
Harold Walter Clark, Denver agen- 
cy, has joined Curt Frieberger & 
Co., Denver, as art director. 


Two Organize Agency 


George Tharp, Beverly Hills 
newspaper man, and Clifford Gill, 
motion picture publicist, have 
formed the Tharp & Gill Adver- 
tising Agency at 8668% Wilshire 
Blvd., Beverly Hills, Cal. 


Alpert Names Pilz A. M. 


Eugene F. Pilz, formerly an ac- 
count executive of Arthur G. 
Rippey & Co., has been named ad- 
vertising manager of Joe Alpert 
Clothing Store, Denver. 


Ghapliit thle 
DESIGN 


Service for 
advertisers, publishers, and editors 


MANN GRAPHIC ARTS 
Mount Morris, Illinois 


Optimistic Oil Men 


Drillers See a Halt in | 
Five Month Downtrend © 
As Demand Improves 


eel 


Prospecting Costs Up 40% aoe 


DALLAS — Oil well 


been halted. 


That was evident here this week as 800 
them gathered at the ninth annual conventio 
of the American Association of Oilwell Drill- 


“sntractors. 


~ the men who drill about 
“rv’s oil wells, doinr 


Only with the full story of 
what is happening in business 
can management plan for the 
future ... and buy accordingly. 
That’s why executives in every 
state consider The Wall Street 
Journal essential reading 

each business day. 


WSJ 10-A 
7x10 BAW 


Texan Predicts a Pickup in 
Drilling But No Boom; | 
Firm “Going Full Blast” 


By RoBerT SPANN 
Staff Correspondent of THE WALL STREET JOURNAL 


more hopefully to the future. 
five-month downtrend in their business 


e 


Sted 


drillers are looking 
They think a 
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“Competition for markets requires that we be fully and 
reliably informed on business trends. Our production people 
must know the state of the primary markets and the 
availability of other materials and services needed in our 
manufacture. Several copies of The Wall Street Journal go to 
the principal executives in companies with which I am 
associated. I know these people make good use of 
this publication daily, and I too find it of inestimable 
value in planning for the future.” 


WE Rn r>~ 


Published at 

44 Broad St., New York 4 
911 Young St., Dallas 2 

415 Bush St., San Francisco 8 


Willard F. Rockwell, 

Chairman of the Board of: 
Rockwell Manufacturing Company 
Standard Steel Spring Company 
The Timken-Detroit Axle Company 
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Advertising Age 
THE prepay Boy rey tw MARKETING 


Issued every Monday by Advertising Publications, Inc., 100 E. Ohio St., Chica i 
(DE ew it €. a +. k 17 (MU 8-0073), National Press Bidg., Wash- 


resident and publisher. S. R. BERNSTEIN, 
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Member Audit Bureau of Circuiations, Associated Business Publications, National 
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EDITORIAL ADVERTISING 


Editor, S. R. Bernstein + de fa pann yf We my bers 
anager Sales an rvice, G. D. Lewis 
Executive Editor, John Crichton New York: O. O. Black, Halsey Darrow, 
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Chicago: O. L. Bruns, Western Adver- 
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Russ Bidg., Wm. Blair Smith, Mgr. 
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Second Ave., Robert L. Applegate, Mgr. 
London: F. A. Marteau, 1473 High Rd., 
Whetstone, London N. 20. 


15 cents a copy, $3 a year in the United States, Canada and Pan 
America. Foreign postage extra. Myron Hartenfeld, circulation director. 


ABC—A Remarkable Organization 


The annual meeting of the Audit Bureau of Circulations in Chicago 
Oct. 20-21 was faced with some of the most explosive issues in recent 
ABC history. Such dynamite-laden subjects as newspaper retail trad- 
ing zones, the relative merits and importance of circulation vs. reader- 
ship figures, and whether or not to attempt to show vocational break- 
downs of free circulation for business papers, combined to make the 
meeting one of the most exciting and most interesting which the or- 
ganization has ever held. 

There were vigorous battles for election of directors in at least two 
of the ABC’s media divisions, there were pre-meeting struggles over 
resolutions, and the delegates generally came prepared to witness and 
participate in a historic meeting. ABC director William F. Lucey, 
Eagle and Tribune, Lawrence, Mass., who presided over the news- 
paper division meeting, indicated the general pre-meeting atmosphere 
when he laughingly confessed, at the end of a short and simple ses- 
sion, that when he started out for the meeting he had armed himself 
with a copy of Roberts Rules of Order, because he was convinced that 
he would be presiding over an exceptionally hectic session. 

There were long and vigorous discussions in the magazine and bus- 
iness paper divisions, but there was no need for gaveling or for argu- 
ing the finer points of parliamentary law in either session. In fact, no 
finer demonstration of the essential rightness of the ABC organiza- 
tion and method of operation could have been wished for than the rea- 
soned calm with which the membership argued and voted for its 
various positions. No finer example of freedom of thought in a truly 
democratic cooperative could have been wished for than the Thursday 
morning general session, when the invited speakers differed vigor- 
ously with each other and with the ABC board over some of the issues 
in question. 

The point is that no one suggested that the ABC be disbanded, no 
one threatened to resign if he didn’t get his way, and no one seriously 
questioned the continued successful operation of the Audit Bureau, no 
matter which point of view ultimately won out on any of the issues. 

Maybe the next time the ABC has particularly controversial matters 
to discuss, it would be worth while to invite a couple of hundred con- 
gressmen and UN delegates to sit in as observers. They could learn a 
lot. 


The ‘New’ Federal Trade Commission 


With the appointment of former Senator James M. Mead to the 
Federal Trade Commission as successor to Commissioner Garland S. 
Ferguson, and the death last Sunday of Ewin L. Davis, the FTC will 
certainly take on a “new” appearance. 

Whether the changes in FTC commissioner personnel will serve to 
introduce any important changes in the philosophy and activities of 
this important regulatory body cannot be said, but it certainly is true 
that business and advertising people will be watching FTC actions 
closely to see what happens. 

We have never believed that the FTC was as bad as many admen 
have insisted; in fact, it is our belief that on the whole the commission 
has served a useful and valid purpose, and that few advertising men 
would appreciate the void which would be created if it did not exist. 

But there have been occasions when the FTC’s interest in protect- 
ing the unwary has seemed to border on the ridiculous, and when 
procedural operations have been too cumbersome and unwieldy and 
too doctrinaireish to make good sense. 

That is why the eye of business is sure to be on the “new” commis- 
sion, and why its actions in the next few months will be studied with 
more than the customary intensity. 
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—Chicago Sun-Times 


“Business got so good | never did get through college.” 


What They're Saying 


More Practical Calendar 

The ideal of the whole world is 
to have a logical and perpetual 
calendar to replace the present 
Gregorian calendar, because it is 
widely recognized that the calen- 
dar we now use is unsatisfactory 
for economic, social, educational, 
scientific and other activities of 
man... 

Such a revision has been the 
subject of study and research on 
the part of experts for many years. 
The consensus was that a new 
time system was necessary, ad- 
hering to the customary 12 months; 
but that it should be fixed, uni- 
form, an invariable calendar, per- 
petually the same, regulated as- 
tronomically according to the 
movement of the earth around the 
sun, and consequently more regu- 
lar, more scientific and more ad- 
vantageous from every point of 
view... 

Our present calendar is virtually 
the one introduced by Julius Cae- 
sar in 45 B.C., which, due to its 
irregularity and the time difference 
caused by erroneous astronomical 
calculations, was corrected and re- 
adjusted in 1582 by Pope Gregory 
XIII. This is the reason why the 
present calendar is known as the 
Gregorian calendar. Since that 
time, mankind has labored under 
its shiftiness, irregularity and in- 
stability. Successive years are 
never and can never be identical. 
There are 14 variations of calen- 
dar years; 28 different kinds of 
months; quarters and months be- 
gin and end on any day of the 
week; days and dates never agree 
from year to year; quarters are 
unequal; and, though containing 
52 weeks, the year must borrow 
from another week to complete 
itself. This causes unending dis- 
order and confusion to all levels 
of society throughout the world; 
even more so than the chaotic 
condition which existed before the 
adoption of Standard Time Zones. 

“The World Calendar” is scien- 
tific, uniform, stable and perpetual 
with but one unvarying calendar 
every year. It retains the present 
12 months; the four quarters are 
always equal; each quarter has 3 
months, 13 weeks, or 91 days, be- 
ginning on Sunday and ending on 
Saturday; each month contains 26 


working days plus Sundays; days 
and dates always agree from year 
to year, and holidays are perman- 
ently fixed. 

This perpetual calendar offers 
harmony and order to all strata of 
society—government, finance, in- 
dustry, labor, retail trade, admin- 
istration of justice, home life, re- 
ligion, transportation and educa- 
tion. In the last two fields alone 
millions of dollars annually would 
be saved by eliminating yearly 
schedule-making. In fact, the new 
calendar would permit of an exact 
comparability of dates and periods 
of any year. 

“The World Calendar” remains 
identical from year to year. 

The 365th day of the year in 
“The World Calendar” is an inter- 
national holiday, dedicated sim- 
ultaneously in every country of 
the world to the universal har- 
mony and unity of mankind, thus 
knitting all races, creeds, peoples 
and nations into a closer bond of 
fellowship, creating world-wide 
citizenship in the “One World.” 
The potentialities of “Worldsday” 
for strengthening and promoting 
international peace among all na- 
tions are of great value. 

In leap years another interna- 
tional holiday is interposed be- 
tween 30 June and 1 July. 

The only feasible time for adopt- 
ing a new calendar is when both 
the old and the new calendars co- 
incide, enabling the changeover to 
be instituted with a minimum of 
disturbance. Fortunately, both the 
outgoing Gregorian and the incom- 
ing World Calendars coincide on 
Saturday, 30 December 1950, giv- 
ing the nations of the world an- 
other year to prepare for this sig- 
nificant and historical reform if 
adopted by the United Nations 
NOW. 

“The World Calendar” can easily 
be put into effect by converting 
31 December 1950 of the Gregorian 
calendar to “Worldsday,” which 
will start the second half of the 
twentieth century on Sunday, 1 
January 1951, with “The World 
Calendar” in operation. 


—From proposed calendar reform 
plan proposed by Panama for inclu- 
sion in the provisional agenda of the 
fourth regular session, United Nations’ 
general assembly. 


“Small brewers see television s 
ideal medium,” reports the worl: 's 
greatest advertising journal. 

There’s only one thing nicer th: n 
watching someone else blow te 
foam off a cold scuttle of suds. 


ee, 


The House post office commit. 
tee, which promises a mild $15,- 
000,000 increase in second class 
rates in 1950, remarks to publishers 
on the side, “Boys, you ain’t seen 
nothin’ yet!” - 


Referring to a magazine reader- 
ship study, Tom Beck told the ABC. 
“The gentlemen who made this 
survey are the same ones who 
elected Mr. Dewey after making 
him a 15 to 1 favorite.” 

And Mr. Dewey hasn’t forgiven 
them yet. 


© 

The American Weekly tells about 
locating people with savings ac- 
counts whom the banks hadn't 
been able to find through their 
own advertising. 

No wonder people abroad get the 
idea Americans have more money 
than they know what to do with. 

7 

Myrna Johnson, of Better Homes 
and Gardens, told the gas appli- 
ance people recently that her pub- 
lication has found a new interest 
in food on the part of men. 

It isn’t new—all they needed was 
a little encouragement. 


3 

“Too many clients,” says Enno 
Winius, “are in the market for 
magic rather than advertising.” 

Is that why so many agency men 
are checking up on the correct 
technique for pulling a rabbit out 
of a hat? 


. 

Gladys the beautiful receptionist 
says she sees the Osborne Coin Co 
is advertising its ability to produce 
coins, medals and tokens of every 
conceivable kind, and she herself 
is in the market for a few that you 
can spend. 

* 

Amm-i-dent dentifrice magazine 
ads are featuring movie stars’ pic- 
tures, but not their names, prob- 
ably the first time in _ histor) 
they’ve consented to be advertised 
without top billing. 

. 

A woman copy writer says her 
“word facility wraps sell in an) 
style—rhapsodic or factual—se date 
or roll ’em in the aisles.” 

She arrived just too late to ely 
Preston Tucker. 

a 

Harry Overstreet says in his ne 
book that “advertising mak: “ 
want things for the wrong rea 02 

Women have the same effe-! 0" 
men, but a lot of them get ma rie@ 
anyway. 

7 

The Proprietary Associatio: 0- 
jects to “stacking” ads on a igl 
newspaper page. It’s too mu ' 
expect one group of prospe 
have all the symptoms at the ™% 
time. 

. 

It’s just possible that 
Michigan socked Minnesota 
22, the Wolverines purchased 
class transportation to Pas: 
Jan. 1 for the fighting Illini. 
Copy © ¥ 
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““1 Half the Philadelphia Market | 


J 


, every 


“1 fives outside the City Limits ! 


azine ’ ° : : 
i ie There’s nothing blurred or out-of-date in this 
ted picture. Nowadays, it pays to take a good long 
pete look at the whole rich region comprising the 


Philadelphia market. Not just the city zone. But 


GET MORE THAN THE 
HUB...GET THE WHOLE 
RICH MARKET! 


Daily Sunday 
INQUIRER INQUIRER 
%Jo of Family Coverage 


vy « the prospering millions who live in outlying — nada 
n any 
-sedate suburbs, cities, towns. 69.2 88.2 
to hel Seer: om 63.8 | 84.8 
To reach and sell this ‘‘city outside a city,” as WITHIN, ¢— 
, 40 MILES 60.4 | 82.5 
| well as Philadelphia proper, buy THE INQUIRER. 
“_ ws Chart shows how it covers this vital area for you. 
= 
marie 
y A NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 
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Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bidg., N. Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 * 448 S. Hill St., Los Angeles, Michigan 0578 
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Selects Rehbock-Hollinger 
Wilmington Fabrics, New York, 
has retained Rehbock- Hollinger 
Advertising, New York, for pro- 
motion in national magazines, bus- 
iness papers and by direct mail. 


Retains Hazard Agency 

American Association of Nurs- 
erymen, Washington, has retained 
Hazard Advertising Co., New York, 
to handle publicity and public re- 
lations. 


Remember 


WM. F. RUPERT 

Compiler of NATIONAL 

BIRTH LISTS EXCLUSIVELY 

for the past 55 years. 

90 Fifth Ave., New York 11 
OR 5-3523 


When you 
need 


RECENT 
BIRTH 
LISTS 


Record Ad Drive 


Planned for Arrow 


New YorkK—Cluett, Peabody & 
Co. has scheduled the largest cam- 
paign in the history of the com- 
pany for Arrow men’s wear items 
during 1950 with an average of 
three insertions a week in major 
media for the first six months. 

Arrow shirts, sport shirts and 
ties will appear in 71 full-page 
full-color ads, with spreads in full 


color to tie-in with holiday pro- 
motions. Only Arrow underwear 
will receive a b&w treatment. 
Transportation advertising will 
be used in seven major cities. It’s 
a new medium for Arrow. Point of 
sale material, used by the com- 
pany along with magazine adver- 


tising in the past, will be contin- 
ued. 

Young & Rubicam handles the 
account. Magazines to be used are: 

Argosy, Sport, Sports Afield and True 
(new on Arrow’s list), and Collier's, Es- 
quire, Life, The New Yorker and The 
Saturday Evening Post. 


Chace Appoints Ramsdell 
Chace Industries Inc., West 
Chester, Pa., has appointed Lee 
Ramsdell & Co., Philadelphia, to 
handle the advertising of the com- 
pany’s Chace Lifetime candles. Di- 
rect mail, trade publications and 
point of sale material will be used. 


Clorfene Joins Kaufman 


Bruce E. Clorfene, formerly ad- 
vertising manager of Gerber En- 


terprises, Chicago, has joined 
Kaufman & Associates, Chicago 
agency. 


Tests Linen Service Copy 


Central Coat, Apron & Linen 
Co., New York, weekly household 
linen rental service, recently in- 
troduced a central linen supply 
plan in northern New Jersey with 
a test campaign of full-page ads 


with editorial formats, in Jersey 
City, Perth Amboy, Elizabeth, 
Newark, and New Brunswick 


newspapers. Radio spots on local 
stations also were used. Emil 
Mogul Co., New York, handles the 
account. 


IBM Promotes B. E. Smith 


B. E. Smith has been appointed 
general sales manager of Interna- 
tional Business Machines Co., To- 
ronto. Mr. Smith joined IBM in 
Toronto in 1936 and for the past 
five years has been manager of 
the Hamilton, Ont., office. 


“I'VE HAD AN AD IN EVERY ISSUE 
OF KANSAS FARMER FOR 42 YEARS!” 


J. C. Banbury of J. C. Banbury & Sons, Reno County, Kansas, shows two of his prize Polled Shorthorns at the 
State Fair. The Banbury herd has been the nucleus of more Polled Shorthorn herds than any other in Kansas. 


Yes, for 42 years, J. C. Banbury has been using 
Kansas Farmer to help move his prize Polled 
Shorthorns. During this time he has sold more 
than 1,000 bulls—75 per cent of them he says, 
to Kansas buyers. The biggest share of these 
Kansas buyers came as a result of Kansas 


Farmer advertising. 


That's why Banbury has never missed an issue. 


“Kansas Farmer livestock editors publish the 


facts,” he says. 


“They never overstate — and 


Kansans know they can rely on the information 


in this publication.” 


Such testimony from Kansas advertisers is indic- 
ative of the effectiveness of Kansas Farmer, its 
unequaled prestige, a rural audience that listens 


... believes...and BUYS. 


KANSAS FARMER, Editorial and Business Office, Topeka, Kansas 


Published by Capper Publications, largest agricultural press in the world. 


It's KANSAS FARMER S / 


Display Livestock advertising, 1949 


Kansas Farmer—40,120 lines* 


* (From Farm Publications Reports, inc.) 


A weekly farm newspaper—4,763 lines** 
** ( estimated — no records published ) 


Another example of Kansas Farmer's position 


Farme; 


Advertising Age, October 31, 19 9 


Non-Mail Users Can 
Benefit from Mail 
Ad Study: Hickersor. 


ATLANTIC Crty—J. M. Hicker: 5p. 
president of J. M. Hickerson | \c. 
New York, told members attend ng 
the Eastern Dental Dealers’ ¢ \n- 
vention here that there are || 
benefits non-mail order adverti: er; 
can gain from a study of mail o: je; 
experiences. 

Reviewing his copy experie: ce. 
Mr. Hickerson said that mail order 
copywriting has impressed upon 
him basic elements of copy not 
encountered in his previous ad- 
vertising experience. 

“Fundamental No. 1,” he em- 
phasized, “is that if you cannot 
make the customer believe in the 
merits of your product and in 
its value to him at the price quoted, 
you will not make a sale.” 


w The eleven benefits which Mr 
Hickerson stressed are: 

1. You discover how to “pin- 
point your selling proposition in 
terms of the benefit your prospect 
will derive from the product or 
service.” 

2. You get maximum pulling 
power into headlines, for you 
realize the tremendous difference 
in results that can be achieved by 
an improvement of the headline 
alone. 

3. You make certain that “wha' 
the ad says” will motivate the 
prospect to do as you want him t 
do. 

4. You learn how to repeat suc- 
cessful ads, and how to space them 
properly. 

5. You do not overlook seeming); 
minor details, in either copy o 
layout, which. can add to or detrac! 
from the effectiveness of you 
message. 

6. You stop judging ads by 
“appearance”—the beautiful anc 
clever ads don’t necessarily pro 
duce; instead, you make certai 
that your ads have the lure 0 
self-interest. 


a 7. You watch, and make pro 
visions for the effects of local 
conditions, weather, national cal 
astrophes, competition of news 
and of other advertising in relatio 
to your own advertising. 

8. You discover how “key words’ 
in both headline and copy ca 
mean the difference between suc 
cess or failure of an ad or a cam 
paign. 

9. You insist upon knowing wha 
happens when you run your a 
and you set up an accurate recor 
system to find out. 

10. You see a measurable dif 
ference in results from differen 
media, and you weed out tho 
that are non-productive. 

11. You capitalize on the prove 
fact that, in order to be successfu 
ads must: (a) be understoou, an 
{b) always talk reader interest 


Polaroid Introduces 
New Television Filter 


Pioneer Scientific Corp., bg 
York, is using TV film s} 
introduce its “new, improve Dd 
luxe Polaroid television iter, 
with the “glare-lock” featue %& 


signed to counteract “an: oy! 
reflections.” Announcement 
be seen first in New York an _ !a'® 
extended to other markets. 
Promotion, through Cayto !n¢ 
will include cooperative new »aPé 
advertising. Pioneer, which :: Pp 
that more filters are now vein 
sold in the 10” than any . 


screen size, has emphasiz 
promotion to date. Polaroic 7 
sored “Masters of Magic” >» 
last season, but has no imm “4 
plans for another video prog ‘™ 


pon 


Maiden Form Ups Colemc * 

Dr. Joseph A. Coleman, as 
vice-president of Maiden 
Brassiere Co., New York, ha 
appointed advertising manag: '. 
has been with the company 5” 
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leaving the Army. 
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Why Bitte ty He if i! 
Tinie! 


--- 2,600,000 of them at last count! They buy 
American Home because they’re vitally interested in 

a magazine edited expressly for ardent home-lovers. 
They value above all American Home’s wealth of 

useful, stimulating ideas for making home life more 

enjoyable and comfortable. That’s why, if you have a 

home product to sell, you’ll reach your most responsive 

magazine audience (bar none!) with American Home. 


M in 
Pirie : nee 


Some people can’t think of anything but home! 
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The Decade of Opportunity: 1950-1960 


e Food Business 


Just as 1950-1960 will be a Decade of 
Opportunity for most American business, it 
will be a Decade of Opportunity for those 
who manufacture, process and distribute food. 


America is one of the few countries where 
the physical supply of food is enough for 
every inhabitant. And food is by far the 
most important item in the consumer's budget, 
accounting for nearly 30¢ out of every $1 
he spends. 


Last year America rolled up a record total 
of $53 billion spent for food and non- 
alcoholic beverages. Expenditures for 1949 
are going at about the same rate. But what 
will they be by 1960? 


Conservative estimates point toa 
potential growth for the food industry of 
more than 13% in the next 10 years. This 
means that by 1960 America's food bill 


should be $59.9 billion a year. 


Why will these expenditures increase 
nearly $7 billion during the decade? Here 


are some of the reasons: 

1. There will be 160 million Americans by 
1960-——34 million more families with 10 
million more mouths to feed than there 
are today. 

2. Americans will have more to spend. Average 
family income by 1960 should be $4029, 
compared to a 1950 average of $3646. 

5. Studies of the past have shown as popula-— 
tion and incomes rise, Americans not only 


consume larger quantities of food, but 


also shift from lower-priced to higher- 
priced foods and buy more highly processed 
foods. Thus expenditures tend to increase 
at an even faster rate than consumption. 


4. Wider use of home freezers and advances 
in commercial preserving and processing of 
food will enable people to enjoy more 
varied diets all year round. A 12-month 
demand for seasonal foods will mean more 
dollars for the food industry. 

5. The continuing movement of our population 
from farms to cities will mean fewer 
people eating what they grow—more people 
who have to buy what they eat. 

6. There is growing awareness of the 
importance of food to good health. As the 
nation moves toward an adequate nutritional 
diet for everyone, there should be an 
accompanying increase in national food 
expenditures. . 


Add it all up—there's no doubt that the 
outlook for the food business is bright 


indeed. 


But, as in other businesses in this Decade 
of Opportunity, the ones who benefit most 
will be those who see the opportunity most 
clearly and’ plan most wisely to take 
advantage of it. 

This will include providing a good 
product at a fair price, maintaining sound 
merchandising policies, and telling the 
American people about what you have to sell. 


This means advertising. And in the food 
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Advertising Age, October 31, 1949 


business, if your business is big or you want 
it to grow big, it means advertising to as 


many people as possible. 


7 * * 


Of all the magazines you can use to carry 
your advertising, LIFE is by far the biggest. 
It is read by 12.2 million more people than 
read the next biggest weekly, by 14.9 million 
more than read the third biggest. It reaches 
more families in any one week than any of 
the 10 biggest radio shows. 

LIFE is read by more women than read any 
of the famous women's magazines. And LIFE's 
readers represent a tremendous segment of 
America's food market. For example, they buy 
34% of all the ready-to-eat cereals, 30% of 
all the coffee, and 34% of all the bottled 
cola drinks sold in this country. 


For food advertisers, LIFE has another 
unique value—it is more significant to 
retailers than any other magazine. They know 
that customers use LIFE's advertising pages 
as a buying guide. They know that LIFE alone 
can quickly generate demand for a new 
product, or spark new excitement and sales 
for an already famous brand. 

So food stores tie in with LIFE. Every week 
thousands of store windows, counter displays, 
and local promotions testify to the impact 
and selling power of the words: "Advertised 
in LIFE." 

Food manufacturers, processors, distribu- 
tors know this. It is one big reason why in 
the first 6 months of 1949 they invested 
$5,735,545 for advertising in LIFE—nearly 
$2.5 million more than they spent for food 
advertising in their second choice magazine. 


As you work out your program for the 
Decade of Opportunity and get down to the 
advertising phase of it, consider telling the 
story of your products in the youngest big 
magazine, the most vital big magazine, the 


biggest big magazine in America—LIFE. 


* * * 


LIFE is indebted to the Twentieth Century 
Fund study entitled, "America's Needs and 
Resources," which provided the basis for 
most of the facts and figures on the future 
of America's economy quoted in this message. 


American Fruit 
Growers Changes 
to Joint Drive 


Los ANGELEsS—American Fruit 
Growers Inc., world’s largest mar- 
keter of a complete line of fruits 
and vegetables, has begun joint 
promotion of its frozen and fresh 
line, which are separate operations, 
under its Blue Goose brand name. 

The company has been in the 
fresh fruit and vegetable business 
for 30 years; its frozen food di- 
vision has been in operation for 
only two years. 

Plans call for the exclusive use 
of spot radio in conjunction with 
women’s service programs from 
now until next August. Currently 
scheduled are 20 stations in 20 
major midwestern and _ eastern 
cities. The company has strong 
distribution for its fresh line, and 
stations will be added in other 
cities as frozen food distributors 
are added. 

Now being tested are com- 
mercials adapted to the women’s 
service pattern. As “Final Market 
Reports,” they call attention to 
fresh fruits and vegetables cur- 
rently in adequate supply at rea- 
sonable prices, ending with plugs 
for both types of Blue Goose 
items. 


ws Last year newspapers were used, 
but they were dropped in favor 
of spot radio because the company 
felt it needed more flexibility on 
a time basis to insure that its 
market reports would be up to the 
minute and reflect last-minute 
changes accurately. 

Joint promotion of the two lines 
was launched on the premise that 


one supplements the other. Al- 
though frozen items normally can- 
not compete with fresh when they 
are in season, seasons in the Mid- 
west and East are short. By pro- 
moting the Blue Goose name it 
is hoped to create a year-round 
demand for the complete line. 

Matchbook advertising also is 
being used in major cities. Copy 
approach is “You know Blue 
Goose quality in fresh fruits and 
vegetables...you get the same 
fine quality in Blue Goose frozen 
foods.” Some use was made of self- 
liquidating premiums the past 
year, and similar offers will prob- 
ably be made during the present 
campaign. Ads are also running in 
trade publications. 


es The campaign is being mer- 
chandised to wholesalers and re- 
tailers by the company’s dealer 
service organization. Service men 
work to develop displays using 
extensive point of sale material, 
assist in pricing and provide other 
merchandising helps. 

American has ten division of- 
fices in growing centers and rep- 
resentatives in all fruit and veg- 
etable centers. It sells fruits and 
vegetables from all areas in the 
United States, including citrus 
from Florida and Texas. Its budget 
is flexible, being based on dis- 
tributor volume for frozen food, 
and a per case “assessment” for 
fresh fruits and vegetables shipped. 


Agency Changes Name 


Joe H. Langhammer & Associ- 
ates, Omaha agency, has changed 
its name to Langhammer & Asso- 
ciates, with no change in manage- 
ment. The agency has been named 
to direct the advertising of Master 
Laboratories, manufacturer of 
Master liquid hog medicine, and 
Peterson Alfalfa Co., both in Oma- 
ha. State farm papers will be used 
by both. 


BEGINNING 
OF BETTER 
BUSINESS 

| os 


United States. 


‘viewpoint. 


This package contains film of Newsweek’s weekly 
International Editions. The completed magazine, 
printed in Paris and Tokyo, will reach all the key 
centers in Europe, Africa, and the Middle East, 
Japan, Korea and the Philippine Islands at the same 
time that the domestic edition is delivered in the 


That is one reason why Newsweek International pa 
can mean better business for you. It is welcomed by 
the thinking news-minded leaders* of business and 
industry wherever you have a market. It gives them 
news of America and the world they hunger for — 
complete, impartial, written from the American 


Newsweek International 
European-Pacific 


n "at Se SAR ie eae 7 Seek caren Be bei Ge me ioe gas ASR 


And it gives them news of business via the adver- 
tising pages at a time when they are most receptive 
to what you have to tell them. 

For full particulars about Newsweek Interna- 
tional’s low rates, get in touch with your local 
Newsweek representative. 
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Goodyear Signs Whiteman 
Goodyear Tire & Rubber Co., 
Akron, will sponsor the “Paul 
Whiteman Review” over ABC-TV 
starting Nov. 6 at 7 p.m., EST. 
Time for the 30-minute musical- 
variety program was bought 
ra Young & Rubicam, New 
ork. 


Names Duncan A. Scott & Co. 

Duncan A. Scott & Co. San 
Francisco, has been appointed to 
represent Pacific Drug Review in 
California. 


Teen Romance Unit 
Adds ‘Diary Secrets’ 


New York—St. John Publishing 
Co. will put Teen-Age Diary Se- 
crets on the newsstands Nov. }t and 
tells AA its Teen Romance Group 
(Teen-Age Romances and the 
Diary) will have a guarantee of 
1,000,000. 

Teen-Age Diary came out in 
pocket size with the November is- 
sue, and Richard E. Decker, gen- 


A. sure as they’re well shod, 


950,000 Elks make up a male market 
not to be stepped over lightly. For 
Elks are men with a yen for the 
better things of life, and no 
wonder—their median annual 
combined family income is $5,472.33 
—twice the national average. 


The selection of shoes plays no small 
part in their life... for 51.9% are 
business owners, 46.1% are admin- 
istrative and operating executives, 
11.6% are professional men. To get 
in on the ground floor with this 
class, mass market made up of men 
who must be well dressed, add 
The Elks Magazine to your schedule. 


YOU'LL SELL IT...1F YOU TELL IT IN 


MAGAZINE 


eral manager of St. John, thinks 
it marks a trend. “We predict that 
within a year most comic maga- 
zines will be pocket size,” he said. 

The group will sell only second, 
third and fourth covers. Second 
and third covers will sell for $750, 
the fourth cover for $1,150, or $1,- 
500 in four colors. 


a When Diary bowed in July, it 
was standard size, 68 pages, of 
which 32 were printed in roto- 
gravure. Mr. Decker says the is- 
sue carried a considerable amount 
of per-inquiry advertising, some- 
thing the new group will not do. 

The company also plans a series 
of 196-page picture novels, mostly 
mysteries, western and romance 
books, all in comics technique. 
The first opus—these will be orig- 
inals, not reprints—is due about 
Dec. 30. 


15 Named to Judge 
Marketing Awards 


New YorK—The American Mar- 
keting Association has named 15 
men to the board of judges for the 
AMA national awards program, 
William C. Gordon Jr., chairman 
of the national awards committee, 
has announced. 

The board of judges designates 
annual national awards in four 
classifications: Service to market- 
ing; improvement of marketing 
practice; development of market- 
ing research techniques; and theory 
of marketing. Membership in AMA 
is not a requirement for eligibility 
to receive an award, nor does eli- 
gibility depend on prior profes- 
sional attainments, education, sex, 
race or creed, Mr. Gordon pointed 
out. 

The board of judges will consist 
of the following: 

Wilford L. White, Office of Domestic 
Commerce, Washington, chairman; Harold 
P. Alspaugh, H. J. Heinz Co., Pittsburgh; 
William F. Buehl, McGraw-Hill Publish- 
ing Co., Philadelphia; Helen Canoyer, 
University of Minnesota, Minneapolis; H. 
D. Everett Jr., Ford Motor Co., Dearborn; 
Albert Haring, Indiana University, 
Bloomington; James R. Hawkinson, North- 
western University, Evanston, Ill.; B. F. 
Lynip Jr., California & Hawaiian Refin- 
ing Co., San Francisco; T. G. MacGowan, 
Firestone Tire & Rubber Co., Akron; H. 
H. Maynard, Ohio State University, Co- 
lumbus; D. E. Megathlin, Kendall Mills, 
Walpole, Mass.; Victor H. Pelz, Traffic 
Audit Bureau, New York; Harry D. 
Wolfe, Colgate-Palmolive-Peet Co., Jer- 
sey City; Philip Salisbury, Sales Man- 
agement; Paul Haynes, International Sur- 
veys, Montreal. 


WFIL-TV Raises Rates 


WFIL-TV, Philadelphia, will in- 
crease its nighttime hourly rate 
from $550 to $700 effective Nov. 
15. The network evening rate for 
an hour on the station will double 
as of Dec. 1, moving to $1,000 from 
the present $500. Spot announce- 
ment charges will be raised from 
$70 to $100. 


LNo Advertising 
Se/és like Advertsing in the 
Service Magazines! 


20 Bek Oe READERS FOR eer 
ee ee 


EYE-CATCHING—A bouquet for 
four women’s magazines is one of the 
features of the new campaign launched 
by the publishers of Esquire. A total of 
14 pages is included in the Chicago 
schedule to appear exclusively in the 
Chicago Tribune in behalf of Esquire 
and Coronet. Lennen and Mitchell is 
the agency. (Adv.) 
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The people at Perry-Brown Inc. think theirs is the only agency wit}. 
two “councilmanic” candidates on its staff. President Ted Brown is run- 
ning for a seat on Cincinnati’s city council, and Sprague Mullikin, v.p., i: 
trying for a similar post in suburban Terrace Park. . . Irving W. Ingalls 
ad manager and v.p. of American Agriculturist, and Robert S. Pinney 
circulation salesman, were guests of honor at a banquet held in Ithaca 
for the staff and field men. “Irv” received a watch (presented by E. R 
Eastman, editor) as a token of his 25 years’ service, and Mr. Pinney re- 
ceived a similar award for 50 years’ service calling on farmers of N. F 
New York... 

B. F. Goodrich’s director of advertising, Frank T. Tucker, celebrated 
his 30th anniversary with the company in August. . . Vernon S. Mullen 
Jr., sales promotion mgr. of National Enameling & Stamping Co., and 
Carl W. Moebius Jr., of Moebius Printing Co., are co-chairmen of pub- 
licity for Milwaukee’s Community Chest drive. . . 


SURPRISE PARTY—Allen L. Billingsley, president of Fuller & Smith & Ross, Cleveland, 
cuts a cake at a surprise party arranged by the staff in celebration of his 59th birth- 
day. The giant greeting card carried the signatures of staff members. 


It’s practically miraculous for an adman to get mentioned on his own 
company’s TV program, but being a big-time football official helps. 
Paul Swaffield, a.m. of Hood Rubber, B. F. Goodrich subsidiary, got a 
plug on that company’s “Celebrity Time” TV show last Sunday, in con- 
nection with refereeing the Yale-Dartmouth game. . . 

Soon to add a diplomat to the family is Lewis Allen Weiss, board 
chairman of the Don Lee Network and a director of MBS. Mr. and Mrs. 
Weiss have announced the engagement of their daughter, Patricia Weiss 
Hart, to John Austin Armitage, third secretary of the U. S. Embassy 
in Prague, Czechoslovakia. . . 

Chester J. LaRoche, chairman of C. J. LaRoche & Co., New York, heads 
the job of soliciting the advertising and publishing industry on behalf of 
the Travelers Aid Society’s campaign for funds. Vincent Kelley, of Jann & 
Kelley, is directing a committee for publishers’ representatives; Mary 
McClung, New York Post Home News, is chairman for the newspaper 
committee; Arthur Moore, v.p., Hearst Magazines, heads the magazine 
group; and N. O. Wynkoop, McGraw-Hill v.p., is directing the business 
paper committee. . . 


CHAMPS—N. W. Ayer’s softball team, champions of the Philadelphia Graphic “ts 

league, defeated Ted Bates Inc., titalists of the New York Publishers-Adverti: »9 

league, by an 8 to 4 margin in a challenge game in Princeton, N. J. The 4 er 

team included (left to right, standing) John Lang, coach, Jack Turner, Joe Wor 4s, 

Bill Coldren, Joe Swoyer, Ken Slifer, Herm Algayer, John Frazer, Riley Brown «»d 

Bill Frey, coach. Kneeling: Dan Tomlinson, Scrib Dailey, Harry Mason, Len Cianfroni, 
Frank Davidson, Danny Ruff and Sam Davidson. 


The Milwaukee Adclub’s handsome publication, “The Torch,” has 's 
new production heads lined up for the coming year, with Al John, 4 
mgr. of Kearney & Trecker Corp., as editor. Associate editor is Jos« )h 
Manning, assistant ad mgr. of National Enameling & Stamping © °.; 
business manager is Jerry Stolzoff, account executive at Cram: - 
Krasselt; and art director is Frank Bercker, of Bercker Studios. . . 

When the Pacific Coast edition of Wall Street Journal celebrated ‘5 
20th anniversary a couple of weeks ago, Carl P. Miller, Coast publish © 
and H. C. Hendee, editor, were hosts to members of the Journ: § 
eastern edition, including Bernard Kilgore, president; William H. Grim » 
editor; Robert M. Feemster, chairman of the executive committ: ’: 
Theodore E. Callis, ad director; and Joseph A. Ackell, busin 5 
manager. . . 

At the final tournament of the Western Advertising Golfers Assoc: - 
tion, which was founded in 1906 and therefor claims a right to the ti‘ °, 
“America’s oldest advertising golf association,” W. T. White of Wiebo 
Stores was elected president. J. M. Willem, of Leo Burnett Co., v 5 
elected Ist v.p.; Don Smith, Wilson & Co., 2nd v.p.; Charles M. Freems ' 
WLS, secretary; and O. S. Wernecke, Holiday, treasurer. H. W. Mar q 
ward, of Life, was given a two-suiter bag in appreciation of his wo * 
as president during 1949... 
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serving the 7,871,100 population’ of New York City 


to reach 7 of 10 City fa 


Gla Gnovel\ 


tap the trade of most grocery outlets . 


. ion tand eduertisers. 


Circulation now exceeds 
Daily .. . 2,250,000 
Sunday . .4,250,000 
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The BIG Family market is yours in the Chicago 
Herald-American. The number of persons in 
Herald-American households is 17.1% larger than 
the average for Chicago. This means greater con- 


sumption of all goods sold for family use. 


This bigger-family coverage is one of the reasons 


why Chicago’s four largest Grocery Chains—the big 


EVENING 


503,146 Wives in metropolitan Chicago read the 
. Evening Herald-American. 


that’s yours in the Chicago Herald-American 


volume leaders—place nearly 40% of all their food 


advertising in the Chicago Herald-American. 


A quick glance at the following pertinent facts 
from a prize-winning market study by Alfred 
Politz Research, Inc., will give you a close-up of 
the big family market that’s yours in the Chicago 
Herald-American. 


SUNDAY 


625,250 Wives in metropolitan Chicago read the 


Sunday Herald-American. 


369,637 Husbands read the Evening Herald-American. 


448,522 Husbands read the Sunday Herald-American. 


38.8% of all women 15 years of age and over in 51.3% of all women 15 years of age and over in 
metropolitan Chicago read the Evening metropolitan Chicago read the Sunday 
Herald-American. Herald-American. 

39.6% of all men 15 years of age and over in 49.6 of all men 15 years of age and over in 


metropolitan Chicago read the Evening 
Herald-American. 


metropolitan Chicago read the Sunday 
Herald-American. 


4.1 is the average number of persons per 


Herald-American household—17.1% more than 


the average for metropolitan Chicago (3.5). 


is the average number of persons per 
Herald-American household—17.1% more than 
the average for metropolitan Chicago (3.5). 


If you could but see the 103,000 photographs of Chicago children which proud parents For a more complete breakdown of 
sent in to the Herald-American in the recently completed “Cute Kids Contest”, they Herald-American readership showing 
would show you what no cold facts and figures can—the type of handsome, healthy, age, sex, family status and employment, 
intelligent children being brought up by Herald-American readers. But the figure ask to see “Characteristics of Chicago 


alone—103,000—indicates how close the Herald-American is to the family scene. 
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Herald-American Readers”. 


HEARST ADBVERTISItWN G SERVICE 
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First French Paper 
Market Study Finds 
59% Favor the Ads 


Paris—The first market research 
study made on a Paris newspaper 
has turned up from Le Parisien 
Libere the information that 59% 
of the reader sample considers ad- 
vertising in the paper “as valuable 
information.” 

William Bishop, head of Dorset 
et Compagnie, which conducted 
the survey, also found that “the 
French publie seems to understand 
the value of the research... and 
the ‘victims’ were most helpful” to 


KLX Covers 


OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co 


Inc 


interviewers. 

The Dorset organization, which 
previously had done similar mar- 
ket studies for such magazines as 
Selecciones de Reader’s Digest, 
Silliage and Constellation, used a 
population and economic cross- 
section sample of families within 
125 miles of Paris and a 40-item 
questionnaire which took about a 
half-hour to complete. 

Mr. Bishop disclosed that 14% 
of the readers are house or apart- 
ment owners, 12.2% own a car, 
20.4% have telephones and 81% 
have a radio. 


@ Further, each copy has 2.81 
readers—as of June, 1949—56.5% 
of whom said they read only Le 
Parisien Libere, and 89.7% said 
that they read the paper every 
day. According to French Audit 
Bureau reports, the newspaper had 
a circulation of 434,226 in June, 
310,000 in July. 

Also, 53.3% of the readers aye 
men, 46.7% are women. By oc- 
cupation, 20.2% are “employes,” 


6.4% are members of the “liberal 
professions,” 32% are traders or 
“industrial workers,” 30.3% are 
artisans, 1.3% are “agricultural,” 
5.8% are retired, and surprisingly, 
4% are unemployed women. 

By economic group, 1.7% are 
“rich people,” 27.8% belong to the 
“better class,” 51% to the middle 
class, and then there are 19.5% 
in the “others” group. 


To Modernophone Inc. 


William C. Bradstreet, formerly 
with Merrill Lynch, Pierce, Fenner 
& Beane, has been named national 
merchandise manager for Modern- 
ophone Inc., New York, maker of 
educational records. The company 
now is emphasizing production of 
7” records for sales messages, 
stockholder reports, and similar 
uses. 


Joins Dozier-Graham-Eastman 


A. W. Moore, formerly with 
Agency Associates, Los Angeles, 
has joined Dozier-Graham-East- 
man, Los Angeles, as account ex- 
ecutive. 


it pays to use 
both hands 


to take good selling aim 
in Big St. Louis 


(America's 8th largest market). 


If you're gunning for 

low cost PULLING POWER 
use substantial schedules in 
The St. Louis Star-Times. 


182,755 responsive 
Star-Times reader families 


represent ‘bird in the hand” 


to alert advertisers 
in the St. Louis market. 


in big St. Louis 
that means 


@ Do you hove an institutional 
story to tell St. Lovisans? Re- 
serve space now in the out- 
standing ‘Forward In '50"' 
edition of The Star-Times com- 
ing December 30, 1949. 


THE ST. LOUIS STAR-TIMES 


Represented Nationally by The George A. McDevitt Co. 


IN 1948 THE STAR-TIMES CARRIED 34.7% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. LOUIS. 
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Council Unveils 
Industry Drive 
for Auto Jobber 


Cuicaco—A modest program to 
help jobbers regain a bigger slice 
of the multi-billion dollar auto- 
motive aftermarket was announced 
here last week by the Automotive 
Advertisers Council. 

The council’s advertising and 
sales promotion plan, in its initial 
phase, has shaped up on a scale 
well below the magnitude con- 
templated a year ago when a $1,- 
000,000-a-year all-industry effort 
was suggested (AA, Oct. 4, °48). 
But, said C. C. Tapscott, advertis- 
ing manager, McQuay-Norris Mfg. 
Co., St. Louis, the cost has been 
kept deliberately low so the pro- 
gram will be within the reach of 
most jobbers in the country. 

The program is built around the 
theme, “Get It from Your Jobber,” 
and a trademarked emblem has 
been designed to be displayed gen- 
erally throughout the industry by 


jobbers, show 


manufacturers, 
groups and associations. The em- 
blem is to be used in window de- 
cals, store signs, publication ad- 
vertisements, direct mail, etc. 


= Basic data about the automotive 
jobber and his services and facili- 
ties is contained in a new book, 
“T---Your Jobber,” and the pro- 
gram is described in a brochure, 
“This Means Business,” which con- 
tains samples or illustrations of di- 
rect mail pieces, newspaper ads, 
radio scripts, decals and illumin- 
ated signs. 

Mr. Tapscott, who presented the 
program before representatives of 
all segments of the automotive ser- 
vice industry, said the council will 
soon announce the second phase 
of the program, for use by repair 
shops in promoting more business 
with vehicle owners. Jobbers will 


Advertising Age, October 31, 194 


make this material available ‘, 
their customers. 

A slidefilm presentation of tle 
program, prepared by the counc |, 
emphasizes how jobbers have lo:t 
discouraging chunks of the aut - 
motive service market to ca, 
truck and implement dealers; ti 
and oil companies; direct selle ;, 
and mail order and chain stores. 
Industry surveys have pointed up 
these losses by the normal manii- 
facturer-jobber-retailer channel] of 
distribution. 


e The non-profit campaign will be 
financed by enrollment fees of $25 
each from jobbers and $50 each 
from manufacturers who partici- 
pate. Underwriting associations in- 
clude the Motor & Equipment 
Wholesalers Association, National 
Standard Parts Association and 
Automotive Engine Rebuilders As- 
sociation. Editors of automotive 
trade publications endorsed the 
program at a closed Cleveland 
meeting last July, promising their 
support. 

The program was developed by 
the council’s committee on indus- 
try-wide advertising, headed by 
Walter A. Kirkpatrick, advertis- 
ing and sales promotion mana- 
ger, Wilkening Mfg. Co., Phila- 
delphia. Other members are Mr. 
Tapscott; Ira Saks, president, Ac- 
curate Parts Mfg. Co., Cleveland; 
R. E. Conley, advertising mana- 
ger, R. M. Hollingshead Corp., 
Camden, N. J., and Duane Jones, 
advertising manager, United Mo- 
tors Service division, General Mo- 
tors Corp., Detroit, and council 
president. 


‘Chain Store Age’ Plans 
Store Personnel Manuals 


Three reference manuals for 
store personnel will be published in 
November by Chain Store Age 
These will consist of the fourth 
annual meat manual to be issued 
by the publication’s grocery edi- 
tion, featuring the handling of pre- 
packaged meats in_ self-service 
stores; the third issue of a food 
manual to be issued by the foun- 
tain-restaurant edition, and a 
fourth annual housewares manual 
which the variety store editions 
will put out. 


Lists Radio Commentators 


Radio Reports Inc., New York, 
has published a list of 733 radio 
commentators and other programs 
The list covers seven major metro- 
politan areas—New York, Chicago, 
Los Angeles, Washington, Detroit, 
Philadelphia and Boston. 
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PHOTO-ENGRAVING PLANT 


+ CHICAGO 1, ILLINOIS 


P| 


se rq é Pi : ~ : 3 Saba de meg. Stee ee a Hl % os ie E ms " ge : : i iat ae e ia i ibs We ii o i | a * 9 Geet + pee 
a | * ¢. : al ee a a ee 
‘ ; 
ie 
ae s | ; 
ar ql : 
2 a | | 
pi | | 
ol | es | 
& j ) 
|—ClUhVgXWwha 
hee : ; Rut | 
ii 
—Cona — EE 
— 
&§ | eric CoD! eM 
— Pa we ITF 
S) = | all . will ——— 
— MOF LY im ay i 
i ff fot 7 sor Nal | re 
_ 2] ata an © 
a - 
ee 0 A, Nan 
by LIN a 0 oe >. /.. g 
i 1 WONKA ffi ail ne Cy \Mi lia re 
an a oe fe iiss ee VAL [A Nas 
_ / Wy iw . 
| rE alti. 
7 ‘ DTN \\ \ | ' 
“_ NWA —— 
oa : \ 
a 
. 2 
eS 3 
ot Bs 
es) e BS 
me, - é 
fu ' / 
- ¥ : 
cape ‘a 
— a > 
i -- \ 
ee . 
: eee 


ly. - 7 aa ae a «= ee $ ee Se iehog = «ae 


YOU) ASKED FOR IT... 


: and hete jt ts / 


and 
As- 
tive 
a Esquire has been the apparel retailer’s best friend since its first appearance sixteen 
oe years ago. It has brought the men’s apparel retailer new, practical, dollar-delivering 
ideas which have kept cash registers ringing from coast to coast. And now, Esky 

| by provides a service of even greater value to retailers and manufacturers of men’s 
Sus. apparel... 

by 
= ESQUIRE FASHION PAGES THREE MONTHS IN ADVANCE 
i FASHI PAGE E | Hy 
lila- 

M ‘ ‘ . . . . 

nem — — — — h ee eee ee Beginning with this issue of Apparel Arts, you will see the world- 
and; . | ; famous Esquire fashion pages three months before their publica- 

ao o . . . . . . . 

ana- tion in Esquire. This issue, for example, brings you, in black and 
orp., NEW Subscription Order Fotin eee white and in full-color, the identical pages which will appear in 
nar the February 1950 Esquire. 


.. § Please enter immediately my subscription to 


Retailers and manufacturers of men’s apparel and accessories have be- 


ere ye 


ancil Advert ising Age fo r come more insistent each year in their desire for previews of these pages. 
They have said, “Give us some idea — ahead of time — of what you plan 
C) One Year at $3.00 [] Two Years at $5.00 ( Three Years at $6.00 to show in Esquire’s fashion pages. 
Bill my firm 
; C) Payment enclosed [] Bill me later [] Y POO OS “Let us know so we can plan our advertising and merchandising in ad- 
of in 3 ey vance, so we can have the right merchandise in stock at the right time. In 
Age Name. Title : ; > dh a: short, let us know so we can get the most sales through Esquire fashions.” 
yurth oF 
sued 7 Firm ‘  & na Now, each month, Apparel Arts brings you not just a “preview”, but the 
= : Bes 333 actual fashion pages themselves, in all their excitement, color, and selling 
rvice [a meet a mie power. 
food 4 . j 
‘oun- fj City Zone____ State ages Each month you will see practical fashions — obtainable fashions—wear- 
d : able fashions-SELLABLE fashions—in plenty of time to plan displays, 
os ADVERTISING AGE ~*+ 100 EAST OHIO STREET ~- CHICAGO 11, ILLINOIS = promotions, advertising and merchandising tie-ins well in advance. 
‘ 17 
6h ve : sf And by informing the men’s apparel retailer of these fashions before 
, January 1950 issue will preview...........scsscsssseresessenesneneneseenennenenenene April 1950 Fashion Pages their release to the public, Esquire helps him to become the fashion 
Y ork. authority in his community. Because he knows of important fashion trends 
radio like the Bold Look ahead of time, he is qualified to advise his customers 
rams February 1950 issue will preview.................. ssseenssseenecacassnscsneonensenses May 1950 Fashion Pages on what’s ahead in men’s apparel. 
et ro- (in circulation Jan. 25) 
— So, for greater service to your accounts—and greater sales for th 
stroit, p p . : ’ ae lem — 
cee ME MEE «© Dharch 1950 iccwe will preview.......0..0cccecccccocccsssccosscseessscersosoccsccoceses 1950 Fashion P. 
March 1950 issue will preview une W800 Puiign Fuge watch the pages of Apparel Arts each month for your advance look at the 
— :: identical fashion pages which will appear in Esquire three months later! 
FB Le ae aT July 1950 Fashion Pages 3 
(in circulation March 25) 
See: BOSD Ise WUE BI svistesccitictarenigextennsvsteiecvcrqnerrcaneenstonseesens August 1950 Fashion Pages 
(in circulation April 25) 
ty ROU SA TE CR cc ssanincivtininievutersiptequinaseamorcinnenses September 1950 Fashion Pages 
ie SD Gene EE II os inecssessisirtecsiccsiensetrmeiengs October 1950 Fashion Pages 
Amst 1950 isos will HTOVIOW....0.00000cccrcerccscersessccocosessseosesoneces November 1950 Fashion Pages 
(in circulation July 25) 
September 1950 issue will preview. ............cccccccccsesseeeeeseeeseeeeeees December 1950 Fashion Pages 
(in circulation August 25) 
Cee TE Ne I isis cans cniscdesiicassecccscesustnssapiisinsaneees January 1951 Fashion Pages 
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First French Paper 
Market Study Finds 
59% Favor the Ads 


Paris—The first market research 
study made on a Paris newspaper 
has turned up from Le Parisien 
Libere the information that 59% 
of the reader sample considers ad- 
vertising in the paper “as valuable 
information.” 

William Bishop, head of Dorset 
et Compagnie, which conducted 
the survey, also found that “the 
French publie seems to understand 
the value of the research... and 
the ‘victims’ were most helpful” to 


KLX Covers 


OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co., tne 


interviewers. 

The Dorset organization, which 
previously had done similar mar- 
ket studies for such magazines as 
Selecciones de Reader’s Digest, 
Silliage and Constellation, used a 
population and economic cross- 
section sample of families within 
125 miles of Paris and a 40-item 
questionnaire which took about a 
half-hour to complete. 

Mr. Bishop disclosed that 14% 
of the readers are house or apart- 
ment owners, 12.2% own a car, 
20.4% have telephones and 81% 
have a radio. 


@ Further, each copy has 2.81 
readers—as of June, 1949—56.5% 
of whom said they read only Le 
Parisien Libere, and 89.7% said 
that they read the paper every 
day. According to French Audit 
Bureau reports, the newspaper had 
a circulation of 434,226 in June, 
310,000 in July. 

Also, 53.3% of the readers are 
men, 46.7% are women. By oc- 
cupation, 20.2% are “employes,” 


6.4% are members of the “liberal 
professions,” 32% are traders or 
“industrial workers,” 30.3% are 
artisans, 1.3% are “agricultural,” 
5.8% are retired, and surprisingly, 
4% are unemployed women. 

By economic group, 1.7% are 
“rich people,” 27.8% belong to the 
“better class,” 51% to the middle 
class, and then there are 19.5% 
in the “others” group. 


To Modernophone Inc. 


William C. Bradstreet, formerly 
with Merrill Lynch, Pierce, Fenner 
& Beane, has been named national 
merchandise manager for Modern- 
ophone Inc., New York, maker of 
educational records. The company 
now is emphasizing production of 
7” records for sales messages, 
stockholder reports, and similar 
uses. 


Joins Dozier-Graham-Eastman 


A. W. Moore, formerly with 
Agency Associates, Los Angeles, 
has joined Dozier-Graham-East- 
man, Los Angeles, as account ex- 
ecutive. 


it pays to use 
both hands 


to take good selling aim 
in Big St. Louis 


Council Unveils 
Industry Drive 
for Auto Jobber 


CuicaGo—A modest program to 
help jobbers regain a bigger slice 
of the multi-billion dollar auto- 
motive aftermarket was announced 
here last week by the Automotive 
Advertisers Council. 

The council’s advertising and 
sales promotion plan, in its initial 
phase, has shaped up on a scale 
well below the magnitude con- 
templated a year ago when a $1,- 
000,000-a-year all-industry effort 
was suggested (AA, Oct. 4, °48). 
But, said C. C. Tapscott, advertis- 
ing manager, McQuay-Norris Mfg. 
Co., St. Louis, the cost has been 
kept deliberately low so the pro- 
gram will be within the reach of 
most jobbers in the country. 

The program is built around the 
theme, “Get It from Your Jobber,” 
and a trademarked emblem has 
been designed to be displayed gen- 
erally throughout the industry by 


ae |T FRo> 
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make this material available ‘> 
their customers. 

A slidefilm presentation of tle 
program, prepared by the counc |, 
emphasizes how jobbers have lost 
discouraging chunks of the aut )- 
motive service market to cir 
truck and implement dealers; tie 
and oil companies; direct selle s, 
and mail order and chain storis 
Industry surveys have pointed \ip 
these losses by the normal man.- 
facturer-jobber-retailer channe!] of 
distribution. 


s The non-profit campaign will be 
financed by enrollment fees of $25 
each from jobbers and $50 each 
from manufacturers who partici- 
pate. Underwriting associations in- 
clude the Motor & Equipment 
Wholesalers Association, Nationa! 
Standard Parts Association and 
Automotive Engine Rebuilders As- 
sociation. Editors of automotive 
trade publications endorsed the 
program at a closed Cleveland 
meeting last July, promising their 
support. 

The program was developed by) 
the council’s committee on indus- 
try-wide advertising, headed by 
Walter A. Kirkpatrick, advertis- 
ing and sales promotion mana- 
ger, Wilkening Mfg. Co., Phila- 
delphia. Other members are Mr 
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FIRST CLASS 
Permit No. 95 


(Sec. 34.9 P.L.&R.) 
CHICAGO, ILL. 


BUSINESS REPLY CARD 


No Postage Stamp Necessary if Mailed in the United States 


(America's 8th largest market). 


If you're gunning for 

low cost PULLING POWER 
use substantial schedules in 
The St. Louis Star-Times. 


182,755 responsive 
Star-Times reader families 


represent “bird in the hand” 


to alert advertisers 
in the St. Louis market. 


in big St. Louis 
that means 


THE ST. LOUIS STAR-TIMES 


Represented Nationally by The George A. McDevitt Co. 


@ Do you hove an institutional 
story to tell St. Lovisans? Re- 
serve space now in the out- 
standing ‘Forward In ‘50"’ 
edition of The Star-Times com- 
ing December 30, 1949. 


IN 1948 THE STAR-TIMES CARRIED 34.7% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. LOUIS. 


— POSTAGE WILL BE PAID BY — 


Advertising Age 
100 EAST OHIO STREET 
CHICAGO lI, ILLINOIS 


program before representatives of 
all segments of the automotive ser- 
vice industry, said the council will 
soon announce the second phase 
of the program, for use by repair 
shops in promoting more business 
with vehicle owners. Jobbers will 


Lists Radio Commentators 


Radio Reports Inc., New York, 
has published a list of 733 radi 
commentators and other programs 
The list covers seven major metro- 
politan areas—New York, Chicago 
Los Angeles, Washington, Detroit, 
Philadelphia and Boston. 
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YOU ASKED FOR IT... 


and hete it is / 


Esquire has been the apparel retailer’s best friend since its first appearance sixteen 
years ago. It has brought the men’s apparel retailer new, practical, dollar-delivering 
ideas which have kept cash registers ringing from coast to coast. And now, Esky 


= ESQUIRE FASHION PAGES THREE MONTHS IN ADVANCE! 


Beginning with this issue of Apparel Arts, you will see the world- 
famous Esquire fashion pages three months before their publica- 
tion in Esquire. This issue, for example, brings you, in black and 
white and in full-color, the identical pages which will appear in 
the February 1950 Esquire. 


Retailers and manufacturers of men’s apparel and accessories have be- 
come more insistent each year in their desire for previews of these pages. 
They have said, “Give us some idea — ahead of time — of what you plan 
to show in Esquire’s fashion pages. x 


“Let us know so we can plan our advertising and merchandising in ad- 
vance, so we can have the right merchandise in stock at the right time. In 
short, let us know so we can get the most sales through Esquire fashions.” 


Now, each month, Apparel Arts brings you not just a “preview”, but the 
actual fashion pages themselves, in all their excitement, color, and selling 
power. 


y APPAREL ARTS ESQUIRE 


Each month you will see practical fashions — obtainable fashions—wear- 
able fashions-SELLABLE fashions—in plenty of time to plan displays, 


November 1949 issue will preview...........::sccseecceereeeseeeerereneeees February 1950 Fashion Pages 
(in circulation Oct. 25) 


ees : romotions, advertising and merchandising tie-ins well in advance. 
#ke December 1949 issue will preview..........cssssssessnessseesressarsssnresnnes March 1950 Fashion Pages P e 8 oe 
Bee (in circulation Nov. 25) And by informing the men’s apparel retailer of these fashions before 
5 3 at January 1950 issue will preview.............csssssesssserssesseeeeseeneneereeeneneees April 1950 Fashion Pages their release & the public, Esquire helps him to become the fashion 
York, Bs (in circulation Dec. 27) authority in his community. Because he knows of important fashion trends 
radi BS like the Bold Look ahead of time, he is qualified to advise his customers 
rams $ in’ 4 February 1950 issue will preview...........:cccsecccseseeeseeeeeeeseeeeeeeeeeneene May 1950 Fashion Pages on what’s ahead in men’s apparel. 
netro- : oS (in circulation Jan. 25) 
icago, : case P 
2? So, for greater service to your accounts—and greater sales for them -— 
etroit, : : : hion P , 
March 1950 issue will preview. ...............ccsscsseeereeseeereenenereeeeeeeenerens June 1950 Fashion Pages | watch the pages of Apparel Arts each month for your advance look at the 
= % identical fashion pages which will appear in Esquire three months later! 
April 1950 issue will preview. ............ccccccsccsseeeerseereeeeeneeeenereeeteneeennees July 1950 Fashion Pages 
(in circulation March 25) 
May 1950 issue will preview...........ccccccsessssssseeeeeeeseeeeeseeesereeeeenseees August 1950 Fashion Pages 
(in circulation April 25) 
June 1950 issue will preview. ...........ccccccccscscceseserseessssersessees September 1950 Fashion Pages 
Jealyy 1960 icewe will HrevieW....0000000.00ccrerersessococsodsrsesesooeseseccocsosoees October 1950 Fashion Pages 
(in circulation June 25) 
Amgast 1950 leewe Wil] PEOVIOW...00000.00ccccsecsorsssescrosessscessosssocsssoces November 1950 Fashion Pages 
(in circulation July 25) 
September 1950 issue will preview............cccccccccseeeseeeeerseseeeneees December 1950 Fashion Pages 
(in circulation August 25) 
October 1950 issue will preview..............::ccccccccssseeseerserersecesereeeees January 1951 Fashion Pages 
iT WHLLIL 
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DuMont Names Guildford 


Rowland Guildford, New York 
regional sales manager of the re- 
ceiver sales division, Allen B. Du- 
Mont Laboratories, has been named 
to head the New York regional 
sales office, DuMont’s newly- 
formed, company-owned distribu- 
tor. Dealers in metropolitan New 
York formerly were serviced di- 
rectly by the factory. 


RZ noonessIne MIMEOGRAPHING 
“THE LETTER SHOP, Inc. 
Chicago 5.{linois 


431 S. Dearborn St 


More Plastics to Be 
Used in Packaging, 
Sales Execs Told 


New York—Increased use of 
plastics for products, premiums 
and packaging was predicted by 
speakers at the Sales Executives 
Club here. 

Horace Gooch Jr., treasurer and 
sales manager of the Worcester 
Moulded Plastics Co., and presi- 
dent of the Society of the Plastics 
Industry, stated that 40% of the 
toys produced last year in this 
country were made of plastic ma- 
terials, and that the use of plastics 
this year will show a larger per- 


1000 81,” x 11” Full Color @ .08 ea. 
5000 8,” x 11” Full Color @ .03 ea. 


COLORGRAPH PROCESS COMPANY 


Your Products Printed in Color 
by Patented Process at unbelievable low prices 


241 E. IMinois St., Chicage 11, Ii. SUperior 7-9537 


body printed on glossy finish paper. 
Includes printing of your sales mes- « 
cogs. Excellent for catal sheets, 


| For the first time—color for every- 
ng sheets, etc. Samples furnished. 


centage. 

Plastic berry boxes are now 
being used almost exclusively in 
California, he said, and their abil- 
ity to protect young plants has en- 
abled growers to get berries to 
market two to three weeks earlier 
than formerly. 

The premium field, he pointed 
out, now is virtually dominated by 
plastic products and novelties. 
This, he predicted, will increase. 


a “Laminated plastic table tops 
have revolutionized furniture de- 
sign for restaurants and cafeterias; 
safety glass would be impossible 
without plastic material between 
the double sheets of plate glass; 
the cost of such products as tele- 
phone and radio housings, the 
steering wheels of cars, dentures, 
coaxial cables for radar and num- 
erous others would be excessive 
if made of materials other than 
plastics,” Mr. Gooch declared. 
William J. Connelly, manager, 
consumer relations division of the 
Bakelite Corp., said that the word 
plastic is no more descriptive than 
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merchandisers 


Increase your sales 14.6%** 


Make your advertising 
5 times as effective** 


They continue to work years after 
they have paid for themselves 


Built to last- perfect** 


Used by America’s leading 


Produced for national 
advertisers and 
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aa Division of Artkraft* Manufacturing Corp. | 
" . Kibby St. Lima, Ohio | 
some send, without obligation, details on Artkraft* signs. | 
| ) We on capes 4 > p aan *f Forest th-Beard chan 4 signs. | 
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QUALITY PRODUCTS FOR OVER A QUARTER CENTURY 


**Preved by astual audited research. 


*Trademark Reg U. &. Pat. Off. 


the word metal. “There are more 
different types of plastic materials 
than there are metals and alloys. 

“Some 20 new plastic composi- 
tions have been developed or in- 
troduced commercially since 1925,” 
he said. “This has brought about 
a tremendous increase in the an- 
nual production of plastics. In 1928, 
the total production of synthetic 
resins, from which plastic products 
are made, amounted to 2,411,465 
pounds. Within ten years this fig- 
ure had increased to 130,358,652 
pounds, and by 1948 had mush- 
roomed to approximately 1.4 billion 
pounds, representing a volume in 
plastic products conservatively es- 
timated at $1 billion.” 


a Mr. Connelly demonstrated with 
chemicals and electricity to show 
the properties of different plastic 
compositions, and predicted that 
new plastic materials will come 
along within a few years to take 
the place of many products made 
of other substances now in use. 
William T. Cruse, executive 
vice-president of the Society of 
the Plastics Industry, read letters 
from the General Electric Co., Gill- 
ette Safety Razor Co., and the 
Mennen Co. commenting on the 
successful use of plastics for the 
packaging of their products. The 
Mennen Co., Mr. Cruse said, by 
the use of a’new plastic container, 
increased its sale of baby powder 
600% in six weeks when the new 
container first was introduced. 
“The sales possibilities of plastics 
for new products and for new pack- 
ay have only been scratched,” 
r. Cruse concluded. “You will 
see some amazing new develop- 
ments within the next few years.” 


Frankfort Names Stanfield 


Frankfort Distillers (Canada), 
wholly owned subsidiary of Distil- 
lers Corp.-Seagram’s Ltd., has 
named the Montreal office of Har- 
old F. Stanfield Ltd. to handle its 
advertising in Canada. Campaigns 
are being planned to introduce 
Four Roses Canadian whisky. The 
agency directs the advertising of 
two others of the parent company’s 
subsidiaries—Reliance Chemicals 
Ltd. (Reliance anti-freeze) and 
oe Morgan Rum Distillers 

td. 


Names Miss Boyington 

Joyce Boyington, formerly with 
Advertising Publications Inc., has 
been appointed midwest repre- 
sentative in Chicago of Adoma 
Publishing Co., publisher of Efec- 
tos de Escutorio, Modern Retailing 
and Modern Stationer. 


Advertising Age, October 31, 19°9 


Sears Dispatches 
Christmas Catalogs 
to Overseas Buyers 


Cuicaco—Servicemen and civil- 
ians stationed abroad got the jump 
on U. S. customers a week ago as 
Sears, Roebuck & Co. mailed ou 
first copies of its 302-page Christ- 
mas catalog. 

Sears officials said thousands of 
soldiers, sailors and civilians wil] 
soon be able to thumb through the 
holiday books in such places as 
occupied Germany and Austria, oc- 
cupied Japan, Puerto Rico, Virgin 
Islands, the Canal Zone and U. § 
island outposts. 

All catalogs were sent by air 
freight from Chicago, and reached 
their destination within three or 
four days, Sears said, adding that 
the company’s overseas catalog 
service is becoming increasingly 
popular. Orders from the military 
and civilian personnel are han- 
dled by mail order plants in Phil- 
adelphia, Los Angeles or Seattle. 

As soon as overseas catalog ship- 
ments are completed, U. S. cus- 
tomers will get their copies of the 
new book, which contains more 
than 15,000 gift items ranging up 
to $383 diamond rings. For the 
younger girls, there’s a new $9.59 
Toni play-wave doll, complete with 
kit and “lustrous nylon hair to 
wave over and over again.” 


‘Whistler’ Leads on 
Pacific Nielsen List 


Two regional network programs 
led the list on the latest Pacific 
Coast Nielsen-Rating report. “The 
Whistler,” a Sunday CBS show, 
drew a 15.6 rating and “Let George 
Do It,” a Monday Don Lee-Mutual 
program, had a 14.6 rating. 

The first five evening shows 
during August were: 

nk Program 
The Whistler 
Let George Do It 
Adv. of Sam Spade 
This Is Your FBI 
Truth or Consequences 
(3 weeks only) 


Rating 
15.6 
14.6 
14.0 
13.1 


conten 


12.5 


CofC Appoints Brown 


Walter J. Brown, who former) 
handled the national publicity pro- 
gram for the American Chemical 
Society’s 1949 Pacific Chemical 
Exposition and Pacific Industrial 
Conferences, has been named man- 
ager of the publicity department 
of the San Francisco Chamber of 
Commerce. He succeeds John J 
Synon, who has resigned to join the 
Draft-Knight-for-Governor com- 
mittee. 


y st 


You save 
precious hours on 


every production job with 
Faithorn 3-in-l1 service. Finest Typog- 
raphy—master Platemaking and Printing—all 
centered in one convenient place for expert, 
co-ordinated all-inclusive production. Try 
Faithorn 3-in-1 production service—and know 
why so many busy advertising executives find 
it an always ready, always steady life line. 
Write—or telephone WHitehall 4-2300. 
FAITHORN is the ONLY concern in Chicago 


that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 
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“1 read 


Advertising Age 


from cover 


to cover” 
Says 


JACK CORNELIUS 
Executive Vice-President 
BATTEN, BARTON, DURSTINE & OSBORN, INC. 
Minneapolis 


“Reading Advertising Age 
from start to finish, cover to 
cover, is a selfish matter 
with me. It is the quickest, 
easiest way for me to keep 
up to date with the news 
of our business. I have had 
experiences where dissin 
one issue put me over a 


barrel. 


J. C. CORNELIUS 


Executive vice-president in charge of BBDO’s western offices 
and a director of the company, Mr. Cornelius has been a movie 
actor, grocery clerk, athlete and advertising salesman. After a 
taste of merchandising as window-dresser for a haberdashery 
while in college, he began his formal career in advertising with 
the advertising department of the Chicago Tribune. Then, after 
two years as sales manager for a Florida real estate firm, he 
joined Reuben H. Donnelley Corporation. Next, he went with 
the Des Moines Register and Tribune. Then, after two years 
with the Winter Advertising Co. of Des Moines, he moved to 
Minneapolis in 1931 as account representative with BBDO. Two 
years later he became vice-president in charge of the office, 
was elected a director in 1940, and became executive vice- 
president in 1943. Mr. Cornelius originated the “Double Your 
Money Back” theme for Geo. A. Hormel & Co., which won the top 
newspaper campaign award of 1931 . . . conceived the idea of 
the “March of Minnesota” radio program which won the gold 
medal award as the nation’s best radio show of 1933 . . and it 
was under his direction that the Spam campaign was developed 
which won the top magazine award of 1940. He was made a 
director of the American Association of Advertising Agencies 
in 1943... Vice chairman in 1946... and chairman of the Board 
in 1947. Extremely active in civic affairs, he still finds time for 
hunting and fishing—then fills in his “spare” time writing about 
his experiences for outdoor publications. 
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McGrath Charges A&P Uses 
‘Slick, Deceiving’ Ads 

WASHINGTON—The government’s 
anti-trust prosecution, designed to 
break up A&P, is testing a lot of 
things, among them, the wisdom 
of fighting the Department of Jus- 
tice through advertising columns. 

A&P already has forced the de- 
partment to come out from behind 
its shield of official disdain. When 
the first A&P ad appeared, the 
department announced haughtily 
that it does not try its cases in 
public print. 

But with each successive ad, of- 
ficial temperatures rose. When At- 
torney General J. Howard Mc- 
Grath appeared before the National 
Press Club the other day, his ire 
boifed over. At least three times, 
he charged that the food chain is 
using “slick advertising” which “is 
designed to deceive the public.” 

Mr. McGrath and his anti-trust 
chief, Herbert Bergson, say A&P 
conceals its past anti-trust of- 
fenses, and deliberately picks 
words out of context to make the 
public think that “bigness” and 
efficiency are the issue in this case. 
They claim A&P is attacked only 
because it refuses to stop misusing 
its mass purchasing power. 

Presumably everyone is so an- 
gry at this point that the issues 
never will be settled short of the 
Supreme Court. Meanwhile, the 
official comments on advertising 
ere reminiscent of something from 
those dark days of the early New 
Deal. 

e.)hU6©° ~ 

That plan for a revamping of the 
second-class postage privilege an- 
nounced by the House post office 
committee a few days ago, has 
been filed—and forgotten—at least 
for this year. With committee 
members scattered to their home 
districts, Rep. Tom Murray (D.. 
Tenn.), House postal committee 
chairman, probably will hold up 
the investigation, with its impli- 
cation of costly rate increases, un- 
til next year. 

Incidentally, for planning pur- 
poses, it is fairly safe to assume 
that second-class rates will remain 
as they are, at least until Sept. 1, 
1950. Only a legislative miracle 
could put rate increases through 
‘n t'me for an earlier effective 
date. 

ee e« @ 

The Federal Trade Commission 
last week lost one of its most color- 
ful members with the death of 
Ewin L. Davis. Though he was 73, 


how’s your 


letterhead ? 


e Send for our brochure 
“Letterhead Logic” contain- 
ing the check list used by 
experts to test prestige, per- 
sonality, and sales appeal of 
letterhead design. Perhaps 
your letterhead will pass the 
test, but if not, you may be 
just as well off, because we 
have 35 years of “know-how” 
in our background, and can 
speedily deliver genuine en- 
graved letterheads of 100% 
selling efficiency at prices 
much lower than you ever 
expected. “Letterhead Logic” 
is free —just write us on your 
company stationery. 


ronHILLinc. 


270-A Lafayette St., New York 12 


Telephone: Canal 6-6340 
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By STANLEY E. COHEN, Washington Editor. 


Judge Davis remained until the 

end the ardent New Dealer he had 

been when originally appointed by 

President Franklin D. Roosevelt 

in 1933. He had been hospitalized 

since July, after suffering a stroke. 
ee e« @ 

Though Congress is gone, its 
committees are with us yet. The 
House judiciary committee under 
Rep. Emmanuel Celler (D., N. Y.) 
began six weeks of hearings on 
“bigness.” And a special House 
committee under Rep. Frank Bu- 
chanan (D., Pa.) is preparing for 
a “comprehensive” investigation of 
“lobbying.” 

Its report next April may pro- 
vide grist for the 1950 congression- 
al elections. On the other hand, its 


Republican ranks include such ex- 
pert investigators as Rep. Charles 
Halleck (R., Ind.) and Rep. Clar- 
ence Brown (R., O.) so that the 
results may not be so comfortable 
as the “Fair Dealers” anticipate. 

ee e @ 


A Senate interstate commerce 
subcommittee under Sen. Ernest 
McFarland (D., Ariz.) is going into 
something with interesting pos- 
sibilities for television broadcast- 
ers. This committee is asking the 
Interdepartmental Radio Alloca- 
tion Committee for a report on the 
radio frequencies used by the 
armed forces. 

Many of these frequencies could 
be used for industrial and com- 
mercial radio if they were avail- 
able, but the Federal Communica- 
tions Commission has no authority 
to find out whether or not they 
are being used efficiently. The Mc- 
Farland study is a long-shot pos- 
sibility—radio is a big thing in the 
military world, too. 

op © 


The House small business com- 


mittee is accumulating a “file” on 
Canadian newsprint prices. The 
committee has been hearing from 
publishers who feel Canadians 
have “profiteered” on devaluation, 
taking an extra profit for them- 
selves instead of cutting prices 
in line with the devalued status 
of the Canadian dollar. Trouble is, 
the committee has yet to ‘figure 
out what it can do, even if the 
Canadians are profiteering. 
ee © @ 


Agriculture Department is pre- 
dicting rapid growth of a new food 
industry—fruit “essences”—now 
that Congress has passed legisla- 
tion waiving the $9-per-gallon al- 
cohol tax formerly imposed on 
flavor concentrates. Fruit essences, 
under processes developed at the 
Agricultural Research Administra- 
tion’s eastern regional laboratory 
at Philadelphia, are diluted with 
water to provide fruit drinks with 
natural flavor and aroma. 

ee © e 


Weekly newspaper publishers 
are highly respected people, and 
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Congress usually gives them wh 
they want. In fact, Congress is 
alert to their needs, it has giv »y 
them a social security exempti 
without even finding out whether 
they want it. The social secur ty 
expansion bill passed by the Hoi se 
extends coverage to the self-e:y- 
ployed. However, there is a ricer 
exempting publishers of sm,l! 
newspapers. No one knows how 
the rider got into the bill. Cor- 
mittee staff members say they .:s- 
sume the publishers would want it 
that way. 

P. S.: The publishers are trying 
to make up their minds. 


St. Regis Names Douglas V. P. 


V. C. Douglas, with the com- 
pany since 1926, has been named 
vice-president of St. Regis Pa- 
per Co., New York. He makes his 
headquarters in Chicago. 


Hudson Appoints Browder 


George R. Browder has been 
named assistant director of adver- 
tising and merchandising of Hud- 
son Motor Car Co., Detroit. 
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FROM 2 TO 13 MEMBERS 


FROM A CIRCULATION OF 475,912 
TO OVER 2,300,000 COPIES EACH WEEK 
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RICHMOND TIMES-DISPATCH 
September 1949 


PITTSBURGH POST-GAZETTE 
April 1949 


NEWARK NEWS 
August 1949 
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SALT LAKE CITY DESERET ‘EWS 


November 1948 
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British Biscuit 
Makers Start Ad 
Drive in New York 


New YorK—An advertising cam- 
pa gn for English sweet biscuits 
will be launched next month in 
the New York area by the Joint 
Biscuit Manufacturers of Great 
Britain. 

Full pages in b&w will run Nov. 
12 and 19, and Dec. 3, 10 and 17 
in The New Yorker. The News, 
Sun and World-Telegram will 
carry 600-line ads Nov. 10, 17, 22 
and Dec. 1 and 8. On Dec. 15 each 
paper will carry an 800-line ad. 
Foote, Cone & Belding is the 
agency. 

English sweet biscuits, a tradi- 
tion throughout the British Em- 
pire, and well known to many Am- 
ericans, will be offered in colorful 
gift holiday packages which will 
include plain-sweet, custard cream- 
filled biscuits, sugar wafers, butter 
puffs and Scotch shortbread. 

In preparing for the local cam- 


paign, representatives of the Joint 
Biscuit Manufacturers pointed out 
that the full benefits of the recent 
devaluation of British currency 
will be passed on to American 
consumers. None of the six par- 
ticipating companies is increasing 
its sterling prices on shipments to 
America. 

The participating companies are: 
McVitie & Price, Edinburgh; Carrs, 
Carlisle; Jacobs, Liverpool; Craw- 
fords, Liverpool; Peek Frean, Lon- 
don, and Huntley & Palmers, Read- 
ing. 


Starts Agency Newsletter 

A. W. Lewin Co., New York, 
has issued the first in a series of 
agency newsletters, to be known 
as “The Advertising Picture,” 
which will cover various aspects 
of effective advertising and mer- 
chandising. 


Two Name Clements Agency 

Clements Co., Philadelphia, has 
been named to handle the adver- 
tising of Walbeck Foods, Phila- 
delphia, and Blue Anchor Bever- 
age Co., Philadelphia. 


es Minh 


Chesterfield Okays 
But Camel K. O.'s 
‘That Lucky Sun’ 


Ho_Ltywoop—Chesterfield sales- 
man Bing Crosby, unlike Camel 
representative Vaughn Monroe, is 
free to sing “That Lucky Old Sun” 
on his sponsor’s time. 

Variety reported that Monroe, 
who recorded the hit tune for RCA 
Victor, had been told not to use 
it on his CBS Camel-sponsored 
show. “Lucky” to Camels has a 
somewhat competitive connotation, 
it seems. 

Not so for Chesterfield, however. 
The current juke box-disc jockey 
favorite has been given the Crosby 
treatment on his Wednesday night 
show. 


Maxwell Joins ‘True’ 

Murray Maxwell, formerly with 
Esquire and Apparel Arts, has 
joined True, New York, as men’s 
fashion coordinator. 


Heinz Advances Two 


F. T. Sherk, manager of sales 
promotion and advertising, has 
been appointed general sales man- 
ager of H. J. Heinz Co. of Canada, 
Toronto. He also is a director of 
the company. P. E. Gervais, man- 
ager of the Montreal chain store 
branch, has been named manager 
of sales promotion and advertis- 
ing. 


Shoe Group Elects Sabiston 


Eric M. Sabiston, vice-presi- 
dent and general manager of the 
Perth Shoe Co., Perth, Ont., has 
been named president of the Shoe 
Manufacturers’ Association of Can- 
ada. 


Gittins Appoints Boan 


James O. Boan, formerly assis- 
tant editor of the Nebraska Far- 
mer, has been named agricultural 
copy and contact man of Bert S. 
Gittins Advertising, Milwaukee. 


Peck Appoints Kamens 


Irvine Kamens has been ap- 
pointed art director of Peck Adver- 
tising Agency, New York. 
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ohn Budd Compaen 


The Local Touch enables 
us to serve our readers 
and advertisers in a 
totally new and attractive way. 
We take pride in our ability to 
edit a beautiful and worthwhile 
Sunday magazine. 


Kelly-Smith Compan 


Magazine Section in 
paper fills the bill. 


Thirteen weekly newspaper magazines featuring the Local Touch 
for highest reader interest, for greater advertising value 


TOTAL CIRCULATION: OVER 2,300,000 COPIES EACH WEEK 


I'm a local sort of guy \ 
myself. During the war 
1 was interested in far 
places, but now | want to know 
what's going on around me. The 


"Why is the LOCAL TOUCH so important? 


The Local Touch 


will be read when 
my Sunday cheek-and-jowl with local 
and stories. 
——a, 


NEWARK NEWS 

COLUMBIA STATE 

ATLANTA JOURNAL 
INDIANAPOLIS STAR 
COLUMBUS DISPATCH 
HOUSTON CHRONICLE 

SAN ANTONIO EXPRESS 
PITTSBURGH POST-GAZETTE 


SALT LAKE CITY DESERET 
NEW ORLEANS TIMES-PICA 


For further infermation contact any of the following representatives: Branham Company, Cresmer and Woodward, Jann & Kelley, 
Malon 


Reson & Schmitt, O'More & Ormsbee, Sowyer-Ferguson-Walker Compan 
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yertising because it sells 
merchandise, Advertisers 
know that their selling messages 
they are 


ATLANTA JOURNAL 
January 1945 
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RICHMOND TIMES-DISPATCH 
THE NASHVILLE TENNESSEAN 
LOUISVILLE COURIER-JOURNAL 


NEWS 
YUNE-STATES 


‘Practical Builder’ 
Offers Extra Color 
at No Extra Charge 


Cuicaco—Advertisers who use 
12 consecutive spreads during a 12- 
month period either in Practical 
Builder or Building Supply News 
now may use two-color, bleed copy 
without paying more than b&w 
Space rates. 

Harold H. Rosenberg, publisher 
of Industrial Publications Inc., says 
that the new policy offers savings 
ranging from $140 to $320 per two- 
page insertion, depending upon the 
extra color used and the publica- 
tion. It became effective Oct. 1. 

Commenting on the plan, Mr. 
Rosenberg asserts that it is “not 
by any means a price reduction, 
but rather a sincere attempt to 
help manufacturers of building 
and allied products meet and sur- 
mount the new and tougher com- 
petitive conditions of the buyer's 
market which is now here in full 
force.” 


He contends that dominant space 
of the size proposed, plus the extra 
color, “will do a more satisfactory 
job for the advertiser ...substan- 
tially lessening consumer resistance 
at the point of sale.” 

Meanwhile, Brick & Clay Rec- 
ord, also published by Industrial 
Publications, is spearheading an 
industry promotion using the 
theme: “The ’50s belong to clay 
products—Be ready to go!” 

The publication already has 
printed two in a series of three 
stories on the prospects for a ten- 
year boom, describing how indus- 
try members can take advantage 
of it, and has mailed out to sub- 
scribers more than 30,000 stickers 
bearing the slogan, for attachment 
to letters. 


Buchanan Gets Toy Account 

The Los Angeles office of Bu- 
chanan &°*Co. has been named to 
direct the advertising of Toy Pro- 
ductions of Hollywood Inc. A 
$100,000 promotion, using radio ex- 
clusively, will run from Nov. 7 to 
Dec. 13. The product is a me- 
chanical metal toy set of Bugs 
Bunny and Porky Pig, which sing 
and talk. 


Beavan Joins Mogge-Privett 

Herb Beavan, formerly vice- 
president of Brisacher, Wheeler & 
Staff, Los Ange'es, has joined the 
*rvice staff of Mogge-Pr:vett, 
Los Angeles. 


- You even get your ad in a choice 
spot like this when you print it on 
Mystik . . . the patented printing 
material with the self-adhesive back. 

_ Versatile Mystik gets up because 

' it’s easy to put up... just press it in 

Sn YSTIK can be printed and 
ithographed in colors, die-cut to all 
shapes and sizes. Your salesmen 
get Mystik ads up easily! 
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THE GREATEST 
AUTOMOBILE MARKET 
IN AMERICA 
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%*A sportsman with an appreciation of the finer things of life—and the leisure 
and means to enjoy them. For instance, a recent survey shows that Spend-o- 
crats not only own more automobiles but actually drive them farther than 
non-sportsmen. That is why these automotive advertisers use SPORTS AFIELD. 


A.C. Spark Plug Exide Battery National Carbon Co. 
The Casite Corp. Hastings Mfg. Co. Pontiac 

Champion Spark Plug Indian Motocycle Prest-o-lite Battery 
Chrysler Kaiser-Frazer Quaker State Oil 
Crosley Motors Nash Motors Willys-Overland 
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AUTOMOBILE OWNERSHIP 


AMONG MAGAZINE READERS 


Sports Afield 5 A ll ER IS ARE PIERRE WE 


Outdoor Life 948% 
RAIN AER OE NS LE: NOP LETTE COTO NIE 
Esquire 

Sat. Eve. Post 

Newsweek 

Time 

American 

True 

Collier's 

Cosmopolitan 

Argosy 68.1% 

‘Life 65.4% 

“Look 64.6% 

Redbook 61.9% 
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Bakers Step Up 
2-Year Budget 
to $3,000,000 


ATLANTIC CiITy—Plans for ex- 
pansion of the national advertis- 
ing and public relations program 
of the American Bakers Associa- 
tion were outlined at the ABA’s 
annual convention and industry 
exhibit here. 

The program for 1950 and 1951 
calls for an expenditure of $3,- 
000,000, as compared with an out- 
lay of $1,656,876 during the past 
three years, according to associa- 
tion president Arthur Vos Jr., Den- 
ver. 

Financed by contributions from 
the more than 1,100 bakers in the 
association, the ABA drive during 
the past two years has resulted in 
the placing of full-page ads in 
Ladies’ Home Journal, Life and 
McCall’s. The account is handled 
by Foote, Cone & Belding. 


es Full details of the expansion of 
the advertising campaign and the 
media to be used will not be dis- 
closed until completion of the 
fund-raising drive. Bakers’ sub- 
scriptions are based on one-tenth 
of 1% of annual sales. 

Walter H: Hopkins, Chicago, di- 
rector of the program, said that 
under the new plan separate cam- 
paigns will be carried on for bread 
and sweet goods. Previously, ABA 
ads combined the two. 

“Bread copy will emphasize the 
energy-giving qualities of bread 
its nutritious ingredients and the 
fact that, penny for penny, bread 
is the best food buy,” he reported 
“Sweet goods copy will tell the 
homemaker to let the baker do 
her baking and to enjoy herself 
with the resultant leisure.” 

The entire program, which em- 
braces consumer service as well 
as advertising and public rela- 
tions, drew praise from convention 
speakers. 

“Each month this year, millions 
upon millions of Americans have 
seen hard-hitting advertisements 
promoting bakery products in 
many consumer magazines,” said 
Harry W. Zinsmaster, Duluth, ABA 
chairman. “These advertisements 
have not only helped build con- 
sumer confidence in our products 
and services but have also in- 
spired us bakers to do a better 
job of serving the public.” 


ws The public relations segment of 
the campaign is handled through 
Theodore R. Sills & Co., Chicago, 
and the consumer service phase 
has been carried out through the 
industry’s American Institute of 
Baking. 

K. B. Arrington, Caples Co., 
Omaha agency, told the bakers that 
in order to obtain full benefits 
from their advertising they must 
heed the advice of their advertis- 


TO SERVE YOU BETTER... 
"WE HAVE MOVED 
To 321 S. Plymouth C1 
 Ceaege 4, OS 


ing agencies. 

“I have presented advertising 
campaigns to companies where the 
opinions of everyone from the 
janitor to the president’s wife 


were given equal consideration 
with the studied recommendations 
of people who are specialists in 
advertising,” he said. “If you want 
the best results from your adver- 
tising, find adequate, qualified, ex- 
pert counsel and follow it. 

“Newspaper space and radio 
time are too expensive to use 
merely to amuse your secretary or 
your wife.” 

Arrington, an account executive 
on bakery advertising, also warned 
the bakers that the average adver- 
tiser changes his slogan and his 
advertising theme too quickly and 
too often. 

“It is a good thing to remember 
that about the time you are getting 
sick and tired of your slogan or 
your campaign, the general public 
is just beginning to get familiar 
with it,” he declared. “There havye 
been more clever slogans than 
Ask the man who owns one’ and 


‘LSMFT,’ but I am sure you will 
agree that there are few more fa- 
miliar slogans. 

“That familiarity could not have 
been achieved if the Packard Mo- 
tor Car Co. and American Tobacco 
Co. had insisted upon new slogans 
each year or every six months, 
as many advertisers do insist.” 


w Citing consistency in advertis- 
ing as the most difficult lesson 
for the advertiser to learn, he re- 
minded the bakers that “the cam- 
paign is not designed to please 
you, but to sell the public, and 
the two are not synonymous.” 

Mr. Arrington also told them that 
bread is bought because it is good 
to eat and not because of its health- 
giving qualities. Thus, he said, an 
advertising appeal based on health 
is weak. 

“People do not buy food basical- 
ly because of health and nutri- 
tional reasons, despite the fact 
that there are advertisers in the 
baking business who have spent 
important sums of money trying 
to sell the health appeal,” he as- 


serted. “When you go into a res- 
taurant to order your lunch, you 
order what you think will taste 
good to you—not what you think 
will be good for you.” 


Sullivan Named to Board 


Edwin L. Sullivan, advertising 
director of Meredith Publishing 
Co., Des Moines, publisher of Bet- 
ter Homes & Gardens and Success- 
ful Farming, has been elected to 
the board of directors. Mr. Sullivan 
joined the New York office of the 
company as an advertising sales 
representative in 1927 and was 
made advertising sales manager of 
BH&G in 1944. He became adver- 
tising director of the company Nov. 
1, 1948. 


Plans Max Factor Promotion 


Sales Builders Inc., Los Angeles, 
will use magazines, Sunday sup- 
plements, full-color window and 
counter displays and a_ special 
packaging of the Max Factor line, 
using the theme “Glamor in Gold” 
to promote its makeup items as 
Christmas gifts. Full*color pages 
will appear in Life, Parade and 
This Week Magazine. Gift pack- 
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ages will range in price from $1 


$6.50. Ted H. Factor Agency, Lc ; 


Angeles, handles the account. 


Broadcasters Elect Wallace 

Robert Wallace, of WOH); 
Shelby, has been elected preside 
of the North Carolina Associati« 
of Broadcasters. Earl J. Gluck, if 
WSOC, Charlotte, has been nam: 
vice-president, and Jack Youn’s, 
of WEEB, Southern Pines, secr.- 
tary-treasurer. 


Allied Stores Shifts Tucker 


Allied Stores Corp., New York, 
has shifted Earl Tucker, former y 
assistant to the vice-president in 
charge of sales promotion of A\|- 
lied Purchasing Corp. (Allied sub- 
sidiary), to its Syracuse unit, Dey 
Bros. & Co., as sales promotion 
manager. 


Maps Sano Cigaret Drive 


Fleming-Hall Tobacco Co., New 
York, will launch a campaign in 
daily newspapers starting Nov. | 
for Sano cigarets. All ads will fea- 
ture “less than 1% nicotine.” 
Deutsch & Shea, New York, is the 
agency. 


Moran and Mack were a famous blackface comics 
team of a generation ago... a slow-speaking big man 
and an irascible little one, usually engaged in some 


interminable argument. 


_ The big man was telling about his farm, and 


‘Because 


there were 


seek out the better mousetrap, if they suspect there 
is one. And the big companies draw from the small 
much of their executive ability, which carries its 


convictions intact to the new job! 


eeccccese Bae 


how the white horses always ate more than the black 


horses. And when the little man asked how could 
that be, the big fellow scratched his head and said 


he never rightly knew—maybe because there were 
more white horses! 


The big corporation is a black horse on any 


prospect list. Selling it frequently requires a long 
time, a lot of calls, the efforts of major executives, 
and maximum discounts. Many firms will trade 
profit for the prestige of its orders. Giving business 
is often a requisite of getting business...And there 
aren't many big corporations. 

The small company does business with your 
salesman, neither expects nor demands extreme 
concessions. Its buyers aren’t so hard to see. Its 
custom over a long period is more profitable than 
the occasional hard-won big corporation order. 

As a matter of fact, doing business with the 
smaller companies in its field is often the best way 
of getting business from the big ones... which will 


Unions... face a buyer’s market. See 


Acconpinc to the Department of Commerce, 
in 1947 there were only 7,237 firms with more than 
500 employees... and only 44,751 which had more 
than 100 employees... 

But firms which employ from 99 to 4 people 
numbered more than a million—1,045,645! 

The smallest proprietor in the saddest office 
has to have furniture, office appliances, records. 

The smallest service shop needs a surprising 
investment in equipment and tools, and constant 
outlay for materials, supplies and parts; check your 
neighborhood garage, as a single instance. 

The smallest store carries an inventory that is 
large in proportion to its volume of business. 

No business can get along without the business 
of these small companies... And Nation’s Business 
affords the advertiser an unparalleled opportunity 
to sell them! 


CVA...would create a new district, not 


“Labor Trims Ship,” by Donald Robinson. 


1.Q. ano Y.1....High Intelligence and 
Yankee Ingenuity are sought by GE for 
future inventors... Look for “Road Test 
for Brains,” by Mack Taylor... 


Doc PsycHoLocy . . . is important 
knowledge for the roving field makers of 
insurance maps...See ““Maps That Look 


Like the Funnies,” by Richard Tregaskis. 


federal or state, for 9% of nation’s area... 
is a threat to democratic government. 
Read‘ Why aColumbiaValley Authority?” 
by Robert Ormond Case. 

DEPARTMENT STORES... raise sales by 
better layout, traffic flow, and dramatic 
displays ... “It’s Showdown Time for 
the Retailer,” by Jack B. Wallach. 

And a dozen other significant and 
timely articles for the business man. 
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Along the Media Path 


e Television makes its bow today 
(Oct. 31) in Rock Island, Moline 
and East Moline, Ill., and Daven- 
port, Ia., with WOC-TV, Daven- 
port, taking the air with regularly- 
scheduled TV programs. A second 
Quad-Cities video outlet will be- 
gin operations early in 1950 when 
WHBF, Rock Island, starts pro- 
gram schedules. 

The Rock Island Argus and Mo- 
line Dispatch marked the occasion 
Oct. 18 with special television sec- 
tions. Each paper carried more 
than 35,000 lines of local and gen- 
eral advertising in its section. 


e As a feature of National News- 
paper Week, the South Bend Tri- 
bune made available to high 
schools in its area one of the coun- 
try’s most valuable collections of 
newspapers. The originals, col- 


lected by Daniel J. Kelly Jr., con- 
tain news stories of the signing of 
the Declaration of Independence, 
Washington’s inauguration, the as- 
sassination of Lincoln, and both 
World Wars. 


e The story of CBS television is 
pictured graphically in a new 
book, “Close-up,” just published 
by the network. With dozens of 
pictures and accompanying text, it 
details the history of a single video 
program from its start to the ac- 
tual time on the air. 


e The American Weekly not only 
has aroused plenty of reader in- 
terest in classified advertising but 
has helped locate the owners of 
unclaimed bank deposits through 
the unusual promotion. In its first 
“Classified Opportunities” column 


in the Sept. 11 issue, the magazine 
ran a special notice listing the 
names of a dozen persons who 
held unclaimed deposits in banks 
from Maine to California. Within 
a week, seven of the individuals 
were located. 


e Men’s wear and women’s shoes 
are the latest survey subjects cov- 
ered by Crowell-Collier Publish- 
ing Co. A study of the Collier’s 
market provided data on the men’s 
wear field, while the “Feminine 
Viewpoint on Footwear” was com- 
piled from a study of women read- 
ers of American Magazine. 


e The Transcript, Holyoke, Mass., 
marking 100 years of continuous 
publication, issued its biggest edi- 
tion to date with a 64-page affair 
on Oct. 18. The Transcript has 
been a daily for the past 67 years, 
and Mrs. Minnie Ryan Dwight, 
who is 76, is its editor and pub- 
lisher. 


e Paul A. Amundsen, editor and 


been appointed to the newly-crea- 
ted position of feature editor of 
Traffic World, Washington, D. C. 


e@e The Columbus Dispatch tele- 
vision station, WBNS-TV, was 
formally dedicated Oct. 15 with 
ceremonies in its new building. 
The new “Tele-Center” is the first 
to accommodate video studios and 


transmitter facilities in a structure 
with standard industrial framing. 
The structure, designed and built 
by the Austin Co., Cleveland, 
houses all facilities of WBNS-TV 
and the FM transmitter for WELD, 


publisher of World Ports, has also | both Columbia Broadcasting Sys- 


more white horses! : 


With more than 650,000 circulation 
twice that of any general business magazine— 
Nation’s Business not only gives the advertiser 
thorough representation in large firms, but un- 
equaled coverage of smaller businesses...simply 
because there are so many more smaller firms! 


almost 


and conditions which affect all business...affords 
a basic background of significance, interpretation 
and understanding which gives any business man 
a basis for judgment, planning and action—more 
valuable than the bare news of business, or the 
delineation of business methods and processes, 


amply covered in other publications. 


= 


Many NB subscribers in smaller businesses are 
reached by no other business publication! 

Nation’s Business also has more appeal and 
interest to the smaller business because it concerns 
itself with the philosophy of business, the trends 
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the field! 


The unique service of Nation’s Business to its 
readers is evident from the records ... The NB 
subscriber pays $15 in advance for a three-year 
subscription. And 60% renew—highest rate in 


If your advertising is not in Nation’s Business 
... you re missing much of the potential in today’s 
business market. And if you don’t know as much 
as you should about Nation’s Business, a call to 


the nearest office will bring you the facts. 


NATIONS BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, DETROIT, CLEVELAND, SAN FRANCISCO AND LOS ANGELES 
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tem affiliates. It was designed to 
permit the addition of AM and FM 
studios, and a general office build- 
ing in an integrated broadcasting 
layout. 


e The New York Times printed a 
28-page “Winter Vacation Pre- 
view” section with its Sunday, 
Oct. 23, issue. The standard-size 
section carried 45,508 lines of ad- 
vertising, placed by 340 U. S. and 
foreign advertisers. 


2 Effective with the November is- 
sue, Apparel Arts will preview Es- 
quire’s fashion pages to the men’s 
apparel industry three months in 
advance of publication in the latter 
magazine, instead of the present 
17 days. G. T. Sweetser, publisher 
of both magazines, said retailers 
asked for more time in order to 
line up this merchandise and plan 
integrated promotions based upon 
the fashion themes. 


Advertising Typographers 
Elects Kovats President 


Harry O. Kovats, secretary- 
treasurer of Runkle-Thompson- 
Kovats, Chicago, was elected presi- 
dent of the Ad- 
vertising Typo- 
graphers Associa- 
tion of America 
Inc. at the annual 
convention in 
Asheville, N. C. 

Other officers 
elected are: Ist 
vice-president, 
Hubert J. Echele, 
St. Louis; 2nd 
vice-president, 
M. G. Hayden, 
Cleveland; and 
treasurer, Mrs. E. W. Shaefer, New 
York. Albert Abrahams is execu- 
tive secretary. 


Harry Kovats 


Systems Publishing Names Carr 


Systems Publishing, Columbus, 
O., has appointed Roland M. Carr, 
formerly- head of his own consult- 
ing service, as managing editor for 
the production of Food Machinery, 
Packaging Systems and Universal 
Engineer. : 


Katz Appoints Alice Ross 


Joseph Katz Co., New York, has 
appointed Alice Ross, formerly 
with the media department of 
Franklin Bruck Advertising Corp., 
as time and space buyer. 


Forms New Product Division 
Presba, Fellers & Presba, Chi- 
cago agency, has established a new 
product division, which is under 
the direction of Norman Kraff. 
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AGGRESSIVE YULE PROMOTION 
—Announcing its Christmas gift lay- 
away plan, Hollands, jewelers with a 
single outlet on Chicago’s south side, 
launched in the Chicago Daily Tribune 
of Oct. 20 a campaign in newsprint color 
picturing, describing and pricing a 
pageful of holiday items. The first of a 
series of color pages Hollands has sched- 
uled to run exclusively in the Chicago 
Tribune before Christmas, the page 
shows how the Tribune’s zoned adver- 
tising facilities enable an enterprising 
neighborhood merchant to make use of 
color and dominant space in building 
patronage from the people best able to 
trade with him. (Adv.) 
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You Ought fo Know . . . w. ravi jones 


W. Paul Jones, president and 
general manager of Servel Inc., 
Evansville, Ind., manufacturer of 
gas refrigerators, water heaters and 
air conditioners, started his bus- 
iness career as a 
soda jerker while 
in college. 

Needing more 
money to stay at 
college, he and a 
cousin each bor- 
rowed $900 from 
relatives and 
bought the con- 
fectionery store 
where they were 
employed. This 
was in Oakland 
City, Ind. 

With only $15 capital between 
them, after they had bought the 
business, they operated their store 
on hope and credit for a time but 
kept going long enough to finish 
college. They finally sold out at a 
small profit. It had been touch 
and go and hard work every day, 
but they had succeeded in what 
they had set out to accomplish. 

The incident is noteworthy as 
an early indication of a quality in 
Jones that time has developed and 
experience has crystallized into a 
philosophy. 

As he himself expresses it, 
“there’s really only one satisfying 
thing that anybody can achieve in 
life and that’s a sense of ac- 
complishment.” 

“But doesn’t accomplishment 
mean different things to different 
people?” he was asked. 

“Naturally,” he replied. “The ac- 
complishment of a business man is 
different from the accomplishment 
of a soldier, or of a scientist, or of 
an artist. But each man in his own 
field inevitably strives to do some- 
thing that he considers worth 
while, that will give him the 
satisfaction of a difficult job well 
done, or a sense of accomplish- 
ment.” 


W. Paul Jones 


@ Jones’ own career exemplifies 
the point. Next to the eldest of 
eight children, he was born on a 
farm near Sugar Ridge, Ind., 47 


pool Hotel in Indianapolis, where 
he became acquainted with a num- 
ber of celebrities, including Eddie 
Cantor, Al Jolson and the late Sam 
Gompers, then president of the 
AFL. 

But none of those jobs paid well 
or promised any future. Infatuated 
by the romance of Hollywood, he 
sold films to movie theaters on a 
commission basis, but the commis- 
sions were not always forthcoming 
and some of the people he had to 
do business with also helped to 
disillusion him. At length he be- 
came a door-to-door salesman, 
which was a turning point in his 
career. 


a From that time on, he says, he 
never had any fears about earning 
a livelihood. When he found that 
he could overcome the suspiciofs 
and frequently hostile attitude of 
householders, win their good will 


and make sales, Jones knew he 
was a salesman and also that he 
had accomplished something of 
more lasting value than money in 
the bank, for he had gained con- 
fidence in himself. 

His experience in cold selling 
stood him in good stead later when 
he answered a newspaper ad and 
sold himself to the branch man- 
ager of the Frigidaire Corp. at 
Indianapolis. There, after a short 
time, he became service manager 
of the branch. Three years later, in 
1923, he became sales manager 
of the A. F. Wood Co. in Evans- 
ville, a distributor of household 
mechanical refrigerators. In 1928, 
he became president and general 
manager, and a part owner, of the 
Refrigeration Products Co., also in 
Evansville. 

At the end of 1929 he was in- 
duced to join the Servel organiza- 
tion as educational director. Less 
than a year later he was made 
advertising and sales promotion 
director of the company. 


a “What I knew about advertising 


in those days,” he says now, “could 
be written in one word: nothing. 
Having no experience in the field, 
I was the proverbial fool who 
stepped in where angels fear to 
tread, and although I stubbed my 
toes and barked my shins I also 
learned a lot of things that I’ve 
never forgotten.” 

He read every book and maga- 
zine he could get on the subject of 
advertising; he talked with other 
advertising men at every oppor- 
tunity; he visited printing plants, 
photoengravers; he attended con- 
ventions. By intensive study and 
concentrated effort, he concedes, 
he acquired “a rudimentary work- 
ing knowledge of advertising.” 


a “One of the still memorable 
things about that period,” he says, 
“was the eagerness with which I 
read ADVERTISING AGE every week. 
I used to glance through it as soon 
as it came, and then took it home 
with me and made copious notes 
about people and developments I 
wanted to follow up.” 

Among the highlights of Mr. 
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Jones’ career as advertising mar - 
ager of Servel were four importa: t 
developments. He started the con - 
pany’s plant and dealer public: - 
tions. He was instrumental 1 
helping to formulate the compan) 's 
policy of selling mechanical r-:- 
frigerators through appliance deze - 
ers. He was largely responsible for 
creating the company’s dealer se'- 
up, and he launched the compan) 's 
first $1,000,000 advertising cam- 
paign in 1933. 

In December of the following 
year he left Servel to become exev- 
utive vice-president of the Fair- 
banks-Morse Home Appliance (o. 
at Indianapolis. While in that po- 
sition he served also as vice-pres- 
ident and as a director both of the 
Indianapolis Employers Associa- 
tion and the Indianapolis Chamber 
of Commerce. 

Five years later, in 1939, he 
joined the Philco organization as 
president of the Philco Refrigera- 
tor Co. in Philadelphia. The re- 
sponsibilities of his position com- 
pelled him to learn more about 
engineering principles and produc- 


HOME: 


Meeting Place for Decision-Makers 


f | years ago, and christened Welton 
Paul, His father was employed in 
| the Francisco mine there, and 
young Paul knew few luxuries in 


a | childhood. 

After earning his way through 
Oakland City College, a business 
; and technical school, where he 


acquired a knowledge of stenog- 

| / raphy, which he still uses with pro- 
ficiency, he tried a number of 

! jobs. He sold magazine subscrip- 
* tions. He was a clerk for a time 


at the cigar stand in the old Clay- 


Seles Manegement’s Survey cf Buying Power 
Cope 1949, further reproduction not hcemsed 


1. in the home that needs and wants arise. 


It’s in the home that decisions to buy are 
made—on everything from toothpaste to 
television sets, towels to tires. 


It’s in the home that brand preferences are 
built—through experience, reputation, word- 
of-mouth conversation and advertising. 


That’s why Better Homes & Gardens is truly 
“America’s Ist Point of Sale.” 


Not 


just because it goes directly to over 


”? 


BH&G is “America’s Ist 
because of its unique standi 


3233,126- 
6 months’ ABO ownage! 


oint of Sale 


with readers. 


Unlike any other magazine with that much 
circulation, it gives them 100% pure Service 
content on the topics that interest them 
most—ways to improve the home and enjoy 
better living. 


It spurs them to action by suggesting that 
they do things—and have things—that are 
modern, worth-while, beneficial to the whole 
family. And since these things involve the 
spending of money, America’s First Service 
Magazine opens the reader’s mind to the 
buying impulse. 


If you’d like to have this impulse directed 
toward your product in three-million-plus 
select homes, sit down for fifteen minutes with 
a Better Homes & Gardens representative. 


P.S. For a real eye-opener ask the BH&G 


America's ¢ Rint of Sale 


A SCREENED MARKET OF MORE THAN 3,000,000 BETTER HOMES 
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tion techniques. This new knowl- 
edge gave him new interests and 
he became the inventor and pat- 
enter of several designs and re- 
{rigeration features. One of these 
vas the development of the mod- 
ern horizontal type freezing cham- 
ber or evaporator used in mechan- 
ical refrigerators, which he de- 
veloped for Philco in 1939 and 
which .set the structure for later 
designs. Because of his work in 
this field he was elected an honor- 
ary member of the American So- 
ciety of Refrigeration Engineers. 


s During the war, Jones served on 
industry advisory committees of 
the Office of Price Administration 
and the War Production Board, 
and also was a sponsor of the 
American Theater Wing Canteen 
Service. 

He has served as a director of 
several corporations, including the 
Phileo Television Broadcasting 
Corp., Southeastern Industries Inc., 
R. E. Investment Corp., Rex Mfg. 
Co. and the Kellett Aircraft Co. 

He was one of the founders arid 


is a trustee of the National Sales 
Executives Council, and has lec- 
tured frequently on sales prin- 
ciples, distribution and economics. 

Last August Jones was elected 
president and general manager of 
Servel, succeeding Louis Ruthen- 
burg, who was elected chairman of 
the board. 

“The most cheering thing about 
returning to Evansville,” he says, 
“was the wholesome, genuine 
friendliness with which my wife 
and I were greeted. My old friends 
from Servel, as well as those who 
came after I left in 1935, seemed 
honestly glad to see us. 

“It was really a help, too,” he 
added, “because it had been hard 
to leave our friends in Philadel- 
phia. We had built our home there, 
and until I decided to return to 
Servel, we thought we were set- 
tled for the rest of our lives.” 


ws At present, Jones is spending 
almost 16 hours out of every 24 
strictly as president of Servel. 
When he can find leisure again he 
expects to resume golf. His score 


reportedly runs between 85 and 
95. 

He also enjoys a game of his 
own invention which he calls 
“soquet.” He explains it as a com- 
bination of golf and croquet. 

“It all started,” he says, .“be- 
cause I felt croquet needed some- 
thing to give it a little more zip. 
I always wanted to really sock a 
croquet ball. So I set up a course 
with 18 wickets far enough apart 
so that it takes at least one good 
hefty swing to get the ball from 
one wicket to the next.” 

A greater, more intimate and 
ever-growing interest in his life 
is his young grandson, Robert Jo- 
seph Theis Jr., born this year to 
the Jones’ only daughter, Peggy, 
who married the son of E. F. Theis, 
associated with Mr. Jones in bus- 
iness off and on for many years. 

As to the future, Servel’s pres- 
ident is optimistic. He believes 
1950 will be a good business year. 
Plans and schedules for his own 
company’s advertising have not 
yet been worked out, but he be- 
lieves they will not be less than 


this year. More stress will have tc 
be placed on selling, he knows, 
and more scientific sales methods 
will have to be developed to meet 
changing conditions. 


Andrews Files for Charter 
to Operate Midwest Stations 


An application is being filed 
with the Illinois Secretary of State 
for a charter for L. W. Andrews 
Inc., being organized to build and 
operate a series of radio stations in 
the Midwest. Mr. Andrews is a 
radio consulting engineer in Dav- 
enport. 

Licenses already granted by the 
FCC for Stations WTIM, Taylor- 
ville, Ill.; KRAO, Red Oak, Ia., and 
KFMA, Davenport, are to be as- 
signed to the Andrews corporation, 
according to Mr. Andrews. The ap- 
plication for the Illinois charter 
asks permission to issue $200,000 
in capital stock. 


Issues ‘Who Gets the Air?’ 


National Association of Broad- 
casters has issued a 64-page book, 
“Who Gets the Air?,” which 
covers the international problems 
in radio broadcasting. 


Elgin Watch Plans 
Fall Magazine and 
Newspaper Drive 


E.cin, Itt.—Elgin National 
Watch Co. will use full-page mag- 
azine insertions in a pre-Christmas 
campaign boosting Elgin’s Dura- 
power mainspring, the fact that 
the company won a Fashion Acad- 
emy award for its watch styl- 
ing, and endorsements by “best- 
dressed” men and women. 

Four-color and b&w pages have 
been scheduled to run through De- 
cember in American Weekly, Col- 
lier’s, Esquire, Farm Journal, Har- 
per’s Bazaar, Life, Look, National 
Geographic, The New Yorker, New 
York Times Magazine, Progres- 
sive Farmer, The Saturday Eve- 
ning Post, Seventeen, True Story 
and Vogue. 

In addition, Elgin will place un- 
usual emphasis on its newspaper 
advertising, with 250 dailies in ma- 
jor markets on the list. Insertions, 
some in two colors, will run as 
many as three times in each paper. 

About 70 college and university 
papers also will be used by the 
company to reach the student mar- 
ket, and dealers will be supplied 
with a point of sale promotion kit. 

J. Walter Thompson Co., Chi- 
cago, directs the account. 


Best Foods Launches 
Campaign for Nucoa 


Best Foods, New York, has 
launched a newspaper campaign 
across the country to introduce and 
promote a new Measure-Pak for 
Nucoa white margarine in ap- 
proximately 360 papers. The cam- 
paign will run for a _ ten-week 
period in states permitting mar- 
garine sales. 

Ads for Nucoa yellow margarine 
will be placed in states allowing 
coloring. The Measure-Pak is di- 
vided into four quarters. Benton 
& Bowles is the agency. 


DuMont Moves Division 


Allen B. DuMont Laboratories 
Inc. has moved its receiver sales 
division to 35 Market St., East Pat- 
erson, N. J. The move affects na- 
tional receiver sales, advertising 
and order administration depart- 
ments. Offices also will be main- 
tained at 515 Madison Ave., New 
York. 
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ZONE MARKETING STRATEGY — 
Opening gun in the drive by S&W Fine 
Foods to capture the Chicago market 
section by section was the first of a 
series of newsprint color pages (above) 
which appeared Oct. 16 in the metro- 
politan section circulated exclusively 
among Chicago Sunday Tribune fami- 
lies in the north segment of Chicago and 
suburbs. By utilizing the Tribune’s 
zoned circulation facilities, S&W is able 
to concentrate its consumer promotion 
on the families in the localized area in 
which its sales force at the same time is 
intensively cultivating the retailers. 
After winning one section of the mar- 
ket, S&W can use the same Chicago 
Tribune technique to capture in succes- 
sion the other four segments of Chicago 
and suburbs: for which the Chicago 
Tribune publishes exclusive metropolli- 
tan sections. Foote, Cone & Belding’s 
San Franciscooffice isthe agency. (Adv.) 
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Business Papers’ 
Income Climb Levels 
Off, Says Duffield 


New YorK—“My guess is that 
we have come to the end of the 
upward climb in income of busi- 
ness papers and that we will be 
on a plateau during the 1950s,” 
Eugene S. Duffield, senior vice- 
president, publication division, Mc- 
Graw-Hill Publishing Co., pre- 
dicted at a luncheon meeting of 
New York Business Paper Editors 
Oct. 21. 

Mr. Duffield pointed out that, 
while business papers constitute a 
financially sound industry, produc- 


CUT RISING COSTS IN 


ADVERTISING PRODUCTION 


ie CRAFIINT 


DOUBLETONE 


Drawing Papers 


tion costs have squeezed profits. 
Along with a 50% increase in 
printers’ production bills, he said 
that sales costs are rising. 

Reviewing editorial develop- 
ments, Mr. Duffield urged business 
paper editors to develop more 
fully the technique of “capsule 
journalism” or digest news in de- 
partmentalized sections. 

He also warned that business 
papers must make greater use of 
picture stories. He said that busi- 
ness papers have not yet learned 
how to tell a story with pictures, 
but will have to use this “new 
medium of communication” to give 
readers the business news as 
quickly as general news maga- 
zines. 


Brand Names Offers 
Ads to Magazines 


Brand Names Foundation, New 
York, is making available a new 
series of ads to magazines and bus- 
iness papers during 1949-50. This 
is the second such series, promot- 
ing brand names recognition. The 
foundation reports that the first 
series appeared 211 times in mag- 
azines with a total circulation of 
more than 89,000,000. 

Copy and design of six consum- 
er ads were contributed by Need- 
ham, Louis & Brorby, Chicago; and 
Batten, Barton, Durstine & Osborn, 
New York, contributed six ads di- 
rected to merchants. 
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You Name 


the Budget 
We Meet It 


SAY you're hep to the fact that doctors have it to spend and spend 
it—for hats, refrigerators, drugs or diagnostic equipment. 


You have X dollars to spend for advertising your product to this M.D. 


(more dollars) Market. 


You'll want the State Journal Group—reaching every member phy- 
sician in 42 states, printing local medical news, wielding local influence. 


From there on it's easy. Just write for our 29 Space Plans, including 
one tailored to fit your appropriation. Then take the day off! 


To see the 29 Space Plans, write ‘‘Budgets,"’ and address 


STATE JOUR 
COOPERATIVE MEDICAL 


NAL GROUP 
ADVERTISING BUREAU 


OF THE AMERICAN MEDICAL ASSOCIATION 


535 N. Dearborn Street 


ALABAMA, Journal of Med. 


Assn. of 
ARIZONA Medicine 
ARKANSAS Med. Society, 
Journal of 
CONNECTICUT State Med. 
Journal 


’ DELAWARE Med. Journal 


DISTRICT OF COLUMBIA 
Med. Annals of 

FLORIDA Med. Assn., 
Journal of 


' GEORGIA, Journal of Med., 


Assn. of 
HAWAI! Med. Journal 


INDIANA State Med. Assn., 


Journal of 

IOWA State Med. Soc., 
Journal of 

KANSAS Med. Soc., 
Journal of 


KENTUCKY Med. Journal 

MAINE Med. Assn., 
Journal of the 

MICHIGAN State Med. Soc., 
Journal of 

MINNESOTA Medicine 

MISSOURI State Med. Assn., 
Journal of 

NEBRASKA State Med. 
Journal 

NEW ENGLAND Journal of 
Med., Mass., New Hamp.) 

NEW JERSEY, Journal of 
Med. Soc. of 

NEW ORLEANS Med. and 
Surgical Journal 

NORTH CAROLINA Med. 
Journal 

NORTHWEST MEDICINE 
(Oregon, Washington, 
Idaho & Alaska) 


Chicago 10, Illinois 


OHIO State Med. Journal 

OKLAHOMA State Med. 
Assn., Journal of 

PENNSYLVANIA Med. 
Journal 

ROCKY MOUNTAIN Med. 
Journal (Cole., Utah, 
Wyo., New Mex., Mont.) 

SOUTH CAROLINA Med. 
Assn., Journal of 

SOUTH DAKOTA Journal of 
Med 


TENNESSEE State Med. 
Assn., Journal of 

TEXAS STATE Journal of 
Med. 


VIRGINIA Med. Monthly 
WEST VIRGINIA Med. 
Journal 


WISCONSIN Med. Journal 


34 Journals Covering 


42 States 


One contract! One monthly statement! 
One piece of copy! One original plate per insertion! 


Ad Budgets Won't 
Increase in 1950, 
Junior Admen Told 


PHILADELPHIA—Though selling 
will be more competitive in 1950, 
business will not spend more 
money on advertising, Junior Ad- 
vertising Club members were told 
at their second annual fall forum 
on Oct. 20 at the Poor Richard 
Club. ; 

Agencies will have to work 
harder to make their appropria- 
tions stretch and to convince cli- 
ents that advertising is good for 
them, leaders of the forum agreed, 
and deplored the negative attitude 
shown by many businesses which 
curtail advertising in direct rela- 
tionship to a declining sales vol- 
ume. 

Survey results indicate that 
agencies are recommending better 
point of purchase selling, more 
new products, better package de- 
sign, little television advertising 
until it proves itself, and stronger 
business paper, direct mail and co- 
operative advertising to clients 
with declining sales. 

Robert S. Wood, advertising 
manager, Autocar Co., said that 
manufacturers have found they 
can’t live by manufacturing alone, 
but they will advertise their pro- 
ducts rather than their grand- 
father’s reputation. “What will it 
do?” is the big question they are 
going to ask space salesmen, he 
said. 

Panel members at the forum in- 
cluded Thomas Prendergast, treas- 
urer, John Wanamaker Co.; Sam- 
uel L. Evans, director, Cooperative 
Education Extension Service; 
Roger Barton, editor of Advertising 
Agency, and Mr. Wood. 


Sponsors Safety Club Show 


Orange Crush Ltd., through 
Harry E. Foster Advertising, To- 
ronto, is sponsoring a new radio 
show for children, “The Orange 
Crush Safety Club,” two days a 
week over seven English and 
French stations. Every program 
features a safety hint of the day 
and from time to time safety in- 
terviews, club news and special 
events, plus an adventure serial. 


To Kircher, Helton & Collett 


Rieger Mfg. Co. has named 
Kircher, Helton & Collett, Dayton, 
to handle the advertising for Rie- 
ger Rainger lawn sprinklers and 
Rieger Hose-Line feeders. 
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Out now, Noah, with the words, 


verse nor guarantee to return 


Come on in, the Water's Fine 


Come on, Roget, lay it on with your intensifiers. 
Spread them thickly on the layout, very smooth to swallow, 
Dress them in typography the eye will love te follow. 


Pour it on her—minus mercy, never make it less 
Than stupendous or terrific—perfect happiness. 
Say the world will fall about her, life will be passe, 
If she doesn’t rush right down and get a box today. 


Sing it, say it, dance it, play it, anyway to bark it. 

Let the wary housewife know your product’s on the market. 
Tease her, haunt her, flatter, flaunt her, cagey as a fox, 
Put her wise to whisperings—she’ll have to buy a box. 


Tie her up with adjectives ’til someone comes along 

To steal your fickle friend away ’mid a sweeter song. 
Put something in, or better still, 
And start the cycle over with a shout, a shout, a shout! 


Dozens of AA readers have used this column to unburden 
themselves of weighty poetic feelings about one or another 
aspect of advertising. How about you? AA does not pay for 


the doers, not the diers, 


you might take something out 


JOHN H. SUTTNER, 


Keck-Franke, Oconomowoc, 
Wis. 


contributions. 


Video Film Spot 
Maker Suggests 5 
Ways to Cut Costs 


New YorK—Larry Gordon, pres- 
ident of Television Features, has 
suggested the following methods 
of achieving economy, without 
sacrificing quality, in video film 
spots: 

1. Use a magnetic tape record- 
ing machine. This enables the di- 
rector to play back sound takes 
immediately after taking them and 
thus eliminate guess work. 

2. Design scripts to be economi- 
cal in the first place. Put across 
the client’s message as efficiently 
as possible rather than try to sell 
him on a super deluxe animation 
treatment when the idea can be 
conveyed more simply. 

3. Group announcements for 
production. “More and more spon- 
sors are beginning to realize the 
wisdom of this,” Mr. Gordon 
points out. “They must when they 
see the reductions in cost of cam- 
era crews, settings, lighting, trans- 
portation and talent. In brief, if 
a sponsor is planning to use a 
series of five spot commercials 
throughout the year, it is cheaper 
to have them all shot at once, 


even to the point of using a great 


deal of the same film in all five 
spots.” 


w 4. Use story boards as a meth- 
od of presentation. This cuts down 
on the time spent in consultation 
as well as on the set during shoot- 
ing. “In this way a clear, concise 
visualization can be conveyed from 
producer to agency to client and 
back again, and okayed without 
loss of time, energy, personnel and 
money due to lack of understand- 
ing of the problem or misinterpre- 
tation of ideas,’ Mr. Gordon con- 
tinued. 

5. Television Features also saves 
future costs for the advertiser by 
shooting additional footage which 
can be edited as spots and 20-sec- 
ond station breaks at slight extra 
cost. 

This TV film company, set up 
two years ago by Mr. Gordon, has 
filmed announcements for Lincoln- 
Mercury, Kaiser-Frazer, Revlon, 
The Saturday Evening Post and 
others, its one-minute spots cost- 
ing from $750 to $1,500. 


Screen Process Group to Mee! 


The first annual convention of 
the Screen Process Printing As- 
sociation, International, will be 
held at the Hotel Cleveland, Cleve- 
land, Nov. 7-9. A minimum of 1,000 
is expected to attend. 
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Jwens-Fiberglas 
Takes Products 
on Tour of U.S. 


CuIcaco—Owens-Corning Fiber- 
gias Corp. of Toledo corralled its 
diverse Fiberglas products, built 
409 mockups and 100 exhibits, add- 
ed liberal doses of professional 
showmanship and has now turned 
its all-Fiberglas road show loose 
for an extended tour of major 
cities throughout the country. 

A flawless performance in Chi- 
cago opened the company’s grand 
tour. Three youthful commenta- 
tors, whose timing and change of 
pace left local architects, engi- 
neers, builders, contractors and 
manufacturers both entertained 
and impressed, ran through a host 
of hard-hitting product demon- 
strations. 

Barely 20 years old, Fiberglas 
now has several hundred varied 
applications, ranging from _ air- 
plane and home insulation through 
fly casting rods to curtains for the 
home. 


s The present road show is an ef- 
fort on the part of the company 
to assemble many familiar and 
unfamiliar products under one 
tent for the purpose of demon- 
strating their uses and advantages 

While many of the items in the 
Owens-Fiberglas catalog are con- 
sumer-use items or end up in con- 
sumer products, the demonstra- 
tions will be open primarily to 
industrial users and merchants, for 
the purpose of doing an over-all 
sales job with such buyers. 

Opening the demonstration, the 
commentators explain the advan- 
tages of Fiberglas curtains, which 
can be washed and hung seven 
minutes after taking them down, 
without ironing; severely flex sev- 
eral fishing rods without damage 
and then wrap ice cream in Fiber- 
glas, put it in an oven with an 
unbaked cherry pie, leave it there 
for a half hour and then remove 
it—still hard as a brick. 


s Demonstrators manage to work 
an impressive amount of audience 
participation into the show, with 
such stunts as getting a member 
of the audience to dent sheet steel 
with a sledge hammer, while 
Fiberglas reinforced plastic resists 
the impact without damage. 

Comparative prices and proper- 
les also found their way into the 
presentation in a painless and ef- 
lective manner. 

Although company officials in- 
sist that it is too early to decide 
how long the series will last or 
how the product-selling stories 
will be adapted to consumer ad- 
vertising, the show undoubtedly 
will become a valuable source book 
for any future consumer publica- 
on or television campaign. 


Smith to Power Post 


_H rold A. Smith, formerly pub- 
ie :clations director of Young & 
Rub -am, has been named associ- 


ite oublic relations director of 
ican Gas & Electric Service 
Before joining Y&R in 1942, 
Mr. Smith was promotion man- 
‘ge: of Liberty for five years. Har- 
ty \ ogargee will continue to head 
Ame ican Gas & Electric’s public 
tela’ ons department. . 


Col: on Co. Appoints Lee 


C: son Co., Paris, Ill, litho- 
fa} cer, has appointed George N. 
“€e. formerly with Brett Litho- 
‘tap ing Co., as sales manager of 
€ «astern division with offices at 
LE 42nd St., New York. 


Union Oil Names Linden V. P. 


Roy Linden has been elected a 
Ce->resident of Union Oil Co., 
“S Angeles. He will continue as 


Crosley Promotes Murphy 


John T. Murphy has been named 
director of television operations of 
Crosley Broadcasting Corp., Cin- 
cinnati. Mr. Murphy, formerly 
manager of WLW-D, Dayton, 
Crosley station, will have general 
supervision of Crosley stations in 
Cincinnati and Columbus in ad- 
dition to Dayton. H. P. Lasker, 
sales manager of WLW-D, has been 
appointed general manager of that 
station. A. Donovan Faust, pro- 
gram director of WLW-D, has been 
named assistant manager and will 
continue as program director. 


Gould Paper Names Fowler 
Joseph Fowler, formerly on the 
sales staff of Hollingsworth & 
Whitney Co., has been named sales 
representative of Gould Paper Co. 
He will make his headquarters in 
the company’s New York office. 


Berk, Organizer 
of FC&BL, Resigns 


New YorkK—Harry Berk, who 
organized Foote, Cone & Belding’s 
international division and _ re- 
mained to become president of 
FC&B International, last week re- 
signed. He will be succeeded by 
Emerson Foote, president of the 
domestic company. 

Mr. Berk organized the division 
shortly after joining FC&B as a 
vice-president, after serving as a 
colonel in the Army. Prior to the 
war he operated his own advertis- 
ing and public relations company, 
and spent seven years with J. 
Stirling Getcheli Inc. 

After spending most of the past 
eight years abroad, Mr. Berk said 
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he plans to remain in the U. S., 
and will retire from the interna- 
tional field. During his tenure, the 
international company acquired 
some 35 clients. 


boxes and metal box displays. 
Both will use jewelry publications. 


covered from coast te coast. Phetes with 
Sarton tonto Rea an atts caus Pstos wi 


Si Write for booklet { 


38 PARK PLACE, NEWARK 2, 


Two Name Braitsch Agency 
Arthur Braitsch Advertising, 
Providence, R. I., has been named 
to handle the advertising of Curtis 
Jewelry Mfg. Co., Providence, and 
Diamond Paper Box Co., Thorn- 
ton, R. I., manufacturer of paper 


n.J. 


Reproduction of Genuine Glossy 
1 Photos in Quantities 
635¢ 


EASY CHART 


in 500 and 750 QUANTITIES 
(1000 and over .06c) 


3 International Shoe Co. Divisions Sel 
Movie Ads in Theatres = 
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3 DIVISIONS of International Shoe Company—Friedman-Shelby, 
“Red Goose” Shoes—Peters Shoe Company, “Weather-Bird” Shoes 
and Roberts, Johnson & Rand, “Poll Parrot” Shoes—all are using 
Spot Movie ads to sell their products as only Spot Movies can sell— 
with sight, sound, action—in color or black and white. 
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SELLING POWER of Spot Movies can be focused on the local 
dealer with special “trailers” showing his name and address. Thus 
you can use this medium in selected theatres in a store's or distribu- 
tor’s trading area, or you can run Spot Movies nationally in over 
13,000 theatres. 


ATTENTION ADVERTISING EXECUTIVES! Get all the facts about Spot Movie Advertising. Call or 
write for your free copy of The Story of the $100,000 Continuing Study of Theatres for Movie Advertising. 


om 


SPOT MOVIE ADS bring the product “alive” in movies that vie 
with feature pictures in quality and appeal. Spot Movies appear as 
short features in the regular program. Movie-goers can’t miss them. 
They're relaxed, receptive to the dramatically-presented selling 
message. 


Rs ES ks ae, eee en rd passe 


CHILD'S PLAY is the handling of a Spot Movie Program. Booking, 
billing, preparation of dealer “trailers” and all other details are 
handled by Movie Advertising Bureau Members. To sell hard, 
locally or nationally, get full details about Spot Movie ads in 
Theatres now. 
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NATIONAL OFFICES 


NEW YORK CHICAGO NEW ORLEANS 
~ 70 E. 45th St. 333 N. Michigan Ave. 1032 Carondelet St. 
® ) Phone: MUrray Hill 6-3717 Phone: ANdover 3-3022 Phone: Magnolia 4545 


KANSAS CITY CLEVELAND SAN FRANCISCO 
2449 Charlotte St. 460 Leader Bidg. 870 Market St. 
Phone: Harrison 5840 Phone: Main 9333 Phone: YUkon 6-6164 


MEMBER COMPANIES 
UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 
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TODAY MORE AND MORE LEADING ADVERTISERS 
ARE BUYING THE NEWEST METHODS OF SELLING MEN 
—MEN’S MAGAZINES LIKE ARGOSY 


WHY? Because recent sales studies have shown that men 
specify brands...actually do the buying of many products. 
In shirts, for instance, they pick the brand 2 out of 3 times 
... in whiskeys, they make 4 out of 5 purchases .. . in 
razor blades, 9 out of 10 buy their own. .. in cigarettes, 

2 out of 3 men use them. And nobody yet has sold a car 

(or a TV set, home freezer, etc.) without closing the 

deal with the old man! @ Media, like markets, have 
changed. Men’s magazines have registered a 124% 
circulation increase since 1940—against a 407% 

rise for all magazines. 


ARGOSY PACES THE FIELD . . . Standout in the 
men’s field is ARGOSY .. . with a 300% circu- 
lation gain to 750,000 in the last two years... 
with a 57.9% linage increase in the past year. 
@ No wonder advertisers are turning to Argosy 
for action. For Argosy delivers men — and sells 
them (dealers, too)—at a thrifty $2.50 per B& W 
page per M, the lowest cost in the men’s field. 


TAKE THESE STEPS TODAY .. . Ask an Argosy rep- 


resentative to show you some of Argosy’s sales and 
merchandising success stories of 1949. You'll see 
what we mean by “more for your dollar in Argosy”. 

@ Check the sales calendar at the right, and see how 
ARGOSY can help your merchandising plans for 1950. 
@ If you’re serious about selling more men, at lower 
cost... act now! 


HERE ARE SOME OF THE 262 ADVERTISERS 
WHO SPENT A PROFITABLE 1949 IN ARGOSY 


TOBACCO SPORTS EQUIPMENT AUTOMOTIVE 
Chesterfield Evinrude Exide Battery 
Kaywoodie Chris-Craft MOTION PICTURES 
Philip Morris & Co. Marlin MGM 

LIQUOR TOILETRIES APPAREL 

Golden Wedding American Safety Razor Air-O-Magic Shoes 
PM Whiskey Vaseline Hair Tonic Paris Garters 
Calvert Wildroot Taneytown Clothes 
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ARG 

| OPERATION CaSTAMAT — 

MAR 

JANUARY—PLANNING THE NEW YEAR FEBRUARY—ACCENT ON WINTER... ing 1 
. .. The all-around man plans for his home, Outdoor sports, skiing, skating . . . clothes ¥' 
family, job and future . . . budgeting the . . » Valentine’s Day gifts . . . a peak sell- ofa 


year’s money. ing season. 
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JULY—TRAVEL AND RECREATION ... AUGUST—SUMMER TIME SPECIAL . . hildrs 
stimulating suggestions on sum sports and the boating season at its peak . . . cabir ainme 
vacation activity ...summer clothes . .. picnic cruisers, canoes and outboards . . . camp elevisi 
and ploytime . . . travel. ing and outdoor cookery . . . water sports. 


"205 EAST 42ND ST., NEW YORK 17, N.Y. * 333 NO. MICHIGAN AVE., CHICAGO 1, iLL. * 427 WEST FIFTH ST., LOS ANGELES 13, CALIF, * 617 MONTGOMERY ST., SAN FRANCISCO, CALIF. * 1219 HENDRICKS AVE., JACKSONVILLE, FLA 
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ARGOSY 


MARCH—FISHING ROUNDUP .. . Open- 
ing the fishing season with o special section 

.. high reader interest for all ARGOSY 
advertisers. 


PEPTEM BER — BACK TO THE JOB... 


Nildre back ot school . . . home enter- 
sinme, . . . games, food and liquor . . . 
tlevisi 1; radio and phonographs. 


ARGOSY 


APRIL—SPRING TOPICS .. . gardening 
+ » + putting up the screens . . . tuning up 
the car . . . Easter wardrobe . . . lots of 


activity here for marketers. 


wf Sei 


OCTOBER — HUNTING ROUNDUP . 
guns and ammunition ... wild life paintings 


... “how-to” for the hunting season...a 
highspot issue for all ARGOSY advertisers. 


mtg, 


MAY—VACATION PLANNING .. . Where 
the ARGOSY reader might take his family . . . 
how they could travel .. . what will they need 

. clothes, luggage, sports equipment . . . 
the works. 
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NOVEMBER — FEATURING FALL... 
football weekends . . . hunting . . . tuning 
up the car for winter . . . Fall wardrobe .. . 
holiday entertaining. 


PLUS... all the other ingredients that make up the complete man’s magazine .. . fiction by such 
big names as Erle Stanley Gardner and William Fay .. . timely articles by such headliners as Henry 
Pringle and Marion Hargrove . . . outstanding sports pictures by Hy Peskin . . . photo stories by Robert 


Capa... humor by Ralph Stein and Harry Brown . . . and always ARGOSY’s expert handling of “how 


to’ features, science and medicine and entertainment. 


I 


h amd magagime: 


Prepored by Royal & de Guzman 


JUNE—FATHER’S DAY .. . the red letter 
day for the ARGOSY reader . . . editorial 
features like "What Most Men Want Most“ 

merchandising tie-ins with leading 
retailers. 


DECEMBER—CHRISTMAS SHOPPING ... « 
solving the gift problems of the all-around 
man, his wife, children and home. 
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No. 3419. 14th Annual Grit Reader 
Survey. 

Brand preferences in “Small 
Town America,” based on a total 
of 18,420 replies from Grit fam- 
ilies, are shown in this 1949 reader 
survey published by Grit. Follow- 
ing an analysis of the small town 
market, the book tabulates brand 
use for 1949 and previous years, 
for comparison. Subjects cover 
autos and automotive products; 
drugs and cosmetics; grocery prod- 
ucts; home appliances; tobacco 
products; and miscellaneous. 

No. 3420. Facts About Capper’s 
Weekly Families. 

Highlights of this survey, is- 
sued by Capper Publications, show 
that 61% of Capper’s Weekly fam- 
ilies have three or more persons; 
that 1,240 children under 18 live 
in each 1,000 Capper’s Weekly 
homes; 6.3 rooms is the average 
size of homes; 1,921 automotive 
units are owned by each 1,000 
families; 70% of Capper’s Weekly 
families live on farms or own farm 
lands; 19% of all subscribers own 
farm land which they rent to oth- 
ers. 


No. 3421. Baton Rouge Market 

Facts, 1949. 

Market data for Baton Rouge, 
La., including population, income, 
retail sales and trade, and indus- 
tries are reported in this folder, 
issued by the Baton Rouge State- 
Times and Morning Advocate. A 
detailed statement of circulation 
and family coverage is included. 


‘No. 3422. Survey of the Outdoor 


Life Sportsman Market for 
Automobiles, Motor Fuel and 
Accessories. 


This booklet, published by Out- 


Note: Inquiries for items listed above 


door Life, reports that 53.6% of 
the magazine’s readers plan to buy 
a car within the next 15 months. 
The study shows present owner- 
ship of automobiles; mileage trav- 
elled; and brand preference for 
gasoline, oil, tires and accessories. 


No. 3423. Serving Montana’s Mag- 
icland. 

The Montana Standard-Post, 
Butte, has issued this folder, which 
contains in its center spread a 
map and county tabulation of fam- 
ily readership. Data on Butte’s 
mineral production, livestock grow- 
ing, wholesale and retail trade and 
market statistics on the city zone 
and trading zone are included. 


No. 3424. Women’s Shoes. 

Purchases, uses, various types 
owned and shoe style preferencés 
of women readers are reported by 
American Magazine in this study. 
Women readers who answered the 
questionnaire are analyzed to show 
their age, marital status, occupa- 
tion and family income. The study 
also reports on women’s reaction 
to shoe advertisements; purchases 
of children’s shoes; care of the 
feet, and practices regarding shoe 
repairs. 


No. 3377. Chicago Daily Newspa- 
per Coverage and Duplication. 
Information on self-duplication 

and net per cent of market cov- 

erage by readers reached by two or 
more Chicago daily newspapers in 
every possible combination is giv- 
en in this study made by Publica- 
tion Research Service and pub- 
lished by the Chicago Sun-Times. 

Based on a sample of 3,566 per- 

sons, the study also includes data 

on Chicago newspaper readership 
by housewives and by age groups. 


will not be serviced beyond Dec. 12. 


USE COUPON TO OBTAIN INFORMATION 


100 E. Ohio St., Chicago 11, Il. 
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Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted) 
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oughly—AND GET RESULTS! 


WHATCHA GOT? 


Got some service or equipment to sell? 
Got a yen to move on to greener pas- 
tures? Got te get a man to fill an im- 
portant job? Then tell the advertising 
world about it right here in the classi- 
fied columns of ADVERTISING AGE. 
Result-reports from advertisers prove 
that it gets jobs for men, and men for 
jobs, in all salary brackets and in all 
parts of the country. Being primarily 
a news paper, ADVERTISING AGE’S 
classified columns are read most thor- 
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end 


tiple insertions 


HELP WANTED _ 


FRED J. MASTERSON | 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive-Creative-Adv. Sales 
Resumes confidentially considered 
185 a FR-2-0115 Chicago 


WANTED - LAYOUT MAN 
Must be thoroughly experienced in let- 
tering and layout. Established Ohio art 
studio with good reputation. All in- 
quiries confidential. Write to W. H., 
Box 861, Dayton, Ohio giving experience 
details and salary expected. 

AGENCY RESEARCH MAN 
Chicago agency has top spot for young 
man now earning $5 6,000 as ass’t. re- 
search director of agency or manufact- 
urer. Reply in detail with snapshot. 

Box 2743, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tl. 


SALES PROMOTION MANAGER | 
National Advertising Company, Waukesha, 
Wisconsin (wholly owned subsidiary Min- 
nesota Mining and Manufacturing Com- 
pany) whose business is maintaining 
Scotchlite reflectorized highway signs coast 
to coast Wants experienced sales promotion 
manager. Age 30-40 must have finest ref- 
ferences. Must have agency experience as 
well as thorough knowledge of advertising 
media and proven creative ability. Posi- 
tion permanent. Also unlimited. Apply in 
writing, stating full particulars, salary 
expected, educational background and 
detailed business experience. 

Box 2727, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


OFFSET COPY PREPARATION 

DEPARTMENT SUPERVISOR 
If you are a good organizer, and have 
the experience and ability to plan and 
supervise the production of retouching, 
paste-ups and color separations for off- 
set reproduction, here is an opportunity 
worth looking into. 
Established Chicago offset plant requires 
man of administrative calibre with min- 
imum 5 years’ experience in advertising 
or printing production. Thorough knowl- 
edge of typography and ability to make 
roughs essential. 


in- 


Salary open, write full particulars, 
cluding age, education, eae and 
salary. 


Box 2752, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Photoengraving Sales Opportunity 
If you command sales to warrant the fin- 
est photoengraving production facilities 
in Chicago, and desire to increase your 
income, this is an all around desirable 
opportunity offered to a top-flight man. 
Let’s talk it over! 

JAHN & OLLIER ENGRAVING CO. 

817 W. Washington Bivd. 
Monroe 6- 7080 


POSITIONS WANTED 


PUBLISHERS! 

Accountant - Circulation Manager 
Four years with trade magazines and 
books. Handled payrolls, payables, re- 
ceivables, purchases, monthly statements 
and all tax reports as well as ABC and 
CCA circulation statements and addresso- 
graph department. 

Box 2739, ADVERTISING AGE 

_100 E. Ohio St., Chicago 11, Ill. 


Looking For Adv-Sales 
Promotion Mgr Or Account Executive 
Sound, hard-plugging sales promoter owns 
rounded experience with major. advertiser 
on copy, media, plans & administration, 
both advertising & sales promotion. No 
“genius,” no glad-hander, but strong on 
sincere contact, teamwork, “‘can-do.”’ Col- 

Jete graduate, 34, familied. Write 
Box 2740, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


All around artist “might go so “far as to 
say Art Director’ seeks steady position 
or free-lance work - layout lettering de- 
sign - — arte 

Box ADVERTISING AGE 

100 2 "Ohio St., Chicago 11, Il. 


Alert young man; college; ‘sales exper- 
ience; 10 years working experienc; in- 
trested in consumer product advg; would 
like work in traffic dept of agcy, or 
detail work in company department. 

Box 2744, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Art ‘Director wants perm. position ‘with 
small est. agency. Exp. in all phases 
of art, including photography, Chicago 
area only. 

Box 2746, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


EXPERIENCED Circulation Promotion and 
Advertising Promotion manager seeks 
challenge and opportunity with Mid-west 
magazine starting or expanding such 
dept...and wanting RESULTS. 

Box 2748, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Il. 


space over 5 inches ooply on displey 


POSITIONS WANTED 


Account-Auditor-Office Mgr- 
Experienced in all advertising proced- 
ures. Now available. Recommendations 
from large agencies and other previous 
employers. Box 3455, Mdse Mart, Chicago, 
Ill. 


ADVERTISING DIRECTOR 
BUSINESS MANAGER 
A sound, promotion minded newspaper 
Executive, 25 years experience in Ad- 
vertising, Business, Management, Complete 
knowledge all adv. and production. Ag- 
gressive experienced leader. Details and 
top references. 
Box 2737, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ART DIRECTOR - DESIGNER 
15 years agency, studio and free lance 
exp. Desires position with organization 
interested in new and ~<eee approach. 
$10,000 per year. Chicag 

Box 2745, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Art Editor of award winning magazines 
seeks permanent position with publishing 
company, thoroughly experienced in de- 
sign, editorial layout, typography, art 
work, photography, production, etc. 35 
penes old, family man. Chicago area 
only. 

Box 2747, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MAGAZINE EDITOR-MANAGER, either 
consumer or trade, available. Seasoned, 
ideas, contacts, sources, short-cuts, im- 
agination, cost-cuts, and enjoy hard work. 
Prefer Chicago. 

Box 2749, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


YOU need me because . 

your client’s sales go up when ‘you are 
using my ideas and copy in advertising, 
sales promotion and publicity. I’ve sold, 
planned, written, produced limited-bud- 
get consumer campaigns in all media. 
I've been an account exec-writer in a 
4a agency, a food sales and ad. mgr., a 
research analyst. I’m eager, college- 
trained, married. Consider some invest- 
ment in a profitable future. Your letter 
gets an immediate answer. Write today. 

Box 2751, ADVERTISING AGE 

_ 100 E. Ohio St., Chicago 11, Ill. 


- REPRESENTATIVES WANTED 


Space Representative: Old- line publisher 
seeks Midwest representative to cover 
the Chicago, Milwaukee and Indianapolis 
areas. Have well-established monthly 
publication and a directory in a _ tech- 
nical field. Limited time required but 
need aggressive man to call on agencies 
and accounts. This is an attractive propo- 
sition for a going space rep with some 
extra time available. 

Box 2742, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


FOR SALE 


Artist supply store & comm. art serv., 
with reprod. equip. Clientele of 10 yr 
standing. Development of adv. agcy at 
clients’ request. Only agcy in 150-mi. 
radius. Texas town of 50,000 

Box 2750, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


MISCELLANEOUS 


FINE AGRICULTURAL ART 
Joka Andrews 1504 Dodge Omaha, | Nebr. 


JACKPOT! 


4 Writers 
2. Art Directors 
Merchandising Mgr. 


Public Relations Man 


We're resigning a $5,000,000 account. 
Not as an agency, but as free Amer- 
icans. 

Here’s your chance to staff up with 
a balanced group of proved ability, 
including top creative talent. Or to 
select the individual you need, from 
an organization that has produced 
one of the most sparkling campaigns 
of the times. 

Tell us your requirements. If we fit 
them, as a group or singly, you'll get 
a very interesting reply promptly. 

Box 7486, ADVERTISING AGE 

100 East Ohio Street, Chicago, IIl. 
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PR Campaign Gives 
the Lutheran Press 
New Lease on Life 


Co._umBus, O.—The problem 
The Wartburg Press, publishin 
house for the American Luthera 
Church, was subjected to freque: 
criticism by church members de- 
spite its heavy contributions to th. 
church coffers. 

Analysis: Church members i) 
many cases did not know that the 
church owned the Wartburg Press 
and that it provided many services 
at a loss. They also did not know 
that because of its financial contr i- 
butions, the depreciation fund had 
been depleted and that new press 
equipment was required. 

Decision: A series of public re- 
iations advertisements was sched- 
uled to run in The Lutheran Stand- 
ard, official church paper, in the 
fall of 1948. 


ws Results: One year after the cam- 
paign was inaugurated, through 
Byer & Bowman, Columbus agency, 
hostility toward the press has prac- 
tically disappeared; authorization 
for new press equipment has been 
granted—with the money coming 
from the American Lutheran 
Church—and a resolution was 
passed at the summer meeting of 
the ALC commending the press for 
its work. 

Twist: Rev. Lester Heins, Luth- 
eran pastor and ex-newspaper 
man, did yeoman service editing 
out the Roman Catholic termin- 
ology used by Leo A. McPherson, 
Byer & Bowman account executive 
who directed the campaign. 


Brown-Forman Ups 
Old Forester Ads 
in Foreign Editions 


New YorK—Brown-Forman Dis- 
tillers Corp. has doubled last year’s 
advertising budget for Old Forester 
for overseas promotion aimed at 
American residents and those who 
speak English. 

Copy for the fourth year of over- 
seas advertising by Brown-Forman 
is based on the same slogan used 
in the United States, “There is 
nothing better in the market,” and 
will appear in English media ex- 
cept in Puerto Rico, where Span- 
ish is used. 

Local newspapers are scheduled 
for Cuba, Venezuela and other 
Latin American countries. Included 
are: Air Force Times, American 
Foreign Service Journal, Army 
Times, the European edition of 
Newsweek, and the Latin Ameri- 
can and Pacific editions of Tinie. 


Foreign Advertising & Service 
Bureau, New York, is handling 
the account. 

Flexible Tubing Names Lux 

A. H. Lux has been appoin ed 

manager of distributor sales of 


Flexible Tubing Corp., Branfc °d, 
Conn., manufacturer of Sp: 
tube flexible tubing. 


NRDGA Sets Convention Dai’ 
The National Retail Dry Go ds 
Association will hold its 39th 
nual convention at the Hotel S 
ler, New York, Jan. 9-13, 1950 


COMMERCIAL COLOR COMIC 
BOOKS ARE BIG BUSINESS 


We are expanding sales force: Severo! i¢- 
sirable territories available! Big opp: ‘v 
nity for salesmen with experience conta: °9 
large advertisers and agencies. Exce °"! 
earning possibilities. 

PROMOTIONAL tees ~~ COMPA!. 
220 Fifth Ave. York 1, ° 


NATIONAL SALES PROMOT! 
CONTEST WINNER AVAILAB! 
A proven idea man. 5 years copywr' ‘9 
and over-all agency experience. 28, > 
lege Grad. Personable, versatile, cir< 
stantially idle. 

Box 7487, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
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Advertising Age, October 31, 1949 


Book Houses 
Advertise Too 
Little: Graham 


WASHINGTON—Reporting that the 
nation’s book reading habits are 
“a national disgrace,” the publisher 
of the Washington Post charged 
last week that book publishers 
spend too few promotion dollars 
outside New York City. 

“I emphatically do not think 
there is too much book advertis- 
ing in New York papers,” Philip 
L. Graham told the Washington 
Booksellers Association. “But there 
is one thing as obvious as can be. 
There is not enough in Washing- 
ton, San Francisco, Boston, Chi- 
cago, Philadelphia and other im- 
portant markets.” 

While this country leads all 
others in per capita consumption 
of meat, clothes, automobiles, bub- 
ble gum, and nylon stockings, Mr. 
Graham said, a recent Gallup poll 
shows almost twice as many 
Englishmen reading books as Am- 
ericans. 


s “Too many book publishers, like 
a bunch of old maids, utter lam- 


entations about this as evidence of 
a lack of culture,” he said. “Per- 


haps it is but a significant factor | 


undoubtedly caused by their re-| 
fusal to utilize the tools of modern | 
distribution that have raised con- 
sumption in other areas.” 

Mr. Graham said newspapers 
“do more” for book manufactur- 
ers than “we would ever do for a 
department store or a stove man- 
ufacturer or a food packer, in- 
terested as our women readers are 
in dresses and kitchen appliances 
and groceries. 

“The biggest mistake of all,” he 
said, “is made by book publishers 
who complacently refuse to give 
us the economic justification for 
going further out on the limb to 
help them.” 

He said the Post, which cur- 
rently runs two pages of book 
news weekly, would like to have 
a Sunday tabloid book section, but 


he cited the experience of the|j 


Philadelphia Bulletin, 

“When the Bulletin did run such 
a section it got such poor adver- 
ising support that it finally got 
disgusted and quit,” Mr. Graham 
Said. 


# Mr. Graham said Washington 
booksellers are placing more ad- 
veriising than almost any other 
booksellers in America, but that 
they are getting “precious little” 
national support. 

One publisher spent only $183 
in Washington, and had orders 
tote ing $8,500 from a single store, 
he aid. Another spent $1,769 and 
got -8,500 in orders from one store. 

F - reported that book publishers 
spe: | $900,000 in the New York 
Tin -s and Tribune during the first 
hal! of 1949, and only $35,000 in 
the Washington Post and Star. 
“Al \ost 30 times as much money,” 
he aid, “yet New York is only 
“igr or ten times as big, and its 
edu ational level is only half of 
Wa: \ington.” 

fh denied that New York Sun- 
day papers have better than 6% 
COV age of Washington. 


Wi on Rejoins R&R as V. P. 


_R G. Wilson, for the past 13 
yea | with Hill Blackett & Co., and 
Sef -e that with Ruthrauff & Ry- 
as been appointed vice-presi- 
den and a member of the execu- 
ve advisory committee of R&R, 
Nev. York. 


Adc; John E. McKay 


bh A erican Druggist, New York, 
og ided John E. McKay, former- 
yY “th Batten, Barton, Durstine 


« Oorn, to its eastern sales staff. 


ee Re car 


Introduces Gem Oil 


Gem Packing Corp., New York, 
maker of edible oils and salad 
preparations, has launched an ad- 
vertising campaign through Emil 
Mogul Co., New York, for the in- 
troduction to American markets of 
Gem oil, for many years on the 
Italian market. It first will be pro- 
moted in metropolitan areas on the 
Johnny Olsen “Prince Charming” 
program over WOR. 


Cosgrove Resigns Avco Post 
Raymond C. Cosgrove has re- 
signed as executive vice-president 
of Avco Mfg. Corp., but continues 
as a member of the board and as 
consultant to the management. Mr. 
Cosgrove also will continue to rep- 
resent the Crosley division of Avco 
in the Radio Manufacturers As- 
sociation, of which he is president. 


Fawcett Names Walter 


Fawcett Publications, New York, 
has named Harland G. Walter, for- 
merly Detroit representative for 
Parade, to head its newly opened 
Detroit office at 2210 Park Ave. 
Advertising sales for Fawcett 
Women’s Group and Comics Group 
will be handled from this office. 


To Wiley, Frazee & Davenport 


Rita Jacobs Inc., New York, de- 
signer and manufacturer of casual 
clothes, has named Wiley, Frazee 
& Davenport, New York, to handle 
advertising in national magazines. 
The company is a new advertiser. 


Frank Woods Joins BSF&D 


Frank A. Woods has joined the 
Detroit copy staff of Brooke, 
Smith, French & Dorrance. 


Guenther Made Agency Head 


Wilfred Guenther, formerly ac- 
count executive in charge of tele- 
vision of Hahnle Advertising, Cin- 
cinnati, has joined Rieser-Ernest 
& Associates, Cincinnati agency, 
which has changed its name to 
Rieser-Guenther Inc. Mr. Guenther 
has been elected president of the 
agency. 


First 


KLX Covers 


OAKLAND, CALIFORNIA 


AT LOWEST COST PER 1,000 


Represented nationally 


by Bu Smith Co 


1948 


WITH VV MORE ADVERTISING SPACE 
COMMERCIAL V MORE INDIVIDUAL ADVERTISERS 
FISHING than any other 
eNDUSTRY Fishing Magazine 
‘ee auf . t« mi 
Be. > ‘WRITE POR RATES AND MARKET OATA 


The production of Hybrid Corn . . . that means BIG ears 
... and BIG crops . . . is a BIG industry in the BIG KFAB 
area. Much of the HYBRID corn produced and sold in the 
BIG middle west is advertised and sold on the BIG station 
KFAB, broadcasting with 50,000 powerful watts from the 
heart of the BIG corn producing area. 


OMAHA, 


Represented by FREE & PETERS, INC 


NEBRASKA 


General Manager, HARRY BURKE 
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Y&T Appoints Niles V. P. 

Philip B. Niles, formerly public 
relations director of Owens-Illi- 
nois Glass Co., Toledo, has been 
named a vice-president of Yale & 
Towne Mfg. Co., New York, ef- 
fective Nov. 7. He will devote his 
time to marketing and develop- 
ment of executive personnel 
throughout the company. 


S.S. SPECIAL 
FRISKET CEMENT 
$5.00pergal. $1.50 perqt. 

ARTEX ARTIST 
RUBBER CEMENT 


Vaseline Hair Tonic 
Gets Fall Sendoff 
in 4-Media Drive 


New YorK—Chesebrough Mfg. 
Co. is stepping up its advertising 
for Vaseline hair tonic with par- 
ticular attention to magazines, 
comics and television. 

The product’s fall lineup, as set 
by McCann-Erickson, includes 30 
minutes of the “Roller Derby” on 
ABC-TV, an augmented list of 
magazines and a continuing cam- 
paign in comic sections of news- 
papers. Vaseline hair tonic also 


T OVER FORTY-FOUR YEARS 
OF LEADERSHIP IN 


GEORGE 1. HOPEWELL. INC. EASTERN REPRESENTATIVE - 


ADVERTISING SERVICE 


101 PARK AVENUE. NEW YORK 


will share in the commercials on 
“Dr. Christian,” the company’s 
longtime radio offering on CBS. 

Well pleased with initial reac- 
tion to the “Roller Derby,” a por- 
tion of which Chesebrough re- 
cently began airing Thursday 
nights over 11 ABC stations, the 
company may extend the station 
list to other markets. McCann- 
Erickson planned the commercials 
for this show—20, 30 and 60-sec- 
ond films—so they will be suitable 
for use as spot announcements 
later if the client wishes. 

Leland F. Cooley, director of 
television for the agency, explains 
that the series, shot in two days 
after careful planning to reduce 
the production expense, were made 
with a triple purpose in mind. 
Suitable, as mentioned, for a dual 
function in TV, they can, with ed- 
iting, be shown in theaters as well. 


Davis Agency Incorporates 
Davis Agency, Oakville, Ont., 

has been incorporated and will 

continue under the name of Davis 


Circulation Agency Ltd. 


Nielsen-TV-Rating 
(50-Mile 


Advertising Age, October 31, 1949 


for New York Area 
Radius) 


Top Ten Evening, Once-A-Week Programs 


September, 1949 
All figures copyright by A. C. Nielsen Co. 


% TV Homes Usi » 


(At Telecast Tim:) 

Rank Program Number of Homes Homes* TV Rac o 
Broadcasts % (000) % % 

1 Toast of Town (4) 53.6 371 68.7 3.7 
2 Suspense (3) 41.3 286 72.6 15.7 
3 Philco TV Playhouse (4) 35.9 249 68.6 5.7 
4 Kraft TV Theater (4) 32.8 227 66.9 &4 
5 The Goldbergs (4) 32.3 224 68.1 76 
6 Fireside Theater (3) 32.3 224 70.2 15.4 
7 Hopalong Cassidy (4) 3.5 218 62.9 41 
8 Cavalcade of Stars (4) 30.3 210 61.3 2.4 
9 Amateur Hour (4) 30.1 209 53.0 2.9 
10 Godfrey & Friends (3) 27.9 193 58.2 7.2 


*Number of homes is obtained by applying the 


rating (%) to 693,000—the Sept. 1, 1949, ATI 


estimate of total TV homes in the New York area. 


AND MILTON?—First New York Nielsen-TV-Rating shows “Toast of the Town” on 


top of the heap. Texaco’s Milton Berle, 


Olsen & Johnson's “Fun for All,” “Lights 


Out” and “Big Story” are not listed since these shows were telecast in only ene 
of the four weeks covered by the report. 


Drops Timberline Account 


The Portland, Ore., office of 
Mac Wilkins, Cole & Weber has 
resigned the Timberline Lodge 
Corp. account. 


, AMERICAS 
FoR ovER 6° 


guvine SUE FOR FURTHER INFORMATION, CALL YOUR LOCAL 
RS TELEPHONE BUSINESS OFFICE OR SEE THE 
LATEST ISSUE OF STANDARD RATE AND DATA 


Elsie Rating Shows 
That Ad Continuity 
Pays, ACA Is Told 


Toronto—During the presiden- 
tial election campaign in the 
United States last year more people 
identified correctly a picture of 
Elsie the Borden cow than were 
able to recognize a picture of 
Thomas E. Dewey, the Republican 
candidate for president, Henry 
Schachte, national advertising 
manager of the Borden Co., New 
York, told delegates at the Asso- 
ciation of Canadian Advertisers 
convention. 

Mr. Schachte’s statement was 
made to impress the audienee with 
the importance of continuity in 
advertising. To prove what con- 
tinuity had done for Elsie, he said 
that five years ago she was known 
by five out of ten people in the 
United States and last year she was 
known by eight out of ten people. 


a “The greatest competition in 
business today is not the competi- 
tion between products, it’s the 
competition for attention for the 
right to enter the mind of the one 
we want to sell, and the fight for 
that mind will get tougher every 
year. When we understand how 
hard it is to get into a mind and 
plant an idea then do we realize 
how wasteful it is to start a new 
advertising program at the begin- 
ning of each year.” 

Mr. Schachte concluded his ad- 
dress with the presentation of a 
film entitled “Follow that man,” 
which dramatized the countless ef- 
forts made by advertisers to gain 
attention of the average man every 
minute of the day. 

Dr. Lyndon O. Brown, vice- 
president in charge of media and 
research, Dancer-Fitzgerald-Sam- 
ple, New York, said that the basic 
source of the life blood of industry 
is the efficiency of the job of mar- 
keting. ‘““No nation with a stag ant 
economy has ever come out o! an 
inflation,” he said. 


Tobacco Network Elects 


Floyd Fletcher, manager of 
WTIK, Durham, N. C., has | °en 
elected president of the Tob cco 
Network, a group of 11 eas em 
North Carolina stations. He uc- 
ceeds Louis N. Howard, of © ¢W 
Bern, who was named vice-p: *S!- 
dent. Hartwell Campbell, of Gr °n- 
ville, has been appointed se re- 
tary-treasurer. 


Appoints Christopher 

H. W. Christopher, formerly» ith 
Woonsocket Rayon Inc., W °- 
socket, R. I., has become : ‘Jes 
manager of California Arti! “ia! 
Flower Co., Providence. The © '- 
pany also has named a new a °*- 
cy, Knight & Gilbert, Provide °° 
to handle its advertising. 


Maharr Appoints Crowley 


R. Norman Crowley has ' & 
named vice-president in charé of 
sales of Maharr Products Inc., ! uf- 
falo, manufacturer of merch in 
dising displays. 
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AMAZING NEW LIGHTER BREATHES | ?*inting Company Expands 
Lights 8,000 Times Without Refilling Metropolitan Printing Co., Port- 
THE SENSATIONAL land, Ore., has added a half-block 
és long addition, doubling the front- 
age of the Graphic Arts Bldg., 
which the company has owned and 
occupied since 1920. The expan- 
sa FIRST scimperwicauiy vencecs wos , /L. | sion program cost $200,000 and 
took six months to complete. It 
added 30,000 square feet of floor 
space, bringing the total to 65,000 

square feet. 


Appoints Geissinger Agency 

W. B. Geissinger & Co., Los 
Angeles, has been named to handle 
the advertising of Wright From 
Hollywood, mail order house spe- 
cializing in mail order gift novel- 
ties. Spot radio, newspapers and 
magazines are being used to pro- 
mote the company’s holiday cata- 
é log, called “Shoprevues.” 


NEW DRIVE—Reynolds Video Lighter Co., 
Chicago, broke a new fall campaign for Hobbs Joins Schmidt 


its “scientifically perfect’ lighter with Verne Hobbs, formerly art di- 
this newspaper copy. In all, dailies in | rector of Mike Roberts Color Pro- 
160 cities will carry the ad, through | ductions, Berkeley, Cal., has joined 

O'Neil, Larson & McMahon. E. F. Schmidt Co., Milwaukee, as 
art counselor and contact repre- 


Reynolds Starts Ad | sentative. 
- § Campaign for His 


uw~r coeur tn ww 
SMrwoaerKreaonensssts~ae 


NC 


the ‘ > 

ole § New Video Lighter 

= CxHIcAGo—Milton Reynolds’ lat- 
of est consumer product, an entirely 
an revamped Video visible fluid light- 
ry er, will be promoted this fall in 
ng a 160-city newspaper campaign 
ney which may be augmented by na- 
50 tional magazines, radio and TV. 


ers The Reynolds Video Lighter Co. 
started the new campaign with a 
vas large-space ad in the Oct. 17 Chi- 


ith cago Tribune listing the names of 
in scores of city and suburban deal- 
on- ers who carry the $3.85 lighter. 
aid The opening ad carried a picture 
wn and testimonial of Mr. Reynolds, 


the but did not identify him as the 
aS manufacturer. 


ole. An earlier model of the lighter, 
an all-plastic affair, made its bow 
in last November via a color page in 
ti- Life. Reynolds sold plenty of them, 
the but consumers complained that 
the the fluid evaporated too fast. The 
one plant was closed down until three 
for months ago, when it started manu- 
ery facturing a new plastic and metal 
1OW lighter which the company claims 
and is now foolproof. 
lize 


s Since production was resumed, 
Mr. Reynolds said, 25% of its out- 
put has gone into replacements as 
7% the company made good on the 
earlier, imperfect model. The re- 


f a : 
2” maining 75%, all new _ business, 
ef- has shown an over-all profit that 


is growing steadily, he added. 
ery Consumer copy emphasizes that 


: Whi i i ir lives in places 
this “first scientifically perfect Literally. Millions of Americans live out their liv plac 


ice- — changes 7 ge = ah twice as high as the Empire State Building’s tip. In three whole states, 
, r, thus saving fluid, an a 7 , 
= a balloon air pressure equalizer there’s not a single spot that’s less than a half mile up. 
asic keeps the Video from leaking and , 3 : 
try 9 Provides an even flame. A plastic Altitude, like other geographic facts, makes a lot of difference 
‘ coniainer shows the amount of , . 
ir- s 7 . 7 > 
ant (‘uid in the lighter at all times. in the way people live and what they buy. Cake recipes that 
an Preceding the newspaper copy, work fine in New York fizzle flat on their pans in the 
Reynolds tested the consumer ap- : : : aa 
pe of television by sponsoring rarer air of Denver, 5,000 feet higher up. Antifreeze solutions 
the 15-minute Pat Flannagan show . . : se again ji arkets 
at satis a- sts é ; in in markets 
ot [yt preceded the World Series that satisfy sea-level motorists ave something else aga rkets 
en gares on WENR-TV. Results as- where water boils at a mere 198°, as in 7,000-foot-high Laramie, Wyo. 
oo sur d the future use of video, Mr. 
= . pony Scare vee io _ These are just two of the countless ways in which location predetermines 
uc- '\ sing direct mail to line up ad- a . ; ee 
New os nal drug, jewelry and tobacco people’s ways of living and buying—and advertisers’ sales opportunities. 
»si~ is. ibutors. 
ol ‘ Neil, Larson & McMahon han- Facing today’s buyer’s market, more and more advertisers are basing strategy 
co dle. the account. OF . : co sale : 
on local facts, assigning a bigger share of their selling job to newspapers. 
se finery yam wegen : For newspapers, like no other medium, give you maximum coverage 
th Ed . Rowen, formerly ap- 4 . 
n- fy BU ace sales manager of Graybar of your prospects plus complete correlation with the fact that . . . 
les \ trie Co., Boston, has been ap- 


jal po ted New England regional 
n- fg “° ager of the Capehart-Farns- All Business Is Local 
"Oh Corp., Fort Wayne. 


America's first engraver of Lt 
Cras “ ee g _ Bwrvcat A * American Newspaper Publishers Association, is in business to help you 


make your advertising more productive. Call or write us at 370 Lexington Ave., New York 17; 360 North Michigan Ave., Chicago 1, 
or 240 Montgomery St., San Francisco 4. Or ask for your copy of the newly revised booklet, “Services Available to Advertisers.” 


DERAL STREET © CHICAGO 5 
Phone WAbash 2-8816 | 


Sponsored by The Cincinnati Enquirer in the interest of more effective advertising 


: Bios es 
5 do : s 4 c ay “ 5 de Ui Wal Nil le we : P SENT Sard Soe 
je a oom ace aa res fra iat ag tes ace see ads oS ABBR ot Re nk ag a Saas i pi Een Say oh Peay ae < apg hn ae e Ae ed 
Ro en ra * ¥ Bee ot” eto ie AN ane hia SMe Te eR cd ay 2 shy Meal * ae , bey ai ea eee Gre WS tera ee ee Pad Re ok wes 


a ses via < , ie 2 : ; eve aie - thts os beige sgh ae dl ge a3 ies oul a : 4 ' 2 : i. ts : ' S po i ae - * a nen : pi ae ~ : ee si 

7 : | | | 

9 i ae ig: 

Oe " iad: 
[CU ee ing oer 
ae - fowl Texas lJ —_— 
| Gen Fast 8 0 ae 
1 ! in¢ BB WwW oveR aie 
WOrt WaWwnns \. jon NO _ 

: | poruLAt —_ 

. 2 | 
rere Be eres r cry ZONE age PAR | alt 
moco sn cure 4 é emai. 
Se OW | 2 — 
rie gi ( = Bey, sill owe Aqua. --— a! ate 
Tle ; orth 7 nok Tg tot Sh ep geet = 
—_ =e y ar LuBsoc® RAaery Sy <* hit es ) 
a 5: qe” re 7 ie i 

' = : | ; oS \) sia 
ic ieee QQ oe 

Ee be eireM pects x a = y 

= Pe . Lo? a Wor® My ae : 
¥ Aire? a, Sg 
> - a —clome 
Pe ~ 7 ‘ * srk re a 
[> atonat Represntaives | TEXAS DAILY PRESS LEAGUE, INC. eS 
? a> | 
C ~~ | 
is a 
Gd & ), : 
i! = { sc 
\ > 
v3 | 
—_ | 
re a im 
“ae arr 
- : = 7 ; oe . see ‘ : ; 
some people are up in the air / all their lives | a 
— Ss la saa 
Bg 
Pee 
Bitdiie. 
a 
7 
SC  ) a 
0 yield ees . me st es 
uf- So ee grades 
han- . See 
one 


: BILLION DOLLAR 

MARKET” 3 
ndustrial Area 

sperma nme Sr wert BABE M 
P] 
A 
0 
This one great concentrated market—with 10 bil- € 


lion dollars of spendable income—is the equal of 
these Six Cities combined: 


eCLEVELAND ¢KANSAS CITY ¢INDIANAPOLIS 
i ¢ST. LOUIS eCINCINNATI ¢MINNEAPOLIS 


and you reach 


CHICAGO'S MOST 
IMPORTANT 
MILLION BUYERS 


| CHICAGO DAILY NEWS 


those who are best able to buy 
—effectively and economically 
—in their Homes—where buying 
decisions are made —through 
one great Newspaper—the .. . 


a For 73 Years Chicago’s HOME Newspaper 
-— JOHN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
y ° NEW YORK ° DETROIT ¢ LOS ANGELES 
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PHOTOGRAPHIC REVIEW 


QUARTER CENTURY—Robert Raine, ad- 
vertising director, Wyandotte Chemicals 
Corp., Wyandotte, Mich. (right), re- 
ceives a gold watch from the newly- 
elected president, Robert B. Semple, in 
recognition of his 25 years of service 
to the company, at a recent Wyandotte 
banquet. 


LITTLE LULU PERFORMS—International Cellucotton Products Co. lighted this new a 

Kleenex spectacular at Broadway and 43rd St., New York, Oct. 20. Constructed by RAL 
Artcraft Strauss Sign Corp., the big sign features a 35’ high figure of Little Lulu, eg #3 
who pulls a tissue from a 64° wide Kleenex box. Foote, Cone & Belding is the agency. b us x> 


NEW Subscription Order Form... 


Please enter immediately my subscription to 
Advertising Age for ee 
[) One Year at $3.00 [] Two Years at $5.00 [] Three Years at $6.00 3 

[] Payment enclosed [7] Bill me later [) Bill my firm — 


Name. Title. + British ball-point 

oduced during No- 

, the 31st country 

Firm > distributed, with 

¢ York Times Mag- 

Street ‘orker. Biro of Lon- 

3 the U. S. distribu- 

r & Son, Philadel- 
the account. 


City Zone _ State. 


ADVERTISING AGE - 


100 EAST OHIO STREET + CHICAGO 11, ILLINOIS 


turers & traders trust Co., Surraic, N. 1.; Ist vice-presicenr, Fr. KR. DUrKer, OCranre 
Trust Co., Quincy, Mass., and 2nd vice-president, H. J. Bernard, Second National 
Bank, Houston (Story on Page 54). 


TEXAS HUCKSTER—One of the prospec- 

tive members of the University of Texas 

chapter of Alpha Delta Sigma, adver- 

tising fraternity, displays one of the 

“sandwich” boards each initiate must 

carry, for at least two hours, along a 
main Austin thoroughfare. 


AT A DIT BUREAU SESSION—Participants in the 35th annual meeting of the Audit 

bureo of Circulations in Chicago were (left to right) H. H. Rimmer, Canadian 

Gene: a! Electric; James L. Shryock, managing director of the bureau; Palmer Hoyt, 

editor and publisher, Denver Post; Everett Dirksen, former Illinois congressman; and 
Fred Bohen, president of Meredith Publishing Co. 


Sp MOTHER-DAUGHTER—Toni Co.'s familiar 
EArERS AT ABC—Ready for Audit Bureau discussions are (left to right) Sigurd “Which Twin?” slogan is given a new 
armo President, Young & Rubicam; P. L. Thomson, president of the Audit Bureau twist in this counter and window card 
of Ci viations; Palmer Hoyt, Denver Post; and William Connolly, S. C. Johnson & featuring both mother and daughter as 
Son. Toni twins. 
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Only this finer kind of winter orange gloes you... 
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“oO SEEDS 
The navel meant se wtds; easy to pect 
dice and section. A tee for the kids 
after school, for Dad at bedtime, fer the 
whole taenchy aay teme 

Fi AOw! PLONETY OF Bre semES: 
And the fnew orangel from 14.500 
Cabforme and Ariantia gtowers ase 
eonped Sask” The prar fom » 
croenpened, chearesknned and individ: 
wapected and wrapped 


+ @9CnER FLAVOR 
The fire big bemus you gor when you 
hay Galfer navel oranges W cxcra 
a Waves Ne other orange>~grewn sy 
s where im the workt--can match chew 
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FRESH APPEAL STRESSED—California Fruit Growers Exchange will again emphasize 
the advantages of fresh fruit and “over-all superiority of the navel orange” in its 
1949-50 magazine campaign, which opens with this ad in Country Gentleman, First 
Three Markets Group, Parade, This Week Magazine and The Saturday Evening Post 
during November. Foote, Cone & Belding, Los Angeles, is the agency. 
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AGENCY CONFEREES—Oakleigh R. French, president of Oakleigh R. French & 

Associates, St. Louis; Abbott Kimball, head of Abbott Kimball Co., New York; and 

Ralph L. Wolfe, Wolfe-Jickling-Conkey Inc., Detroit, talk over agency business at 
the Chicago meeting of the Central Council, Four A’s. 


AT CENTRAL COUNCIL—At the luncheon table during the meeting of the Central 
Council of the Four A’s in Chicago are (left to right) Earle Ludgin, president, Earle 
Ludgin & Co. and chairman of the Central Council; Clarence Goshorn, president, 
Benton & Bowles, New York; and John F. Davis, Griswold, Eshleman Co., Cleveland. 
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CRYING TOWEL—This 12x6’ tear wiper was sent by Ed Frolich, sales manager of 
Warren-Connolly Co., New York distributor, to William J. Halligan, president, and 
Rollie J. Sherwood, general sales manager of Hallicrafters Co., Chicago, with a 
complaint about the shortage of Hallicrafters’ TV receivers in the New York area. 

The box score on the towel shows a total of 2,775 back orders. 
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Advertising Age, October 31, 1949 


PHOTOGRAPHI 


LITTLE LULU PERFORMS—International Cellucotton Products Co. lighted this new 
Kleenex spectacular at Broadway and 43rd St., New York, Oct. 20. Constructed by 
Artcraft Strauss Sign Corp., the big sign features a 35’ high figure of Little Lulu, 
who pulls a tissue from a 64’ wide Kleenex box. Foote, Cone & Belding is the agency. 


HEAD FPRA IN ‘50—Newly-elected officers of the Financial Public Relations Asso- 

tiation, named at the 34th annual convention in Chicago, include (left to right): 

3rd vice-president, S. H. Chelsted, Peoples First National Bank, Pittsburgh; treas- 

urer, H. H. Page, Northern Trust Co., Chicago; president, J. N. Garver, Manufac- 

turers & Traders Trust Co., Buffalo, N. Y.; Ist vice-president, P. K. Barker, Granite 

Trust Co., Quincy, Mass., and 2nd vice-president, H. J. Bernard, Second National 
Bank, Houston (Story on Page 54). 


ATA DIT BUREAU SESSION—Participants in the 35th annual meeting of the Audit 

Bureo of Circulations in Chicago were (left to right) H. H. Rimmer, Canadian 

Gene: | Electric; James L. Shryock, managing director of the bureau; Palmer Hoyt, 

editor and publisher, Denver Post; Everett Dirksen, former Illinois congressman; and 
Fred Bohen, president of Meredith Publishing Co. 


SPEAKERS AT ABC—Ready for Audit Bureau discussions are (left to right) Sigurd 
ys president, Young & Rubicam; P. L. Thomson, president of the Audit Bureau 
of Cj; ulations; Palmer Hoyt, Denver Post; and William Connolly, S. C. Johnson & 


larmo 


Son. 


QUARTER CENTURY—Robert Raine, ad- 
vertising director, Wyandotte Chemicals 
Corp., Wyandotte, Mich. (right), re- 
ceives a gold watch from the newly- 
elected president, Robert B. Semple, in 
recognition of his 25 years of service 
to the company, at a recent Wyandotte 
banquet. 


BRITAIN’S OWN—The British ball-point 
pen, Biro, will be introduced during No- 
vember in the U. S., the 31st country 
in which it is to be distributed, with 
this page in the New York Times Mag- 
azine and The New Yorker. Biro of Lon- 
don Inc., New York, is the U. S. distribu- 
tor, while N. W. Ayer & Son, Philadel- 
phia, handles the account. 


TEXAS HUCKSTER—One of the prospec- 

tive members of the University of Texas 

chapter of Alpha Delta Sigma, adver- 

tising fraternity, displays one of the 

“sandwich” boards each initiate must 

carry, for at least two hours, along a 
main Austin thoroughfare. 


MOTHER-DAUGHTER—Toni Co.'s familiar 

“Which Twin?” slogan is given a new 

twist in this counter and window card 

featuring both mother and daughter as 
Toni twins. 
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FRESH APPEAL STRESSED—California Fruit Growers Exchange will again emphasize 
the advantages of fresh fruit and “over-all superiority of the navel orange” in its 
1949-50 magazine campaign, which opens with this ad in Country Gentleman, First 
Three Markets Group, Parade, This Week Magazine and The Saturday Evening Post 
during November. Foote, Cone & Belding, Los Angeles, is the agency. 
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AGENCY CONFEREES—Oakleigh R. French, president of Oakleigh R. French & 

Associates, St. Louis; Abbott Kimball, head of Abbott Kimball Co., New York; and 

Ralph L. Wolfe, Wolfe-Jickling-Conkey Inc., Detroit, talk over agency business at 
the Chicago meeting of the Central Council, Four A’s. 


AT CENTRAL COUNCIL—At the luncheon table during the meeting of the Central 
Council of the Four A’s in Chicago are (left to right) Earle Ludgin, president, Earle 
Ludgin & Co. and chairman of the Central Council; Clarence Goshorn, president, 
Benton & Bowles, New York; and John F. Davis, Griswold, Eshleman Co., Cleveland. 


CRYING TOWEL—This 12x6’ tear wiper was sent by Ed Frolich, sales manager of 
Warren-Connolly Co., New York distributor, to William J. Halligan, president, and 
Rollie J. Sherwood, general sales manager of Hallicrafters Co., Chicago, with a 
complaint about the shortage of Hallicrafters’ TV receivers in the New York area. 

The box score on the towel shows a total of 2,775 back orders. 
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Proposed Postal 
Bills Would Bring 
49% Hike: NAMP 


New YorK—Publishers were 
busy last week trying to assess 
what the new House postal bill 
(AA, Oct. 24) will do to their rates. 
Preliminary estimates, the Nation- 
al Association of Magazine Pub- 
lishers told AA last week, show an 
average increase of 49.2% in postal 
costs. 

For a representative group of 
magazine publishers, including 
many of the largest, this would 
mean that their postal rate would 
be jacked up from the $9,000,000 
they paid last year to $12,500,000 
on the Senate basis. NAMP calcu- 
lates that the Senate raise would 
be about 39.2%, some ten per- 
centage points under the House’s 
projected bill. 

The House bill is aimed at rais- 
ing $15,000,000 from second class 
matter, while the Senate bill is cal- 
culated to raise $10,000,000; the 


Everywhere you look 
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e PRINTED TO FIT 
YOUR BUDGET 


One of the outstanding offset 
and letterpress printers in the 
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over-all goal is $129,000,000 by the 
House, $100,000,000 by the Senate. 


s Publishers could also look for- 
ward grimly to continuing postal 
harassment, based on the House 
post office committee’s promise of 
a detailed study, and its charac- 
terization of the proposed $15,- 
000,000 rate hike as a “minimum.” 

Publishers here were inclined to 
think that Congress has firmly em- 
braced the concept that the Post 
Office is to be run as a business 


and not as a service. 

In the meantime, NAMP had 
been advised that Sen. Olin John- 
son (D., S. C.) intended to offer 
an amendment to the bill, S-1103. 
This amendment would change the 
wording so that publication of 
transportation schedules, fares and 
related information (as in the “Of- 
ficial Railway Guide”) might be 
construed as editorial, not adver- 
tising matter, and added temper- 
ance papers to the classification of 
religious, scientific, etc. 


The House committee reportedly 
divided 13 to 8 in its decision, and 
publishers look forward to the 
publication of the minority report, 
due in January. The 13-8 split, 
however, did not follow party lines, 
and the forthcoming floor fight 
may well find parties divided. 


WERC-TV Appoints Evans 
Howard C. Evans, formerly 

with WLW-TV, has joined the 

sales staff of WKRC-TV, Cincin- 


nati. 
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McCabe Joins FitzGerald 


Frank A. McCabe, formerly wi 
the Providence Governmental R 
search Bureau, has joined the pu 
lic relations department of Fi: 
Gerald Inc., Providence, R. 
agency. 


' ‘ ' ~ 


Mathes Drops Fear Account 

J. M. Mathes Inc., New York, b is 
resigned advertising of Burto: 's 
pure vanilla and New England s) r- 
up, manufactured by Fred Fea; 
& Co., New York. The company } as 
not announced a new agency. 
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Don Weill Joins B&B 


Don Weill, formerly account ex- 
e .utive with Grant & Wadsworth, 
New York, has joined Benton & 
Powles, New York, as a member of 

e Procter & Gamble drug divi- 
sion account group. 


RSR Appoints Benson 

Hal Johns Benson, formerly 
eecutive art director of Hazard 
Aivertising Co., New York, has 
been named art director of the 
Sen Francisco office of Ruthrauff 
& Ryan. 


New Publicity Guide 
for Novices Takes 
Nothing for Granted 


ScRANTON, Pa.—Editors who are 
besieged by persons who “have 
been appointed to handle public- 
ity” for the first time could prof- 
itably keep a copy of Alice P. 
Curtis’ new book, “Is Your Pub- 
licity Showing?” on their desks. 

Miss Curtis, who is assistant 


public relations manager for the 
Michigan Blue Cross Plan, has suc- 
ceeded in putting together a sen- 
sible, intelligent and interesting 
guide on “how to do publicity,” 
and while she directs her counsel 
at the novice, seasoned veterans 
in the field could thumb through 
the volume profitably. 


ws Typical bits of advice, which 
she has included to warm the 
hearts of editors, include: “You 
must have your stories typed dou- 


ble-spaced...each paragraph 
should be set down in the order 
of its importance...make your 
sentences short and clear... check 
and recheck your facts before you 
write the story...you have to 
produce publicity deserving of 
space to expect a self-respecting 
editor to give you that space.” 

Also, Miss Curtis has not at- 
tempted to define publicity or to 
distinguish it from public rela- 
tions. And while her chapters on 
cracking a column, publicity on 


N.... to meeting them face to face, there’s no 
better way to talk to Wisconsin dairy farmers—and 
their homemakers—than in the columns of Wisconsin 
Agriculturist and Farmer. 

Wisconsin Agriculturist is their paper. It’s published 
exclusively for them, talks their language, knows their 
business, helps them with their problems. It’s read 
in 9 out of 10 of Wisconsin’s best farm homes! 
According to U.S. Census Bureau figures, average 


Meet America’s 
Greatest Dairymen 
the Easy Way! 


aioe le 


Wisconsin Agriculturist farmers have FIVE times the 


PRESTIGE 


Earned in 100 years of service to Wisconsin agriculture 


“When a farm boy goes to the mail- 
box and gets the same farm paper 
that his grandfather took, there is a 
prestige and pulling power that can- 
not be measured in dollars.” 

Cc. C. BUCHANAN, 

Buchanan Thomas Advertising Co. 


“Wisconsin Ag has been a powerful 
influence in. the great record of at- 
tainment of its home state.” 


WALTER H. LLOYD, 
Kraft Foods Co. 


“Your publication is youthful, energet- 
ic, attractive, and rich in editorial 
material and sound wisdom.” 
CONKLIN MANN, 
The Conklin Mann Corp. 


Daring its first 100 years Wisconsin 
Agriculturist has won the friendship 
and confidence of thousands of Wis- 
consin farm families. It likewise has 
won the friendship and confidence of 
hundreds of advertisers. What is the 
basis of this prestige? Wisconsin 
Agriculturist faithfully reports the news 
of this great dairy state, actually helps 
to make news happen, champions new 
and challenging developments and 
ideas, serves as a trusted advertising 
medium. Wisconsin Agriculturist 
speaks for and to the nation’s greatest 
dairymen. That’s why it’s a likely 
advertising medium for you. 


dairy income of the average U.S. farmer—35% more 
income from ALL farm products than the U.S. average. 
Wisconsin Agriculturist is the best way to deliver 
your advertising messages to this large, prosperous 
segment of the farm market. You can do the job ina 
single medium. Concentrate your advertising-selling 
in the paper that conceatrates its attention on Amer- 
ica’s greatest dairymen. Use Wisconsin Agriculturist 
and Farmer. 


as a plow.” 


tional... 


Farmer.” 


“| have had lots of help from 
reading the many useful articles 
in the very valuable paper. 
Would never be without it.” 
GEO. A. PATTERSON, 
Gleason, Wisconsin. 


“We surely enjoy your paper. It 
is almost as necessary on a farm 


MILTON HAASE, 
R. 1, Watertown, Wisconsin. 


“,.. All departments of the paper 
are filled with interest and we 
find it very-helpful and educa- 
We'd be lost without 
the Wisconsin Agriculturist and 


MRS. REINHARD A. GOHDES, 
R. 2, Wausau, Wisconsin. 
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the air, “If You Go on Television,” 
publicizing something big, creating 
news and “Tying the Campaign 
Together” are brief, they are co- 
gent, succinct and practical. 

International Textbook Co. is 
the publisher. The price is $2. 


Corday Head Discusses 
Franc Devaluation Effect 


No change in price need be an- 
ticipated on French perfumes in 
the U. S. for some time, according 
to Benson Storfer, president of 
Parfums Corday, Paris and New 
York. Recently returned from 
France, Mr. Storfer made three 
points concerning the devaluation 
of the franc as it affects the U. 


(1) Most houses importing 
French perfumes have sufficient 
stocks at the old franc-dollar basis 
to last from six months to a year; 
(2) even those houses which are 
low in inventory can gain only 
about 6% on their selling prices 
to the retailer; and (3) if and 
when stocks are exhausted the 
new price increases by French 
houses nearly will approximate 
the old landed costs. 
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Coolerator Shows 
‘50 Appliances 
to Distributors 


Magazine Space, Co-op 
Ads, Promotion to Push 
Newly-Restyled Lines 


Cuicaco—The new line of 1950 
Coolerator electric refrigerators, 
ranges and home freezers, to be 
backed by an extensive advertising 
and promotional campaign, was 
unveiled here last week at the 
second annual “Coolerator Con- 
clave” for distributors. 

W. R. (Ward) Schafer, vice- 
president and general manager of 
the Duluth, Minn., company, told 
the distributor organization that 
while a prolonged steel strike “will 
close us down,” Coolerator will 
produce all the refrigerators it has 
promised during the past month 
and it is “sparing nothing to get 


- PUBLIC SALE : 


Valuable time, large city and farm 

@ audience, swift, rich results for spon- @ 
sors. Now for sale at lowest rates by 
KIOA,. As Des Moines’ only 10,000* 

@ wott station, KIOA will serve youad- @ 
mirably in lowa's abundant market. 
Coverage maps, schedules and avail- 

@ abilities are yours for the asking, @ 

any Pau! Raymer man or 
write direct to KIOA, Des Moines, 

@ towa. +. 
#10,000 Watts day, 5,000 Watts night 


additional steel from warehouse 
stocks.” 

Coolerator, he said, has come a 
long way in the past year, since 
it added ranges and freezers to its 
established line of refrigerators, 
and tripled its advertising appro- 
priation to sell the full line of elec- 
trical appliances. The entire in- 
dustry, he added, “has forgotten 
how to sell electrical cooking,” and 
the market for ranges offers a 
“tremendous” opportunity. 


ws In the new refrigerators, to re- 
tail from $189.95 to $319.95, Cool- 
erator has removed the compres- 
sor and condenser from inside the 
cabinet, to utilize the full space; 
a flattened compressor called the 
Zerolator is mounted on the back 
of the unit. Seven new models are 
included in the electric range line, 
three with “push-a-button” cook- 
ery. The family-size freezers will 
feature a new Freez-R-Ator, a 
dual-duty freezer-refrigerator 
combination for both fresh and 
frozen foods. 

W. A. MacDonough, advertising 
and sales promotion manager, told 
the several hundred distributors 
and their salesmen that Coolerator 
will start its 1950 ad schedule with 
a full page in The Saturday Eve- 
ning Post in January, and plans a 
sustained campaign throughout the 
year. Most of the publications used 
during the present year will re- 
main on the schedule, and several 
others will be added. The list in- 
cludes Better Homes & Gardens, 
Country Gentleman, Good House- 
keeping, Farm Journal, Household, 
Progressive Farmer, the Post, 
Small Homes Gardens, Successful 
Farming and Sunset. 

Actual plans have been com- 
pleted only for the first three 
months, Mr. MacDonough ex- 


ready for your test now 


® Burgoyne Store Panels are currently funce- 
tioning for national food and drug advertisers 


in these representative test cities. 


® Rockford to Charlotte . .. Grand Rapids to Omaha 

. Cedar Rapids to Dayton . . . South Bend to Syra- 
cuse ... Peoria to Canton ... others too... on this 
Map of Opportunity you can prove to Management 
now why you should push that new program. 


@ Pretest by “over-the-counter” sales your new prod- 
uct, advertising, or merchandising plan . . . positive 


facts soon! 


® Write for brochure on how Burgoyne can sales-test 
for you in one or a half dozen cities! 


Burgoyne Grocery & Drug Ak 


DIXIE TERMINAL e 


CINCINNATI 2, OHIO 


GREETINGS—Fred Linder, president of Jacob Ruppert Brewery, New York, wel- 
comes Herman Katz to his new job as vice-president in charge of sales (AA, Oct. 17). 


plained, but Coolerator hopes to 
step up advertising and promotion 
as sales are increased through a 
stronger distributor and dealer set- 
up. Last year it announced a full 
year’s program, he recalled, dis- 
covering later that it wasn’t as 
flexible as it should have been. 


ws The new appliance lines will 
be promoted to the trade via Air 
Conditioning & Refrigeration News, 
Electrical Merchandising, Electrical 
South, New England Radio & Ap- 
pliance News, Retailing Daily and 
Western Radio & Appliances. 
Coolerator also has completed 
a promotion package for distrib- 
utors including a meeting guide 
(to be used for dealer previews 
during the next month), new cook 
books, a sales planning kit for deal- 
ers with ad mats, proofs, catalogs 
and specification sheets. Dealers 
also will be offered neon outdoor 
signs, new Scotchlite road signs, 
portable signs, clock signs, outdoor 
posters, window and floor dis- 
plays, 13 full-color movie trailers, 
a new series of trat.scribed radio 
spots, and a series of 13 one-min- 
ute video films, ready Jan. 1. 
Promotion plans, said Mr. Mac- 
Donough, will embrace a meter 
bank which prospects use to save 
25¢ or more a day to purchase an 
appliance, but which avoids home 
collections; and a completely pack- 
aged promotion, “Coolerator Car- 
nival,” with displays, banners, mail 
pieces, ad mats, handbills, give- 
aways and contests for youngsters. 


w Coolerator is continuing its co- 
operative ad plan, the ad chief an- 
nounced, but it is asking distrib- 
utors to adopt a system of record- 
keeping on their reserves and com- 
mitments to dealers. A number of 
them wound up the fiscal year 
Sept. 30 with their ad funds 
“pretty well mixed up,” he said. 

The company’s national ad pro- 
gram and cooperative advertising 
won't do the whole job, he warned, 
adding that aggressive distribu- 
tors will want to set aside addi- 
tional funds per unit of sale for 
special advertising and promotion- 
al activities with key dealers. 

W. W. Garrison & Co. handles 
the Coolerator account, as well as 
that of Gibson Refrigerator Co., 
Greenville, Mich., Coolerator’s 
parent company and competitor in 
the same field. 


Ford Appoints Helard 


Verne W. Helard has been ap- 
pointed assistant sales manager 
of the fleet sales section of Ford 
Motor Co., with headquarters in 
Chicago. He will coordinate fleet 
sales activity in the West-Central 
section. Mr. Helard succeeds 
George M. Catchpole, who takes 
over special assignments in con- 
nection with truck and fleet sales. 


Sales Managers Elect Drew 


Garvin A. Drew, general sales 
manager of A. Schrader’s Son, has 
been elected president of the New 
York Sales Manager’s Club. He 
succeeds Fen K. Dosher, vice-pres- 
ident in charge of sales of Lily- 
Tulip Cup Corp. 


P&T Kentucky Bred 


Bourbon Reappears 


New YorK—Park & Tilford Im- 
port Corp. will launch a concen-, 
trated sales and advertising drive 
to reintroduce Park & Tilford Ken- 
tucky Bred straight bourbon 
whisky in mid-November. 

Absent since the war, Kentucky 
Bred will go back on the market as 
a four-year-old, 93-proof straight 
bourbon retailing at $4.85 a fifth 
and $3.05 a pint in New York and 
at comparable prices in other 
states. 

Announcement copy will be run 
with 1,000-line insertiéns in news- 
papers covering major markets. 
Storm & Klein, New York, is han- 
dling the account. 


Bracy & Bracy Agency Moves 


Bracy & Bracy, Cleveland agen- 
cy, has moved its offices from 3252 
W. 142nd St. to 14900 Lakewood 
Heights Blvd. The agency has been 
named to direct the advertising 
and merchandising of Associated 
Foundries Inc., distributor of Del- 
crafter products. 


June Carle Joins Scriven 


June Carle, formerly advertis- 
ing manager of Florida Shell Jew- 
elry Co., has joined Scriven Ad- 
vertising, Pawtucket, R. I., agency, 
as copywriter. 


Appoints Langhammer Agency 
Langhammer & Associates, 
Omaha, has been named to handle 
the advertising of Cloud Oak 
Flooring Co., Springfield, Mo. 


Advertising Age, October 31, 19 9 


Grocers Invest 1% 
of Sales for Ads, 
Nargus Head Repor's 


Cuicaco—Grocery retail« rs 
spend about 1% of sales for ;4d- 
vertising, or $300,000,000 annua’ \y, 
and the majority consider “sny 
amount as high as 2% of saes 
completely out of line,” accord ng 
to Mrs. R. M. Kiefer, secretary- 
manager of the National Assoc \a- 
tion of Retail Grocers. 

The figures were discovered jn 
a Nargus questionnaire survey out- 
lined by Mrs. Kiefer before a con- 
ference of Operation Inc., nationa! 
wholesalers’ group. The study 
covered all sizes and types of 
grocers, from stores doing less 
than $20,000 volume to those hand- 
ling as much as $5,000,000 an- 
nually. 

Four-fifths of the advertising 
funds, said Mrs. Kiefer, is spent 
on newspaper space, with hand- 
bills next in favor among retail] 
grocers. Other media used in- 
clude direct mail, radio, outdoor 
advertising and storecasting. 


s “We found that advertising gro- 
cers are usually the larger, more 
aggressive retailers whose busi- 
ness is good, and is growing al! 
the time,” she declared. “Usually 
the small or medium-size operators 
who are non-advertisers have com- 
plaints about the times, and are 
not too aggressive.” 

Non-advertising retailers, she 
said, apparently do not realize the 
value of good advertising, or think 
they cannot afford it. Suppliers 
can help these grocers by show- 
ing them how to help themselves, 
she said. 

Some of the non-advertising 
merchants, she added, actually are 
doing a good job in their mer- 
chandising because they carry spe- 
cial copy on their windows, store 
signs, wrappings and boxes for 
their bakery goods and pre-pack- 
aged perishables. 


Minnesota Mining Ups Opstad 


Donald O. Opstad, sales man- 
ager of traffic and safety products 
in the Scotchlite division of Min- 
nesota Mining & Mfg. Co., St. Paul, 
has been promoted to general sales 
manager of the division. Frederick 
P. Gunning, eastern regional sales 
manager for reflective products, 
has been named to succeed Mr 
Opstad. 
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“See How Your Product Comperes 
7a\ with Competitors! 


~ Get This New 1949 
Consumer Survey of the 
ROCKFORD MARKET 


Just off the press... 
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the fourth annual 


survey of “How Rockford Consumers Buy” is a study 
|. of buying habits, brand preference, ownership, and dealer 
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‘Indicates new listing in this column. 


31-Nov. 3. Southern Newspaper 
Association, Mineral Wells, 


Oct. 
Publishers 
Tex. 

Nov. 4. Fifth district, Advertising Fed- 
eration of America, Indianapolis. 

Nov. 4-5. Sixth district, Advertising 
Federation of America, Racine, Wis. 


Nov. 11-13. Southwestern Association 
of Advertising Agencies, Tulsa Hotel, 
Tulsa, Okla. 


Nov. 14-17. Printing Industry of Amer- 
ica, 63rd annual convention, Biltmore 
Hotel, Los Angeles. 

Nov. 17. National Business Publications, 
annual meeting, New York. 

Nov. 18-19. Pacific Northwest Newspa- 
per Advertising Executives Association, 
fall meeting, Spokane, Wash. 

*Nov. 28-29. Associated Business Publi- 
cations, ABP Clinics of 1949, Biltmore 
Hotel, New York. 

Nov. 29-Dec. 2. Outdoor Advertising 
Association of America, 54th annual con- 
vention, Hotel Book-Cadillac, Detroit. 

Jan. 23-25, 1950. Newspaper Advertis- 
ing Executives Association, annual con- 
vention, Edgewater Beach Hotel, Chi- 
cago 

March 28-31, 1950. Premium Advertising 
Association of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

April 11-12, 1950. Annual symposium 
und exhibit, Point of Purchase Advertis- 
ing Institute, Waldorf-Astoria Hotel, New 
York. 

May 14-17, 1950. National Newspaper 
Promotion Association, annual conven- 
tion, Schroeder Hotel, Milwaukee. 

*May 31-June 3, 1959. Advertising Fed- 
eration of America, 46th annual conven- 
tion, Hotel Statler, Detroit. 

June 29-July 1, 1950. National Industrial 
Advertisers Association, annual con- 
ference, Hotel Biltmore, Los Angeles. 


Pilsener Sponsors Hockey 


Campaigning to increase “cool 
weather” consumption of beer, 
Pilsener Brewing Co. of Cleve- 
land is sponsoring broadcasts of 
home games of the Cleveland 
Barons’ American Hockey League 
games. The $100,000 campaign in- 
cludes broadcasts on six radio sta- 
tions covering the northern Ohio 
area. Pilsener will also televise 
hockey over Cleveland’s WEWS. 
It is the first time a Cleveland 
sponsor has arranged to use both 
AM, FM and television. Gregory 
& House is the agency. 


WOC-TV to Begin Operations 


WOC-TV, Davenport, Ia., will 
start programming on Nov. 1. Local 
studio programs, film, sports, spe- 
cial events and non-interconnected 
network shows will be presented. 
Kinescope recordings of chain pro- 
grams will be shown until the re- 
lay system between Davenport and 
as is completed some time in 


PRIZE WINNER—This sil- 
ay satin and brown net evening 
‘ith off-shoulder drape was voted 
000 top prize by the balloting of 
liences viewing the 43 creations 
ped in the Chicago Tribune’s 
inual American Fashions compe- 
As Chicago’s leading fashion 
n, the Chicago Tribune receives 
' the promotion budgets of wom- 
parel advertisers than all other 
) Newspapers combined (Adv.) 


82,0 


very 


IBM Describes New 
Machine ‘Whiz’ in 
Magazine Campaign 


New YorKk—International Busi- 
ness Machines Corp. will use nine 
magazines, starting with the Nov. 
14 issue of Life, to proclaim that 
its commercial electronic machines 
are the first in the field offering 
the computation of mathematical 
problems at speeds many times 
faster than ever before possible 
in business and industry. 

Other magazines scheduled are 
Fortune, Look, Nation’s Business, 
National Geographic, Newsweek, 
Time, The Saturday Evening Post 
and Scientific American. A full 
merchandising program being put 
behind the advertising includes 
direct mail, window displays, use 
of reprints and sales literature, all 
tied to the headline, “Releasing 
the Human Mind” from mathe- 
matical drudgery. 

This is said to be the first time 


that IBM has taken the story of a 
great advance in business machine 
techniques to the general public 
by means of full-color institutional 
advertising in consumer magazines. 


Cecil & Presbrey, which recently 


celebrated its 35th anniversary as 
advertising counsel for IBM, is 


the agency. 


Colias Joins Tech Adgency 


Theodore A. Colias has joined 
Tech Adgency Inc., Detroit, until 
now the only all-woman advertis- 
ing agency specializing in technical 


and industrial accounts. He will 
direct sales promotion on the 
agency’s automotive parts ac- 


counts. Mr. Colias was formerly 
with the parts and service division 
of Ford Motor Co. 


Drew Promotes Johnson 


George R. Johnson, formerly as- 
sistant to the director of sales of 
E. F. Drew & Co., New York, man- 
ufacturer of Drew Ameroid auto- 
motive chemicals, has been named 
manager of the company’s auto- 
motive chemicals division. 


Ekco Appoints Kanter 


Milton B. Kanter has been ap- 
pointed advertising and sales pro- 
motion manager of Ekco Products 
Co., Chicago. He was formerly ad- 
vertising manager of the Chicago 
Cinema Products Co. and adver- 
tising and sales promotion man- 
ager of Precision Scientific Co. 


Eshleman Names Lafferty 


J. E. H. Lafferty has been named 
advertising and education man- 
ager of John W. Eshleman & Sons, 
Lancaster, Pa., manufacturer of 
Red Rose feeds. 


Association has 
Dieterich & Brown, San Francisco, 
to conduct a newspaper and transit 
advertising campaign. 


47 
To Hoefer, Dieterich 


The San Francisco Real Estate 
named Hoefer, 


KLX Covers 


OAKLAND, CALIFORNIA 


AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co. Inc 


, How 


OCTOBER 1, 1949 


20 WEST PUTNAM AVE. 
GREENWICH, CONN. 


Our 14th year of service to the Catholic clergy and religious in the 
esigning, construction, maintenance and furnishing of the church, school 


and institution. 


CHURCH PROPERTY ADMINISTRATION 


Published bi-monthly ° 


FRANKLIN X. McCORMICK, Editor & Publisher 


National newspaper advertisers have used 


4,000,000 


CHICAGO «+ 


G the original plastic plates 


Tear sheets tell the truth! 


Reilly plastictypes are superior in every 


respect to the finest newspaper electrotype 
REILLY ELECTROTYPE COMPANY 


NEW 
SAN FRANCISCO «+ 


305 EAST 45th STREET, 
DETROIT + INDIANAPOLIS «+ 


YORK 17, N. Y. 
LOS ANGELES 
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Old-Time Cadillac Writer 
Adds to MacManus Saga 


To the Editor: Someone should 
speak up in defense of the prin- 
ciples and character of the late 
T. F. MacManus. And having 
waited fruitlessiy since Sept. 6, I 
guess the someone will have to be 
me. 

MacManus’ attitude toward ad- 
vertising is certainly, though in- 
advertently, misrepresented in the 
Sept. 5 ApverTIsSING AGE article, 
“Cadillac, MacManus and Adams; 
a 40 Year Saga.” 

Having worked ten years with 
“T. F.” and having written Cadillac 
copy and handled the account at 
various times during that period, 
I can tell the advertising world 
that he did not approach the job 
of advertising Cadillac with any- 
thing like the solemn pomposity 
indicated in the article. 

As a fact, anyone with a philo- 
sophical approach, an inborn sense 


. of what moves people, and an 


ability to imitate a style (which 
is certainly not uncommon) could 
write Cadillac copy and keep it so 
close to the MacManus style that 
he could not tell it from his own. 
I know, because I did it as far 
back as 1921; and I am sure any 
number of other advertising writ- 
ers could have done it then, and 
could do it now—if—and it’s a big 
“if’—they had the original Mac- 


This department is a reader’s forum. Le 


Manus copy to imitate. 

The fact is, however, that the 
present Cadillac copy bears about 
the same relation to the original 
MacManus copy as a clothing store 
dummy bears to a vibrant, flesh- 
and-blood man of sincere and cap- 
tivating personality. It would have 
been unthinkable for MacManus, 
for example, to write such a 
clumsy, stumbling headline as 
“Greatest Compliment A Car Ever 
Had!”—which is over the news- 
paper advertisement shown in con- 
nection with the ADVERTISING AGE 
article. 

Nor would T. F. MacManus have 
been capable of the weak and wob- 
bly statements which frequently 
take up space in the present 
Cadillac magazine advertisements. 
The present copy implicitly and 
explicitly declares that you “may” 
be able to find a substitute for 
Cadillac satisfaction, a notion 
which would have been con- 
demned by MacManus as _ the 
rankest kind of unselling. 

But the present Cadillac adver- 
tising departs from the pattern 
set by MacManus between 1920 and 
1930 in an even more basic way. 
In his Cadillac magazine adver- 
tisements—other than new model 
announcements—MacManus used 
finely rendered portraits of people 
—the kind of fine, sincere, cul- 
tured American people nearly 
every American (especially after 


e publish two good newspapers 


.. they are read by virtually every 


family in and around Louisville. 


e sell advertising space at 


reasonable rates. 


It produces sales. 
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ers are welcome. 


he : 


he gets himself enough money to 
buy a Cadillac) would like to be. 
The implication was: “These are 
the kind of people who own Cadil- 
lacs. The social acceptance they 
confer on the car—the car, in turn, 
confers on you.” 

MacManus never would have 
used.a lady’s jewels, as do the cur- 
rent Cadillac national advertise- 
ments, and left out the lady. In- 
deed, he carried this to the degree, 
at one time, of leaving out the car 
almost entirely, in favor of the 
kind of people whom he wanted 
to claim representative owners of 
the Cadillac. 

The article, incidentally, refers 
to the highest score for “noted” 
in the entire magazine. Being noted 
is partly a matter of position— 
like Hooper ratings—but it is also 
a matter of subject. Look over the 
“noted” scores of automobile ad- 
vertisements; wherever they ap- 
pear, they are all high. People 
just love to look at those glossy 
motor cars, even in black-and- 
white newspaper advertisements. 

As a friend of the late “T. F.,” 
I should very much dislike any- 
one connecting him with the state- 
ment attributed to Jim Adams— 
that “People are selfish—and it is a 
good thing they are, because it is 
the basis of our civilization.” I am 
quite sure the top General Mo- 
tors executives who make Cadillac 
cars would condemn the statement 
that selfishness is the basis of our 
civilization, and I am absolutely 
sure T. F. MacManus would con- 
demn it. It is so obviously untrue. 
The very thing that tears homes 
apart, that causes wars, that is the 
seed and center of all the misery 
and unhappiness in the world, is 
selfishness. Clearly, selfishness is 
not the basis of our civilization— 
though it may, eventually, be the 
basis of our civilization’s “de- 
cline and fall.” 

I suppose a few people do buy 
motor cars, including Cadillacs, 
out of pure selfishness; but more 
people, by far, purchase motor 
cars because of love of wife and 
family and many sacrifice their 
individual pleasures that they may 
provide their families with the 
pleasure and convenience a motor 
ear affords. And it was to that 
spirit of unselfishness that Mac- 
Manus’ Cadillac advertising com- 
monly appealed. 

I was gratified, incidentally, to 
see John A. Drake’s letter, in which 
he gave credit to John B. Ternes 
of Campbell-Ewald for the fine 
job of Cadillac copywriting he 
turned out. As I now recall, Ternes 
was eventually taken off the 
Cadillac account to concentrate on 
Chevrolet, which being about ten 
times as large in billing, was ten 
times as important, and Jim Adams 
succeeded to the writing of the 
Cadillac account. It was Ternes, 
too, who wrote the Fisher Body 
account, which I had handled for 
seven years at MacManus’, when 
that account was also turned over 
to C-E in a General Motors policy 
move. Ternes did his usual flaw- 
less job on Fisher copy; he is one 
of the top copywriters of Amer- 
ican advertising. 


J. P. DERUM, 
H. B. Le Quatte Inc., New 
York. 
+ ~ . 


Atherton Agency's A's 
Compete in Alphabet Race 

To the Editor: Because your 
very worthy publication is often 
referred to by the initials “AA,” 
it occurred to me that you’d like 
to hear about the uses to which we 
put the first letter of the alphabet 
around our shop. 

First of all you can see by our 
letterhead that we do business as 


“Atherton Advertising Agency” 
(that takes care of three A’s). The 
owner of our agency is Alfred A. 
Atherton (three more A’s). 

But here’s the clincher: Mr. 
Atherton’s secretary is Alice As- 
dour! When Miss Asdour types a 
letter dictated by “AAA” himself, 
the reference initials at the bottom 
look like Washington bureaucracy 
gone mad! 

Tuomas M. MULLINs, 

Atherton Advertising Agency, 

Los Angeles. 


Bees Wouldn't Object, Maybe 
To the Editor: In the large Wall 
Street Journal advertisement in 
the Oct. 10, 1949, issue appeared 
this ad showing the modern ideas 
of 80 years ago of the Chirurg Co. 
The straw skept was popular 
during the time of the pony express 


for hiving bees, but not today! The 
enclosed illustration is of the style 
of hive used today. Would you 
want to do business with an agen- 
cy with ideas of 80 years ago? 
J. H. WATTERS, 
Sales Promotion, J. M. Wat- 
ters & Son, New Albany, Ind. 


Says ‘Insidious’ Is Word 
for Patent Office Ad Curb 


To the Editor: The insidious 
manner in which some adept bu- 
reaucrats are creeping into the 
field of advertising is enough to 
bring to a quick boil the blood of 
any advertising man who is either 
half a man or half an advertising 
man. 

To wit, I refer to the constant- 
ly-increasing, government-inspired 
circumscription of advertising in 
the patent attorney profession [AA, 
Oct. 17]. This creeping paralysis 
has been promoted and encouraged 
by government men within the 
Patent Office who would strangle 
and hog-tie advertising by patent 
attorneys—to the detriment of 
basic free speech and a free press. 
As is usual in such cases, the ac- 
tion itself is incidental to the im- 
plication. If such methods of stran- 
gulation can be legally or bureau- 
cratically employed by insidious 
(sic) step-by-step implementation, 
into whose castle will these “serv- 
ants of the people” step next? 

Be it to the everlasting credit of 
Secretary of Commerce Charles 
Sawyer, this intelligent public of- 
ficial has fought the good fight in 
behalf of freedom of the press. The 


Patent Office forces behind this}. 


incredible attack on free enter- 
prise would, if they could, make 
these rules and regulations even 
more sweeping and detrimental to 
the advertising patent attorney. 
If these forces had their way, they 
would eliminate everything in ad- 
vertising except a simple business 
card—which, I needn’t tell you, is 
no advertising at all. 

This has been the repeated aim 
of all their insidious efforts in the 
past few years, which have been 
aborted only through the constant 
vigilance of such capable public 
men as Mr. Sawyer. But the wheels 
of bureaucracy never weary of the 
grinding. The Patent Office bu- 
reaucrats are slowly grinding down 
resistance from within the govern- 
ment and have finally passed a 
rule almost as crippling as would 
be the complete elimination of 
patent attorney advertising. 

This one, in the jargon of adver- 
tising, is a dilly. It rules out all 
“coupon” advertising by patent 
attorneys, for publication after 
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ce, Sean? 


Advertising Age, October 31, 1949 


Jan. 1, 1950...As anyone knoy s, 
“Mail the coupon” is as Americ »y 
as the World Series and the ten- 
cent store... 

The first blow was bad enou-h 
Yes, the Patent Office has tak ep 
several unfair cracks at patent - 
torneys who advertise. These }.- 
reaucrats ruled about a year or so 
ago that all patent attorney aq- 
vertising must be written in the 
“third person.”’. . . 

So, there you have it. First, they 
clip the wings of free advertising, 


Henry 
Bassler 


Advertising 
Manager 
CANTON (Ohio) 
REPOSITORY 


digging 


@ Now that we are all digging 
for sales, here is some live, hot 
news about 38,000 families who 
need plenty of “Suds” (not a 
beverage) — for personal use 
and for the hundred and one 
things that must be tubbed or 
washed by hand each week. We 
have 28-grain hard water and, 
brother, that’s hard water; so 
any good soap or detergent 
that can battle it out with our 
water will find this a whale of 
a market. 

We have 40 grocers who 
feature soap products in their 
weekly ads. 


Drugs! 


23% Above normal 
— but feeling 
quite healthy 


When you advertise in Canton, 
you have 15 retail advertising 
druggists to help you. In a sin- 
gle year, they feature hundreds 
of drug and cosmetic items. So 
the result is what you might 
expect—Canton drug sales ar‘ 
23% above the national «ver- 
age. 718,594 lines of druy ad- 
vertising ran in the Repo: itor) 
in 1948. 

My time is your time wher 
you want something done ir 
Canton. 


OUR 7 PAPERS 


© CANTON (OHIO) REPOSITOF 
© STEUBENVILLE (OHIO) HERA )-STAR 
© SALISBURY (MD.) TIMES 


These 3 represented by 
Story, Brooks & Finley, " 


MARION (OHIO) STAR 
EAST LIVERPOOL (OHIO) RE EW 
PORTSMOUTH (OHIO) TIMES 
SALEM (OHIO) NEWS 

These 4 represented by 
John W. Cullen Compor 
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NEWSPAPER. 
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ATTENTION GETTER—The painter never returned to finish this 
job for Clover Club Foods Co., and according to R. T. Harris 


Advertising Agency, 


Salt Lake City, its client receives frequent 


telephone calls reporting the fact. 


which is freedom of the press as 
much as free editorialism is; then 
they really throw the hooks into 
the patent attorney business by 
eliminating the “coupon.” 

Insidious! Insidious because only 
afew persons in a limited field are 
cognizant of these things and see 
danger signals heisted at the im- 
plications. Patent attorneys do not 
constitute a subversive element. 
There is no ethical or juridical 
support for the ridiculous premise 
that they should not be allowed to 
talk to other people as “me to thee.” 
Nor is there any precedent for their 
not being allowed to ask the reader 
to “mail the coupon.”... 

Again, I want to make it clear 
that the writer understands the at- 
titude of Secretary of Commerce 
Sawyer and appreciates the odds 
against which he battles. 

Why doesn’t somebody, not so 
insidiously, boost Patent Commis- 
sioner Lawrence Kingsland out of 
a position of autocracy, or at least 
hand him a primer of American 
history with the Bill of Rights in 
big print? Give him a fighting 
chance to show that he doesn’t 
subscribe to the same high-handed 
methods endorsed by his prede- 
cessor, Casper W. Ooms. Other- 
wise, just throw him out, period. 

M. BELMONT VER STANDIG, 

M. Belmont Ver Standig, Ad- 

vertising, Washington, D. C. 

e © @ 
Originality Imperative 

To the Editor: Just in case you 
missed it, the enclosed UP dis- 
patch which appeared in yester- 
lay’s Cincinnati Enquirer should 
lickle the rest of your readers as 
it did me: 

London—(UP)—An advertising agency 
‘dvertised in the London Times today 
‘or a copywriter “able to write well 


nd produce original ideas which have 
hot been thought of lately.” 


idiotic ways. 

The picture referred to was silly, 
it didn’t prove anything, and was 
so unsuitable that one wonders 
what type of creature has taken 
over publicity and advertising. 

A grinning female stuffed into 
a refrigerator would certainly not 
sell that make of refrigerator to 
me and I believe many other peo- 
ple feel the same as I do about it. 

Mrs. JOHN W. RED, 
Memphis, Tenn. 


Avco Mfg. Corp., 

Crosley Division, 

Cincinnati, O. 

Attention of Mr. William A. Blees, 
Crosley Refrigerator Division. 


Gentlemen: It would be interest- 
ing to know what peculiar quirk 
of mind made the advertising or 
publicity manager, or any of the 
other Crosley officials who may 
have been responsible for the pic- 
ture in the Commercial Appeal 
this morning, illustrate the room- 
iness of the Crosley by putting a 
stocking-footed female human in- 
side the refrigerator. If it was 
roominess that was to be stressed, 
why not use a cow or hog—that 
would have been a better way of 
demonstrating roominess and the 
meat would have been more ap- 
propriate content for a refrigera- 
tor. 

If you were trying to bring out a 
point or make an_ impression 
through grotesqueness and incon- 
gruity—you were successful, but 
the impression made on me, and 
I feel sure on many others, was ad- 
verse. It is not yet the custom to 
put female humans in refrigerators, 
hence your illustration is anachro- 
nistic. It may be, however, that 
whoever had this idea has felt 
that would be an excellent way to 


again becomes so zealous in his 
enthusiasm for Crosley that he 
feels the only way to advertise it 
properly is to have a female hu- 
man sitting in it. 
e ee @ 

Finds Case Stories Helpful 

To the Editor: How about print- 
ing more letters or articles like the 
letter in the Oct. 17 issue on Page 
50 from Herbert Stalker regard- 
ing dealer proofs (and mats)? 

As we move into more competi- 
tive selling conditions this is one 
phase we are watching carefully 
and on which it is extremely dif- 
ficult to secure accurate field re- 
ports. 

D. S. Exrop, 
Vice-President, Erwin, Wasey 
& Co., Chicago. 


Magazines to Carry 
Extensive Ad Drive 


for Columbia Records 


New YorK—Magazines and 
point of sale displays will be em- 
phasized in Columbia Records’ fall 
and Christmas campaign. Paul E. 
Southard, vice-president in charge 
of merchandising, said the drive 
will be one of the most extensive 
in the company’s history. 

Nineteen magazines will be used, 
including American Home, Amer- 
ican Record Guide, The Atlantic, 
Better Homes & Gardens, Esquire, 
Good Housekeeping, Harper’s Mag- 
azine, Holiday, House Beautiful, 
House & Garden, Listen, Life, Na- 
tional Geographic, Newsweek, Re- 
view of Recorded Music, Saturday 
Review of Literature, Seventeen, 
The New Yorker and Time. 

Window displays will feature 
Santa Claus looking at Columbia’s 
long playing records and LP at- 
tachment. Dealers also will be sup- 
plied with pennant streamers, 
counter cards, mailing pieces, gift 
booklets, children’s and folk music 
displays, posters and mats for use 
in cooperative advertising. 

McCann-Erickson is the agency. 


McGrath Agency Moves 

H. J. McGrath & Associates has 
moved to new offices at 605 Lloyd 
Bldg., Seattle. E. G. Hines, form- 
erly with KOL, Seattle, and J. D. 
Tuttle, formerly with Martin & 
Tuttle, Seattle, have been added to 
the staff. New accounts include 
Rogers Candy Co., Trim-Set Corp. 
and Ben Tipp Inc. 
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Owen Agency Moves Offices 


Edward Owen & Co., advertising 
agency, has moved from the Am- 
erican Industrial Bldg., 983 Main 
St., Hartford, Conn., to W. Avon 
Rd., Avon, Conn. Paul D. de- 
Lahunta, formerly Hartford ad- 
vertising representative of the 
Sunday Herald, Bridgeport, Conn., 
has been named an account exec- 
utive of the agency. 


Publication Changes Name 


Effective January, 1950, Com- 
munications, published by Bryan 
Davis Publishing Co., New York, 
will be changed to Television En- 
gineering. The publication will be 
directed to executives and engi- 
neers associated with all design, 
manufacturing and operational 
phases of television receiving and 
broadcast transmitting equipment. 


Kelvinator Promotes Young 


Nash-Kelvinator Corp., Detroit, 
has appointed John L. Young man- 
ager of Kelvinator’s major mar- 
kets division. He had been sales 
manager of the Chicago zone. Mr. 
Young succeeds A. S. Lawrence, 
who was recently named Minne- 
apolis zone manager. 


SEL 


Put your sales message on signs that 

ore talked about and remembered 

PAINTED DISPLAYS“ * NEON SIGNS 
. CHOICEST LOCATIONS . 


STERLING NEON SIGN CO. 


2706 Collingsworth Hovston 11, Texas 


SPECTACULAR SIGNS BY 


STERLING 
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dispose of the female of the species. | J 
Incidentally, another reason why | 
such a demonstration is in bad_/| | 

taste is the fact that in recent 
months newspapers have carried 
stories of children losing their lives} @ 
by being locked, accidentally or| @ 
otherwise, in refrigerators. I don’t] | 
recall that a Crosley was used in| @ 
any of these tragedies, but being| #@ 
shut up in a Crosley would be just| @ 
as fatal to the victim as being 
locked in an ice box. 

I hope that no one in your ad- 
vertising or publicity department 


dreds W. N. Mackey, 


Advertising Manager, Newman 
Brothers Inc., Cincinnati. 
e e« e@ 

Cheesecake, Like Bananas, 
Has No Refrigerator Space 

To the Editor: I don’t know 
vheiner you are interested in a 
{ues ion like that referred to in the 
attac red letter which is a copy of 
that sent to Crosley. If not, it 
‘oes seem to me you should be. 
Prin or’s ink is splashed around in 
some very stupid, ridiculous and 


> pemiNaATEeEs > 
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PRECISION-printed, precision-finished labels can 
consistently be produced only on precision equipment. 


ne. 


‘EW In other words, new equipment. New equipment engineered, 


installed, operated by men Who know the label field . . . our kind 


of equipment, our kind of men. Write or phone for detailed 
information concerning these and other ways in which we 
assure top quality, on-time delivery, competitive prices. 


_ Malier; Printing Company 
Label Division 


CHICAGO 16 


re es iad nate. 2g 


Walter Johnson, Asst. Gen. Mgr.—Sales Mgr. 


2001 CALUMET AVENUE 


Victory 2-0300 Paul W. Morency, Vice-Pres.—Gen. Mgr. 
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Sharman Calls 
CCA Too Liberal 


in Qualifications 


But Paid, Controlled 
Business Papers Held 
as Good Opportunities 


NeEwarRK—Both paid and con- 
trolled circulation business papers 
offer advertisers equally good op- 
portunities to reach buyers in 
specific markets, provided the ad- 
vertiser knows what he wants to 
do and how to do it, Howard H. 
Sharman, director of media, Rick- 
ard & Co., New York, industrial 
advertising agency, told members 
of the Industrial Marketers of New 
Jersey at their regular monthly 
meeting here. 

Mr. Sharman, however, criticized 
Controlled Circulation Audit qual- 
ifications as being “too liberal” and 
as leaving “too much to the dis- 
cretion of the individual pub- 
lisher.”” New standards of qualifi- 
cation, he suggested, should be 
set up so the quality of a publica- 
tion’s circulation may be evaluated 
more definitely than is now pos- 
sible. 

A more informative breakdown 
is needed, Mr. Sharman said, to 
give advertisers clearer circulation 
analyses. 

Research techniques have been 
used too often by publishers and 
others, he declared, “for the pur- 
pose of proving a premise rather 
than for eliciting cold facts about 
market potentials.” This has led 


OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 


There's untold wealth at your elbow! 
15 million Negroes spend 10 billion 
dollars a year on every ty product! 
Reach this big buying public through 
the Negro press. For information write 
Interstate United Newspapers, Inc., 545 
Fifth Avenue, N. Y., serving America’s 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast. 
Write now for this free information. 


to a growing skepticism of the 
validity of research in many places, 
which he characterized as unfor- 
tunate. 

Media analysis he defined as a 
matter of collecting information 
from many sources; media selec- 
tion was called a matter of weigh- 
ing the information collected and 


testing its validity in particular, 


publications. 


w Angelo Venezian, assistant to 
the director of advertising, Mc- 
Graw-Hill Publishing Co., recom- 
mended making market evalua- 
tions in terms of market opportu- 
nities for specific products. 
“Determine your advertising,” 
he suggested, “by a particular 
product’s potential in a particular 
field.” He enumerated five steps 


to be taken: (1) Identification of 
the market; (2) identification of 
the buyers; (3) identification of 


the channels of distribution; (4) 
identification of a market’s geo- 
graphical limitation; (5) identifi- 
cation of the best seasons for prod- 
uct promotion. 

Business papers, Mr. Venezian 
said, did $211,000,000 of advertis- 
ing business last year. The prob- 
ability of $215,000,000 of advertis- 
ing being placed in business papers 
by the end of 1949 seems likely, he 
said, adding: “With this volume 
of advertising being done it is more 
important than ever for adver- 
tisers to study their products and 
the market potentials for their 
products.” 

A good deal of research can be 
done by advertisers, he said, right 
in their own organizations and in 
their own industries. He suggested 
better classification of mailing lists 
to determine product potentials in 
definite market areas. 

“Market research requires hard 
work and patience,” he empha- 
sized. “But it pays off. The publica- 
tions on your schedule should be 
weighed in terms of the market 
potential for specific products.” 


s Bernard Dolan, president, Na- 
tional Industrial Advertisers As- 
sociation, presented slides on the 
findings of the first Continuing 
Study of Business Paper Reader- 
ship made by the Advertising Re- 
search Foundation, in cooperation 
with the NIAA and the Asso- 
ciated Business Publications. The 
study covered Automotive Indus- 
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10:00 p.m., Monday through Friday. 


FIGURE THE ODDS... by KX 


NO GAMBLEMwhen you join the parade of the nation’s 
Svertisers on the Hal Fredericks’ “Song and 
Dance Parade” on KXOK, in BIG St. Louis. Master Sales- 
man, Hal Fredericks, personalizes your product. .. sets 
the stage for more sales...3:30 to 4:45 and 9:30 to 


for availabilities ...or call your John Blair man NOW! 


630 KC 5,000 WATTS FULL TIME BASIC ABC 
IN BIG ST. LOUIS 


the odds 
_ against 
Fedrawing a 
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Phone, wire, write 


~ The Eye and Ear Department 


Borden’s County Fair, 


money to hospitals.” 


another, run for public office. 


on Columbia, 
2-2:30, is a peculiar type of “catch-all” giveaway program. They 
have becn airing one particular feature, however, that bodes ill 
for the future of this great, free, broad land of ours. 

On the basis that every man’s son in this country has a chance 
to become President—well, practically every man’s son—they 


Win Elliot (left) tells the audience about 
the courageous contestant who finds him- 
self dunked in buckets of water for failing 
to answer a question properly on “County 

Fair.” 


Anyway, since these kids don’t even give the Presidency a 
thought, Borden’s prompts them. 
became President some day. What would you like to do?” 

And what do you suppose they’d like to do? Things like “make 
machines do all the work so men won’t have to,” or “give all the 


If Borden’s doesn’t want to wake up some morning and find it 
has just been given away to Sheffield, they’d better start agitating 
for (1) a special course in grade schools acquainting the country’s 
young fry with what it means to be President and (2) a law re- 
quiring an aptitude test for all persons who, for one reason or 


Amazing how illuminating these giveaway programs can be. 


Saturday afternoon, 


pick a couple of youngsters 
from the studio audience 
and ask them what they’d 
like to be when they grow 
up. They want to be air- 
line pilots, day laborers, 
-even ministers—but no kid, 
apparently, wants to be 
President. And maybe that’s 
commendable humility. Or 
maybe that’s just the way 
it happens—one morning a 
kid who had no ambitions 
beyond carrying on his old 
man’s plumbing business 
wakes up, finds he’s in the 
White House by a majority 
of 7,000,000 votes, and then 
starts wondering what the 
hell he’s going to do about 
it. 


“Suppose,” says the M. C., “you 


tries. 

The IMNJ award of the month 
was awarded to Emily Taylor, 
manager, industrial advertising di- 
vision, Nopco Chemical Co., Har- 
rison, for the best use of business 
paper advertising reprints. 

Herbert Mercready of Mer- 
cready, Handy & Van Denburgh, 
chairman of the advertising awards 
committee, said that the use of ad- 
vertising reprints by members 
is “surprisingly small.” He sug- 
gested the use of reprints by ad- 
vertisers as aids to salesmen and 
dealers, as, giveaways at trade 
shows, as letter stuffers, for ans- 
wering inquiries, as blow-ups at 
trade exhibitions and as panels 
for window displays. 


Joins Wallace-Lindeman 

Cc. S. Blakeslee, formerly sales 
promotion manager of Wilcox- 
Gay Corp., has been appointed an 
account executive of Wallace- 
Lindeman, Grand Rapids, Mich., 
agency. 


Kiernan Agency Moves 

Frank Kiernan & Co., New York 
agency, has moved its offices from 
55 Liberty St. to 92 Liberty St. 


‘Sali’ Coupon Check Made 
in ‘Electrical Equipment’ 


The caption under a photograph 
in AA Oct. 17 of Vivacious Sali, 
trade character used in electrical 
publication advertising by Adalet 
Mfg. Co., Cleveland, erroneously 
reported that the ad pulled twice 
as many inquiries as the average 
in the February issue of Electrical 
World, The inquiry pull was based 
on Sali’s appearance in the Feb- 
ruary issue of Electrical Equip- 
ment rather than Electrical World. 


Agency Resumes Old Name 


Baker, Cameron, Soby & Pen- 
field, Hartford agency, has re- 
sumed the name of Baker Adver- 
tising Agency Inc., the same title 
used 15 years ago when the agency 
was organized by Frederick E. 
Baker, now the last of the four 
original partners. 


Increases Advertising Rates 


Effective with the March, 1950, 
issue, Canadian Home Journal, 
Toronto, will increase its adver- 
tising rates, with the basic page 
rate raised from $1,940 to $2,155. 
The new rates will be based on a 
new average net paid circulation 
of 360,000. 
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Gleason Is Elected 
President of Comics 
Magazine Publishers 


New YorK—The Association {| 
Comics Magazine Publishers h: s 
elected Leverett S. Gleason, Li 
Gleason Publications, as its pres - 
dent, and announced three m:- 
jor objectives—including a broad 
program of public service. 

Mr. Gleason succeeds Phil 
Keenan, Hillman Periodicals, ‘s 
president. Other officers reelected 
are Harold A. Moore, Famoiis 
Funnies, treasurer, and Rae R. 
Hermann, Orbit Publications, sec- 
retary. The board was enlarged 
from five to seven members, with 
the addition of William C. Gaines, 
Educational Comics; Irving Man- 
heimer, Publishers Distributing 
Cor,p.; Frank Armour, Leader 
News Co., and Theodore Epstein, 
Crestwood Publishing Co. Officers 
are also members of the board. 


ws Mr. Gleason’s three-point pro- 
gram consisted of continued and 
renewed efforts to raise stand- 
ards of comics through self-regu- 
lation, a continuing fight against 
censorship, and the public service 
program. The first effort in the 
public service program will be in 
the field of education, where 
ACMP publishers are scheduled 
to devote space to urging broader 
financial aid to public schools, 
with the program tentatively slated 
for a January start. 

Henry E, Schultz, executive di- 
rector and counsel for the ACMP, 
told AA that the shape of this pub- 
lic service program is not yet de- 
fined. As for ACMP membership, 
Mr. Schultz said it had fluctuated 
“but is about the same” as it was 
when the group was founded 18 
months ago. 


Produces A&P Film Series 


Sarra Inc., Chicago, has pro- 
duced a new series of “Customer 
Relations Training” films for the 
Great Atlantic & Pacific Tea Co 
The new series consists of a 10- 
minute motion picture interview- 
ing A&P customers and a 20-min- 
ute sound slidefilm dramatizing 
actual customer case histories. The 
films will be shown to all levels 
of A&P personnel. 


To Anderson, Davis & Platte 


Jane Scriven, formerly an as- 
sociate editor of “Home Furnish- 
ing Trends” for J. M. Biow Co., 
has been named an executive in 
the public relations department of 
Anderson, Davis & Platte, New 
York. 


Stumer Joins Goodson-Todman 


Louis M. Stumer, formerly pro- 
gram sales coordinator of Colum- 
bia Broadcasting System’s TV net- 
work, has been named director of 
sales of Mark Goodson-Bill ‘lod- 


man Productions, New York. 
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PANEL SESSION—Arthur A. Kron, executive vice-president and treasurer of Gotham 


Advertising Co.; 


Braxton Pollard, manager, international advertising, Monsanto 


Chemical Co.; A. B. Reed, supervisor, export advertising department, Eastman Kodak 

Co.; and Charles F. Rork, sales promotion manager, Electric Auto-Lite Co. (left to 

right) at one of the sessions of the first international advertising convention of the 
Export Advertising Association held in New York. 


Westinghouse Opens 
$25,000 Light Bulb 
Contest Promotion 


New YorK—Westinghouse Elec- 
trie Corp. has opened its 1949 
consumer contest, based on correct 
identification of “Miss Famous” 
and the best last line to a jingle 
about light bulbs (AA, Aug. 22). 

Kick-off ad in the campaign ran 
in The Saturday Evening Post fol- 
lowed by 800-line ads in 40 metro- 
politan newspapers Oct. 26 and 
Nov. 16. Also scheduled are frac- 
tional pages in about 100 Sunday 
magazines, comic sections and 
locally edited gravure sections, 
which will run through mid- 
November. 

In addition, full-page ads will 
appear in Ladies’ Home Journal, 
Look and, of course, The Saturday 
Evening Post, on a one-time basis. 
While the company ran a $31,000 
contest for the best 25-word state- 
ments about light bulbs last year, 
the present promotion is said to 
be one of the first times that this 
type of merchandising promotion 
on light bulbs has been used. 


s To enter the present contest, a 
participant must buy three West- 
inghouse light bulbs and get an 
entry blank from a dealer. As 
many entries as desired may be 
made, but for each entry a parti- 
cipant must certify that he or she 
has bought three Westinghouse 
bulbs and give the dealer’s name 
and address. The contest will close 
Dec. 4. 


Participants are required to 
complete the last line of a jingle 
printed on the entry blank. Prizes 
range from $5 to $2,500, plus bonus 
prizes of Westinghouse equipment 
ranging from television sets to 
sun lamps. The Reuben H. Donnel- 
ley Corp., New York, is handling 
the contest judging. 

In addition, Westinghouse is 
conducting a dealer display contest 
to help promote the “Miss Famous” 
contest. Prizes to dealers will total 
$2,000. Business papers being used 
to advertise this contest include: 

Chain Store Age (grocery and variety 
issues), Chicago Electrical News, Elec- 
trical Dealer, Electrical Merchandising, 
Electrical Wholesaling, Food Topics, Hard- 
ware Age, Hardware Retailer, New Eng- 
land Appliance & Radio News, Progressive 
Grocer and Variety Merchandiser. 


Mullen Heads ECA News 


John Orr Young & Associates, 
New York, public relations, has 
granted Robert R. Mullen a leave 
of absence to assume duties as di- 
rector of information of the Eco- 
nomic Cooperation Administration. 
Mr. Mullen will make his head- 
quarters in Washington and will 
report directly to Paul G. Hoff- 
man. 


NIAA Toronto Meeting 


The next meeting of the NIAA 
executive committee will be held 
Nov. 29 at the Royal York Hotel, 
Toronto, Blaine G. Wiley, exec- 
utive secretary of NIAA, has an- 
nounced. 


To Bennett, Walther & Menadier 


Bennett, Walther & Menadier, 
Boston, has been appointed the 
agency for Hytron Radio & Elec- 
tronics Corp., Salem, Mass. 


DAY & 


... Life in the production department 


“ Joe’s like all tain men . 
won’t look at a screen on Saturday.’ 7 


If screens trouble you any day of the week- 
call us. We work day and night to give our 
customers clean, sharp engravings! 


LAKE SHORE 
PHOTO ENGRAVING CO. 


We, too, can give you flush mounted plates 
160 E. IMlinois St., Chicago 11 * Phone SU. 7-8216 « Day, Night and Saturday Service 
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Radio’s Advantages 
Detailed in Folder 
Issued by Bureau 


New York—Potential radio ad- 
vertisers soon will be receiving 
a series of multi-colored folders 
telling them the “advantages of 
radio as an advertising medium.” 

Prepared by Broadcast Adver- 
tising Bureau for its members, the 
illustrated folders will be mailed 
to sponsor lists by individual sta- 
tions. The first printing of 25,000 
has been exhausted and 11,000 ad- 
ditional copies of the series will be 
available soon. 

Among radio’s strong selling 
features emphasized by BAB in 
the folders are: (1) Its frequency; 
(2) women who do most of the 
retail buying are strongly influ- 
enced by radio; (3) speed; (4) ra- 
dio reaches specialized groups at 
the best possible time; (5) the 
sponsor gets credit for editorial 
(entertainment) matter, and (6) it 
costs the advertiser less. 


Four A’‘s Unit Elects Chase 


Edward F. Chase, vice-president 
of Harold Cabot & Co., Boston, 
has been elected to chairmanship 
of the New England Council of the 
American Association of Adver- 
tising Agencies. Mr. Chase also 
has been named a director on the 
board of the Four A’s, representing 
New England. 


ABC Transfers Sloane 


Norman Sloane, an American 
Broadcasting Co. program trans- 
mission coordinator for the past 
three years, has been transferred 
to ABC Television Center, Holly- 
wood, as assistant to Carol How- 
ard, TV program operations man- 
ager. 


Pan American Cuts Rates 


Pan American World Airways, 
New York, will introduce a new 
low rate for the West Coast-Hawaii 
run Dec. 1. The trip will be of- 
fered as an air tourist service twice 
weekly in DC-4 type clippers ac- 
commodating 44 passengers, with 
the fare set at $120 one way (for- 
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merly $160) and $228 round trip 
(formerly $288). 


Appoints Richard Henderson 


Richard Henderson has been ap- 
pointed manager of the California 
Olive Advisory Board, effective 
Nov. 1. He will make his head- 
quarters in San Francisco. 


Watch 


for our new series of advertisements 
featuring famous ancient timepieces. 


he fo = 2! 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, 


BABYLONIANS 


3000 B.C. invented the Zodiac 
and told time by the stars. 


Courtesy of Museum of Science 
and Industry—C hicago 


WABASH 2-1204 


ILLINOIS 


onty ONE STATION COVERS 


THE SOUTH BEND MARKET — 
AND WHAT A MARKET! 


Right! Only WSBT covers the great 

South Bend market. No other station, Chicago 
or elsewhere, even comes close. Look at the 
latest Hooper — look at any Hooper — 


for eloquent proof. 


The South Bend market is far-reaching, 
prosperous, and growing fast. Its heart is two 
adjoining cities — South Bend and Mishawaka — 
with a combined population of 157,000. 

Total population of the entire South Bend 
market is over half-a-million. Total retail sales 
in 1948 exceeded half-a-bé//ion dollars! 

The rest of WSBT's primary area gives you 
another million people who spent 911 million 
dollars in retail purchases last year. 


You must cover the South Bend market. You 
do cover it with WSBT—and only with WSBT. 


WSBT duplicates its entire 
schedule on WSBT-FM 
no extra cost to advertisers. 


PAUL H.~ RAYMER 


COMPANY 


at 


5000 WATTS + 960 KC 


NATIONAL 
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Gene Pope Jr. Plans 
a Big WHOM for WINS 


23-Year-Old Will Run 
Newly Acquired Station 
and ‘Il Progresso,’ Too 


By MAURINE CHRISTOPHER 


New YorK—lIf the Federal Com- 
munications Commission approve~ 
the purchase of WINS by Gene- 
roso Pope, an Italian who came to 
the United States at the age of ten 
and proceeded to make a fortune 
out of sand and gravel, then this 
country will have its first 50,000- 
watt predominantly foreign lan- 
guage broadcasting station. 

Mr. Pope is well aware of the 
commercial potentialities of the 
foreign language market. In 1928 
he bought a bankrupt newspaper, 
Il Progresso Italo-Americano, and 
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IMPRESSIVE CHRISTMAS GIFTS 


FOR THE ARTIST AND 
THE LAYMAN FROM 


The Department Store of Art Materials 


For the happiest, handsomest holiday 
fts in the world, come to Arthur Brown 
Bro. Our store is crammed with art 
goods for Christinas, at angelic prices. 
(?.5. Are you a DaVinei or a doodler? Either way, 
you'll find what you went at Art Brown.) 


THE ART DIRECTOR MASTER DRAWING DESK 
beautifully made of natural wood 

Your favorite gift-getter will appreciate 
this. It’s a handsome piece of furniture 
when closed: a combination drawing 
table — tabouret when open. There are 
roomy storage drawers for paper, draw- 
ing board, supplies ... a shelf for bottles 
and colors .. . a 31” x 42” table-top that 
adjusts to any angle. A life-time gift at 

$90.00 


ART DIRECTOR 
LAYOUT PENCIL 


propels and repels—takes 
stendard, heavy layout 
leads. 


You don’t have to be 
an art director to a 
preciate this pink 4 
writing, easy-han- 
dling | - good 
gift if you’re in the 
market for one that’s 
impressive, inexpen- 
sive, useful. 
©. 14 kt. gold filled $7.20 
b. Sterling silver 7.20 
¢ Solid gold 36 00 
(tax included) 


Visit America’s Largest 
Art Supply Center 


“The Department ‘Store of Art Materials” 
2 West 46th St., New York 19, N.Y. 
COlumbus 5-7100 


I 

l 

| 

Please send me 1 
( ) MASTER DRAWING DESK $90.00 

( ) LAYOUT PENCIL a 120 | 

( ) FREE CATALOG OF ADVER- <b. 7.20 | 

TISING ART MATERIALS ©. 36.00 | 

© Cash () Money Order [ Check i 
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built it, partly through consolida- 
tion, into the nation’s largest Ital- 
ian language paper. This year its 
linage is running well ahead of 
last year’s all-time high. 

Branching out into broadcasting 
three years ago, Mr. Pope bought 
the 5,000-watt station, WHOM, 
Jersey City, from the Cowles 
Broadcasting Co. and expanded its 
foreign language programming. He 
recently acquired WINS from Cros- 
ley Broadcasting Corp., which re- 
portedly had been interested in 
disposing of the New York outlet 
for some time, for $512,500. 

WINS operates on 50,000 watts 
day and 10,000 watts night. The 
station has an application for 50,- 
000 watts fulltime pending before 
the FCC. > 


a The job of making WINS the 
“nation’s No. 1 foreign language 
station” has been delegated to 
Generoso Pope Jr., who has been 
editing Il Progresso for nearly 
three years. Mr. Pope Sr. began 
taking things a bit easier a few 
years ago on the advice of his doc- 
tor after a bout with pneumonia. 
Gene Pope Jr., youngest of his 
father’s three sons, will double be- 
tween the paper as vice-president 
and editor and the station as vice- 
president and general manager. 

After his graduation from Mass- 
achusetts Institute of Technology 
in 1946, Mr. Pope Jr. worked 
briefly for his father’s Colonial 
Sand & Stone Co.—the largest 
company of its kind in the world— 
before taking over as editor of II 
Progresso. The new editor went to 
the readers to find out what they 
wanted in their paper. 

As a result of a special survey, 
the paper added two extra pages 
to the Thursday issue. Included 
were features on Italian women, 
cross word puzzles and articles on 
opera, covering the background 
and history of famous operas. News 
from Italy, which had always been 
given heavy play, was increased. 
Il Progresso is serviced by its own 
Rome bureau, with outlying Ital- 
ian branch offices, United Press, 
World Press and ANSA, an asso- 
ciation of Italian newspapers. 


@ Other attractions which have 
helped the Pope family double the 
circulation of the paper include a 
Sunday column for immigrants, 
written by Salvatore Pino, who 
tells them how to become citizens, 
the duties of citizenship and how 
to conduct themselves in America. 
The Sunday rotogravure section 
features a front page article on a 
prominent Italian in Italy or in the 
United States. 

Readers, however, are more 
likely to turn first to the three or 
four pages devoted to pictures sub- 
mitted by them or their friends— 
pictures of babies, servicemen, 
newly married couples, etc.—all 
printed free of charge. 

Notable omission: comics. The 
gags lose their punch in the trans- 
lation from English to Italian. 

A few years after the Pope fam- 
ily acquired Il Progresso for $2,- 
052,000, it bought Il Bollettino, 
New York; L’Opinione, Philadel- 
phia, and Il Corriere, New York. 
Today Il Progresso boasts a cir- 
culation of 85,000 daily and 88,000 
Sunday. It publishes editions in 
New York, Philadelphia, Boston 
and an air mail edition for Chi- 
cago. 


e Advertising linage for the first 
nine months of this year is running 
50% above 1948—thanks to new 
advertisers such as Rheingold beer, 
Hunt Foods, Fleischmann’s yeast 
and old ones like the major cigaret 


companies and automobile manu- 


facturers. Il Progresso’s linage in 
1937 was 2,497,096; by 1948 it had 
increased to nearly 4,500,000. 

IL Progresso and WHOM were 
credited with an important assist 
in the Christian Democrat party’s 
victory in the first postwar elec- 
tions in Italy. The station short- 
waved special broadcasts to Italy 
and the paper printed articles 
which Italians were urged to clip 
and send to their relatives in the 
old country. 

Mr. Pope Jr., 23 and unmarried, 
spends a full work week shuttling 
back and forth between WHOM’s 
offices at 136 West 52nd street to 
Il Progresso’s offices at 42 Elk St. 
For the moment, at least, he is de- 
voting more time to radio than 
press, having taken over as general 
manager of WHOM only a few 
weeks ago. 


s The station formerly was man- 
aged by Fortune Pope, an elder 
brother, who is now devoting his 
attention to Colonial Sand, of 
which he is vice-president. 

If the FCC nod is forthcoming, 
Gene Jr. will keep the WINS call 
letters because “the station is well 
known to agencies and advertisers 
and there is no reason for chang- 
ing its identification.” It will, how- 
ever, take on the personality of 
WHOM, although the latter sta- 
tion—but not its deluxe New York 
studios—will be sold. The Popes 
have several offers for the 5,000- 
watt station, but no deal had been 
completed as this story went to 
press. 

Since the new WINS is expected 
to follow in the footprints of the 
old WHO\M, it is of interest to note 
the latter’s type of broadcast fare. 
WHOM claims to devote more time 
to broadcasting foreign language 
programs than any other station 
in the United States. The hours 
from 6:30 a.m. to 1i p.m. daily 
and Sunday are devoted to shows 
in Italian (9% hours daily, 10% 
Saturday and 11 Sunday); Polish 
(2% hours daily); Jewish (1% 
hours daily); German (% hour 
daily, 1% hours Sunday); Spanish 
(2% hours daily) and Russian (1 
hour Sunday). 


ws The only English language pro- 
gramming is the 11 p.m.-2 a.m. 
“Afterhour Swing Session.” Pre- 
sided over by Willie Bryant, one 
of New York’s few Negro disc 
jockeys, and Ray Carroll, this jazz- 
bop-swing-blues record show has a 
big following among the city’s 
colored population. 

When ownership of WHOM was 
transferred from the Cowles to 
the Popes, the station carried only 
slightly more foreign language 
than English programs. The new 
owners immediately began shift- 
ing the balance to the present 87% 
in favor of multi-lingual fare. 

Greatest effort was made to at- 
tract this area’s 2,100,000 Italians— 
600,000 of whom are foreign born. 
Unlike most independent stations, 
WHOM emphasizes live program- 
ming; 75% of its Italian daytime 
shows and 65% of Italian night- 
time shows are live. There is a 
daily news broadcast from Rome. 

When New York was threatened 
with a smallpox epidemic, the sta- 
tion set up a clinic and vaccinated 
2,219 listeners in four days. 


e As a special inducement to ad- 
vertisers, Il Progresso and WHOM 
maintain a special merchandising 
staff which visits approximately 
2,500 Italian grocery stores reg- 
ularly to push the products of their 
clients. These emissaries make 
friends, put up displays—if the 
sponsor wishes—and, in some 
cases, even take orders. 

At the end of the first year’s 
operation under the Pope manage- 
ment, WHOM’s billings were up 
50% over the previous year. Busi- 
ness this year to date is about 25% 
ahead of 1948. 


Having found a system that pays 
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LIKE FATHER—Generoso Pope (left), pub- 

lisher of Il Progresso Italo-Americano and 

new owner of WINS, New York (subject 

to FCC approval), has turned the job of 

running the station over to Gene Jr., 23, 

who has been editing the paper for 
nearly three years. 


off in net profits, Mr. Pope plans 
to follow the formula, only more 
so, when he exchanges the letters 
WHOM for WINS. 

This changeover, however, is not 
without its problems. Contracts 
made by the present WINS man- 
agement, which must be honored 
by the new WINS management, 
may make it difficult to maintain 
the present multi-language ratio. 
The new owners of WINS fall 
heir to more than $200,000 yearly 
billings for the Yankee baseball 
broadcasts, sponsored this year by 
White Owl cigars and Ballantine 
beer, and the Yankee-Dodger pro- 
fessional football games, current- 
ly sponsored by Canada Dry Gin- 
ger Ale Inc. WINS’ contract with 
both clubs have two years to run 
(one year with options). Mr. Pope 
has not yet decided whether he 
wants to keep these sports attrac- 
tions. No action can be taken, of 
course, until the new ownership 
becomes official. 


se WHOWM’s time currently is 65% 
sold. Sponsors vary from Cana- 
dian Fur Corp., Barney’s (clothes), 
National Shoe Stores—all names 
you are sure to hear on almost 
any New York independent sta- 
tion—to companies which are mak- 
ing a specialized appeal to native 
tastes, such as Pastene and J. Os- 
sola Co., distributors of Italian 
foods. 

In their sales pitch the paper 
and station emphasize: 

1. There are approximately 600,- 
000 first generation Italians in 
metropolitan New York. 
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2. “An advertiser who a; 
proaches these people in their n 
tive tongue starts out with wh } 
an English language show tries 
achieve: the confidence of the p 
tential customer.” 

3. “Fifty per cent of the 85,0 0 
subscribers of Il Progresso do: | 
read any other paper.” 

4. The average Italian family. - 
in brand preferences, buying ha ) 
its, etce—differs little from t! 
average non-foreign language far) - 
ily in America, according to : 
Pulse Inc. study made in Februa: y. 


@ 


ws Most reliable sources place the 
Italian population in the United 
States at approximately 4,600,000— 
one third of whom are foreign 
born. Ranking after New York, as 
of 1940, are Philadelphia and Chi- 
cago with 200,000 each. Next in 
line are Boston (95,000) and New- 
ark (85,000). Cleveland, Detroit, 
Rochester, Providence, Buffalo, 
Pittsburgh and Jersey City have 
Italian communities numbering in 
excess of 50,000 persons. 

A survey made last year by 
Jacques Ferrand for the Common 
Council of American Unity, re- 
search group specializing in the 
foreign language market, revealed 
there were 126 stations broad- 
casting a total of 314 programs in 
26 foreign languages, including 
Japanese and Arabic. Thirty of the 
48 states had multi-lingual sta- 
tions. Pennsylvania had 14; New 
York and Texas, 12 each. Others 
with a notable number: Massa- 
chusetts, 11; California, 10; Wis- 
consin, 8; Minnesota, 7; Illinois, 
6; Arizona, Connecticut, Louisiana 
and Ohio, 5 each; and Michigan 
and Indiana, 4 each. 


Names Manson-Gold-Miller 

Sta-Vis Oil Co. has appointed 
Manson-Gold-Miller, Minneapolis, 
to handle its advertising and sales 
promotion program. Plans include 
the marketing of a new line of 
farm petroleum products for direct 
sale at the consumer level through 
Sta-Vis dealers and the introduc- 
tion of several new consumer pro- 
ducts. 


KLX Covers 


OAKLAND, CALIFORNIA 


AT LOWEST COST PER 1,000 


Represented nationally 


by Burn-Smith Co., Inc 


at Buffalo’s Men and 
Women Who Buy 
...Use the Courier-Express 


In 1948 the Courier-Express 
carried 63% of all men’s wear 
linage in Buffalo. It has led 
in this classification every 
year since 1933. And it leads 
in the women’s wear field, too. 
That is why it’s safe to select 
Buffalo’s morning and Sunday 
newspaper as your first choice. 

Your dollar in the Courier- 
Express buys greater impact 
on the families with more 
money to BUY your product. 
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Advertising Age, October 31, 1949 


Studebaker 
does it again! 
a 


The new 1950 Studebaker 

with “next look" styling has already 
set a new all-time sales record ! 
More people bought new Studebaker 
cars from Studebaker dealers 

last month than in any previous 
month in history ! 

Studebaker’s September was its 
biggest month ever 

both in production and in sales! 


STUOEBAKER'S REALLY ROLLING... WITH THE WEXT LOOK” iW CARS / 


BIG SPLASH—Latest ad in “Studebaker’s 
Really Rolling’ campaign is this ad 
scheduled for 2,433 newspapers—1,522 
dailies and 911 weeklies—in sizes rang- 
ing from 600 lines to 1,820 lines. Roche, 
Williams & Cleary, Chicago, is the agency. 


‘Provisioner’ and 
‘Meat’ Tell Terms 
of Legal Settlement 


Cuicaco—Terms of the settle- 
ment of National Provisioner’s 
copyright infringement suit 
against Meat were made public in 
a joint statement issued last week. 
Both publications declined com- 
ment on the statement or the suit 
itself, 

The case, which came to trial in 
U. S. district court here three 
weeks ago (AA, Oct. 10 and 17), 
was settled out of court just before 
final arguments were heard, and 
before the court handed down a 
lecision which might have been 
important to all business and trade 
publications. 

In part, the joint statement 
reads: “Meat Inc. agreed to an in- 
junction restraining it from further 
copying of classified advertise- 
ments without consent of the Na- 
tional Provisioner or of the ad- 
vertisers, and restraining it also 
from further rewriting of news 
items from the National Pro- 
visioner without independent in- 
vestigation. 

“In addition, Meat Inc. paid an 
agreed amount of damages to the 
National Provisioner in settlement 
of all claims involved in the suit.” 


Bruckmann Names Sheridan 
Sheridan Advertising Agency, 
Cincinnati, has been retained to 
handle the advertising of Bruck- 
mann Brewing Co., Cincinnati. 


McNutt Agency Moves 

George C. McNutt, Advertising, 
has moved its offices to larger 
quarters at 3031 Telegraph Ave., 
Oakland, Cal. 


ABC’s Kintner Tells 
Plans to Help Small 
Companies Use AM 


New YorK—Robert E. Kintner, 
executive vice-president, Ameri- 
can Broadcasting Co., has out- 
lined the network’s plans for 
getting small companies into ra- 
dio. He spoke before the Adver- 
tising Women of New York. 

Asserting that network radio’s 
insistence on the 13-week cycle 
has kept companies with $1,000,- 
000 or less out of the medium, Mr. 
Kintner said ABC intends to go 
out of its way to attract such ad- 
vertisers. Time will be sold once 
a month, twice a month, or—if 
they wish—even on a _ twice-a- 
year basis. 

“We must be willing vo sell 
smaller networks, too,” he added. 


s Something of the vitality of the 
“medium that everybody says is 
going to disappear” can be seen 
in recent sales at ABC, Mr. Kint- 
ner said. He called attention to 
such clients as the H. J. Heinz Co., 
back in radio as sponsor of “Ozzie 
and Harriet,” Philip Morris & Co., 
which switched its daytime sched- 
ule to American, and Waltham 
Watch Co.’s new giveaway. 

Meanwhile, ABC is also con- 
centrating heavily on TV, he said, 
having spent $7,500,000 creating 
a network of owned and operated 
stations. 


Videodex Covers 15 Cities 


Jay & Graham Research, Chi- 
cago, has announced that its Video- 
dex monthly rating of television 
programs has been extended to 
12 additional cities. Besides New 
York, Chicago and Los Angeles, 
covered for several months, Video- 
dex ratings (based on continuing 
panel diary reports showing sets 
in use, opinion of commercials, 
purchase of products advertised, 
etc.) may now be obtained for 
Philadelphia, Boston, Detroit, St. 
Louis, Cleveland, Washington, 
Baltimore, Buffalo, Cincinnati, 
New Haven, Schenectady and To- 
ledo. Ten additional cities will be 
covered by Jan. 1. 


Pre-Smoked Pipes 
to Get Fall Push 


M. Linkman & Co., Chicago, this 
fall will use ten magazines to pro- 
mote its Dr. Grabow Pre-Smoked 
pipes. On the magazine gchedule 
are Argosy, Collier’s, Esquire, 
Look, Newsweek, Outdoor Life, 
The Saturday Evening Post, Sport, 
Sports Afield and True, plus col- 
lege magazines across the country. 

Counter cards and window dis- 
plays for retailers also have been 
prepared through Simons-Michel- 
son Co., Detroit, which handles the 
account. 


ae 


GIANT PRINT BOO 


Photo Blow-ups in action! That's what 
you'll find in this sparkling book. 
Packed with profitable ideas, it's 

YOURS with our compliments. 


Raven Copy SERVECE. ENC. 


123 N. WACKER ORIVE @ CHICAGO 6, ILLINOIS 


> 2-5977 


Be I Ler tine. 
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Federal Reserve Figures on Department 


“DEPARTME 


WASHINGTON—Department store 
sales during the second week of 
October continued well below last 
year’s dollar volume, with total 
sales off 12% throughout the U. 
S. 


1935.39 EO 


For the past two months, the Week to Oct. 
weekly Federal Reserve Board re- Week to Oct. 
ports have shown retail sales drop- Week to Oct. 


ping steadily behind the dollar Month of Aug 
volume registered in last year’s 
record consumer buying. 

On the latest report, as ex- 


pected, steel producing areas of 


pPreliminary. 


Week to Oct. 15, ’49*..p291 


Month of August, ’48...309 


*Not adjusted seasonally. 


Houston — 

San Antonio ................ 
San Francisco District 

Los Angeles Area 

Oakland 

San Francisco 

Portland ...... 

Salt Lake City . 


--1 
ast 
9 
16 
12 0 
6 
6 
Seattle 7 


Store Sales 


rRevised. 
*Data not available. 


ABP Schedules Clinics 

Associated Business Publications 
has scheduled a two-day meeting, 
Nov. 28-29, at the Biltmore Hotel, 


NT STORE 


WALS 100 


8, ’49*....297 New York. There will be clinics for 
16, *48*...331 editors, sales managers, salesmen, 
9, *48*....336 production managers, promotion 


managers, circulation managers 
and accountants. 


John Abbott Promoted 
John M. K. Abbott, on the pub- 
lic relations staff, has béen named 


ust, ’49..p282 


western Pennsylvania and eastern 


Ohio were hardest hit, with Pitts- 
burgh and Toledo both dropping 


26% behind last year’s figure for a 
the week corresponding to the SYTACUSE one. eeccee0ee000-- 


one ended Oct. 15, 1949. 


Philadelphia 
Also on the low end of the scale 


Cleveland District 


were Middle Atlantic, New Eng- a oo 
land and the central midwestern Cleveland . ..........0:..+: 
states. The Old South reported| fitge 
spotty comparisons, with Birming- Pittsburgh _........ 


Richmond District 
Washington ......... 
Baltimore 


ham recording greatest declines in 
that area. 


Atlanta District ........ 

By contrast, the area between Birmingham .......... 
the Mississippi River and the} Mam com 
Rockies shows up fairly well and| New Orleans 
i435 Nashville ................... 

the West Coast cities are almost cians tes 
equal to last year on retail sales. NO | iacistaniininocni 


In interpreting the Pacific Coast 


. 4 A 
city reports, however, it must be Milwaukee ........ 

: St. Louis District 
remembered that sales were off in Little Rock 
that area in the fall of last year. Louisville ....... 

: i eee 
Thus department store sales fig- — ........ 


ures must be weighed against other 
business indicators. 


% Change from 1948 
Week Ended 


Minneapolis 
St. Paul 
Duluth-Superior 


Federal Reserve Oct. Oct. Oct. 
District and City 1 % 15 
UNITED STATES ......... —8 r—ll —12 
Boston District .............. = —s —12 
New Haven .... —13 —14 
Boston ........ —6§ —8 
Springfield ..... —22 —21 
Providence —12 —19 : 
New York District ........ —7 —il —18  & . . eee 


Philadelphia District .. 


Indianapolis ............ ; 


Minneapolis District .... 


Kansas City District .... 


an executive assistant in the pub- 


—? r—1 —6/lic relations department of New 
= =o —2 York Life Insurance Co., New 
hase _ r— _— 
“gy “l43 —a1| York. 
<a ~ —3 
a afiZ cal 
. —§ —14 ~—16| NEW JERSEY'S FOURTH LARGEST MARKET 


BAYONNE CANNOT BE SOLD " 
FROM THE OUTSIDE P 
You'll be caught “out of bounds” every . 


time you try to sell “Bayonne” without 
“THE BAYONNE TIMES" because all other 


aa pcr = = papers combined reach only 14% of the 
. —6 —9  —5| Bayonne Market . .. The TIMES concen- 
u- ll 22 —12/ trates 99.85% of its circulation within 
—12 —16 —Oli. 
13 —5| City limits”. 
—}8 —%2) Send for the TIMES Market Data Book 


—§ {|THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 


- BOGNER & MARTIN 
—6  —9 —3| 295 Madison Ave., M. Y. + 228 N. LaSalle St., Chicago 


Never a dull moment 


SHOWMANSHIP. When your market 
includes everybody, you can depend 
on General Outdoor Posters — the 
showmanship medium—to get your 
sales story across. Big, colorful, 
impressive — GOA keeps advertis- 
ing fresh, new and effective! People 
watch for the new posters, and 


we can tell you why. Write today. 
General Outdoor Advertising Co., 
515 South Loomis Street, Chicago 
7, Illinois. 


* Covers 1400 
leading cities 
and towns 
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Set Video Plans 
at Once, Banks 
Told by Pioneer 


FPRA Members Urged to 


’ Sign for Time and Start 
Production Material 


Cuicaco—Banks which intend 
to use television in promoting their 
services were advised, at the Fi- 
nancial Public Relations Associa- 
tion’s 34th annual convention here 
Oct. 19-22, to sign for time fran- 
chises, get into commercial pro- 
duction, and hunt for good pro- 
gram material now—not later on. 

John J. Barry, vice-president, 
National Shawmut Bank, Boston, 
pointed out that the question of 
whether banks will take to video 
is pretty academic now for 10,000 
of the U.S. banks, since there 
isn’t any television in the areas 
they serve. But the FCC intends to 
bring every community into the 
potential range, he said, and then 
banks everywhere will face “the 
challenge of this new advertising 
medium.” 

Mr. Barry, who led the video 
clinic during the final day’s ses- 
sions, suggested that banks which 
want to employ video act at once, 
without waiting for their local 
stations to go on the air. “Make 


THERE'S NO FINER 


ARTIST'S BRUSH 
ANYWHERE! 


CRAFIINT 


SERIES A" GENUINE RED SABLE 
WATER COLOR BRUSHES... 


are scientifically made of only 
the finest imported red sable 
hairs . . . Fits the hand per- 
fectly—Forms a perfect needle 
point. Available in ten sizes. 


At your dealer or write direct. 


THE CRAFTINT MFG. CO. 
1615 Collamer Ave., Cleve., 0. } 


your arrangements upon applica- 
tion or grant of license,” he urged 
in all seriousness. 


s In addition, he said, “you, your 
agency and your commercial film 
producers should be preparing the 
story boards now,” in order to 
make mistakes in the projection 
room instead of on the air. And 
since the bank’s starting program 
material probably will be on film, 
he said, “canvass the film market 
now for shorts, newsreels, weather 
forecasts, time signals and fea- 
tures.” 

This advance “rush,” he ex- 
plained, is necessary because banks 
will be bidding for attention in 
competition with network pro- 
grams whose standards are elose 
to the best that the stage and 
screen offer. The banks’ longer 
programs must have the same eye 
appeal, and the spots must carry 
the same shock values and impact, 
he declared. 

Mr. Barry’s own institution,~a vi- 
deo pioneer, is now the biggest 
local advertiser in television. It be- 
gan regular programs 16 months 
ago and now sponsors a feature 
film every Sunday, 12 newsreels 
and 19 weather forecasts weekly, 
a half hour of Multiscope daily and 
a dozen scattered spots. 


a W. W. Delamater, assistant vice- 
president, Land Title Bank & Trust 
Co., Philadelphia, who presided at 
one of the clinic sessions on radio, 
said that while advertising rates 
of some stations probably will be 
increased in coming months, video 
ad rates “unquestionably will be 


pushed upward to a much greater 


degree, and the disparity between 


the two will grow greater rather 
television’s 
de- 
clared, intelligent and aggressive 
management in radio will save that 
medium from becoming a minor 


Despite 
inroads,” 


than less.” 


“phenomenal he 


factor. 


At the second radio clinic, Frank 
R. Warden, vice-president, Central 
National Bank & Trust Co., Des 
Moines, noted that banks are ac- 
quiring a sharpened sense of ad- 
vertising values and, as a result, 
increasing 


are using radio in 


NATIONAL 
ADVERTISERS” 


The overwhelming number of 


STAR-NEWS National Advertis- 
ers proves conclusively that the 
STAR-NEWS is the #1 buy in 
Pasadena. 


Each day more and more National Advertisers 
realize that you can not SELL Pasadena by ad- 
vertising in Kalamazoo or Kankakee . . . the only 
effective medium to use is... 


*Source: Media Records 1948 


PASADENA 


ISTAR-NEWS 


THE NEWSPAPER OF THE SAN GABRIEL VALLEY 


Represented Nationally by CRESMER & WOODWARD INC. 


NEW 


’ 


YORK * CHICAGO © DETROIT * SAN FRANCISCO © LOS ANGELES 


‘Gee Fig gas 


cust bern 


this Life Saver ad. 


The Creative Wan Corner 


The advertisement reproduced herewith is cited, not as 
another pat on the back for Life Savers, but as an example 
of what keen creative imagination and close liaison between 
copy and art can do in fashioning an advertisement that in- 


say it in such a way that it is made as inviting as can be. 

It can be argued, of course, that there’s not much you can 
say about candy anyway. On the other hand, because there 
isn’t much you can say about it, the danger of falling into 
cliches is even greater. The Corner would find distinct pleas- 
ure in coming upon more ads done as well and originally as 


troduces a new product. 

The general course, as 
most ad men know, in 
introducing a new product 
is to pick up some stand- 
ing type that says either, 
“AN AMAZING NEW—” 
or “AND NOW—.” This 
is liberally sprinkled with 
exclamation points, and 
the story about long years 
of research is hauled out 
of the bottom drawer, the 
facts brought up to date 
and made pertinent, and 
then sent to the printer’s. 

The word “new” is not 
used once in this adver- 
tisement—yet copy and 
illustration say unmis- 
takably that the product 
did not exist before and 


oe] 
Bae, 


amounts. Stations have been con- 
fronted with constantly increasing 
operating costs, he added, but “it 
is doubtful if they have been faced 
with the game multiplicity of costs 
that has fallen to the lot of news- 
paper publishers.” 


w The economic worth of news- 
papers for savings ads was upheld 
by Merrill Anderson, president, 
Merrill Anderson Co., New York 
agency which handles a number of 
bank and trust company accounts. 
Most banks have found radio and 
direct mail the two next best me- 
dia, he said. “Television seems 
likely to take over a good part of 
the banks’ advertising dollar,” he 
forecast, but added several quali- 
fications concerning “extremely 
high rates” and the competition of 
national advertisers who can out- 
bid small local advertisers for de- 
sirable time. 

The need for effective advertis- 
ing and public relations was 
pointed up by William E. Single- 
tary, assistant vice-president, 
Wachovia Bank & Trust Co., Win- 
ston-Salem, N. C., who headed one 
of the departmental sessions. For- 
tunately, he said, banking does not 
need a new market, but it “does 
need to cover more thoroughly the 
vast market it already has.” As a 
nationwide business with 15,000 
outlets across the country, he said, 
banking offers both “packaged 
products” and custom-tailored 
services. 

With all its advantages, he con- 
tinued, banking today has sold 
only about half of the nation’s pop- 
ulation on using its facilities, and 
this half-covered market is being 
constantly enlarged. 


ws More than 700 bank officials 
attended the four-day convention, 
an all-time record for attendance, 
and in addition the largest num- 
ber to date—76 exhibitors—erected 
display boards showing what they 
have done during the past year in 
advertising and public relations. 
Media ran the gamut from full- 
color pages in national magazines 
to match books, souvenir coins and 
savings bank gimmicks. The ex- 
hibit was the first since before the 
war. 

John N. Garver, vice-president, 
Manufacturers & Traders Trust 
Co., Buffalo, N. Y., was advanced 
from lst vice-president to 
president of the association, suc- 
ceeding Allen Crawford, vice- 
president, Bankers-Equitable Trust 
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manufacturer of 


Co., Detroit, who will serve on the 


board of directors. 

Other officers named include: 1st 
vice-president, Philip K. Barker, 
vice-president, Granite Trust Co., 
Quincy, Mass.; 2nd vice-president, 
Hugh J. Bernard, vice-president, 
Second National Bank, Houston; 
and 3rd vice-president, S. H. Chel- 
sted, vice-president, Peoples First 
National Bank, Pittsburgh. 


Park & Tiltord Returns 
to Bourbon Market 


Park & Tilford, New York, has 
reentered the bourbon whisky 
market with a magazine and news- 
paper schedule carrying the copy 
headline “Our Name is Our Bond.” 

Four-color bleed pages are 
scheduled for Fortune, The New 
Yorker and Time; and 400-line in- 
sertions will be run in New York, 
California, Ohio, and Oregon news- 
papers once a week until Christ- 
mas. Storm & Klein, New York, 
is the agency. 


Homasote to O’Connell 


Homasote Co., Trenton, N. J., 
insulating and 
building boards, has appointed R. 
T. O’Connell Co., New York, to 
handle its advertising. The account 
formerly was handled by Doyle, 
Kitchen & McCormick. Plans for 
the coming year call for continued 
use of pages and half-pages in 
virtually all architectural and 


building materials papers as well 


as Better Homes & Gardens, House 
Beautiful and House & Garden. 


Keystone Appoints Peterson 


Edwin R. Peterson, formerly 
central division manager of Mutual 
Broadcasting System, Detroit, has 
been named special representative 
of Keystone Broadcasting System, 
making his headquarters in Chi- 
cago. 
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Benny Moves Up 
in Hooper Report 


New YorK—Lucky Strike’s “J: ck 
Benny” (CBS) moved from eig) th 
place on Sept. 30 to second on he 
Oct. 15 Hooper report, with a 
new score of 19.6. Lux Thea er 
(CBS) continued to hold the first 
position, rating 19.9. 


Listeners’ choice of evening fa e: 
Lux Theater (CBS) 


Jack Benny (CBS), Lucky Strike ......... 96 

Bob Hope (NBC), SWAT ...cccccccccccccceeeeeeeee 18.4 

Godfrey's Talent Scouts (CBS), 
Lipton’s 18.0 


Fibber & Molly (NBC), 

Johnson's wax 
Walter Winchell (ABC), 

RE ici cetcnessctsbttarcccniocncscnnetiiecees 15.6 
My Friend Irma (CBS), Pepsodent .. 155 
Inner Sanctum (CBS), 

Bromo-Seltzer 
Red Skelton (CBS), Tide ..........cccccee 4) 
Mr. Keen (CBS), Whitehall 
Charlie McCarthy (CBS), 

Coca-Cola 
People Are Funny (NBC), Raleigh .......129 
Crime Photographer (CBS), 

Philip Morris 
Amos 'n’ Andy (CBS), Rinso 
Suspense (CBS), Auto-Lite ...................127 

Average homes in use of 30.0 is 
up 2.0 points from the last report 
and from a year ago. Average 
evening rating is 8.5, up 0.7 from 
the last report and 0.3 from a year 


ago. 


= Hooper’s TV ratings for August- 
September in New York show the 
“Texaco Star Theater” (the last 
half-hour, at least) in its usual 
spot—first place. 
The list: 
Texaco Star Theater 
ne 374 
Toast of the Town (CBS), 
Lincoln-Mercury 
Texaco Star Theater 


I? SE EN. ninikeinitininsnnteneenaliicabits 35.2 
Stop the Music (ABC), Old Gold .......224 
Stop the Music (ABC), Admiral ........ 21.8 
Amateur Hour (DuMont), 

RE ee 21.8 


Godfrey and His Friends (CBS), 

Chesterfield 
The Goldbergs (CBS), Sanka ........ vveeeidd 8 
Philco TV Playhouse (NBC) 
Kraft TV Theater (NBC) 


Texaco’s time period rating in- 
cludes Buick’s “Fireball Fun for 
All” on Aug. 2 and two feature 
films, which filled the spot while 
Milton Berle was on vacation 
“The Goldbergs” rating was an 
average covering two telecasts of 
the “People’s Platform” and two 
for “Goldbergs.” 


Ziv Promotes Privette 
Tom Privette has been namec 


southeastern division sales man-fj 


ager of the Frederic W. Ziv Co, 
Cincinnati. He has been with the 
transcribed radio program pro- 
ducer since 1944 in the Atlanta of- 
fice, where he will continue (0 
make his headquarters. Presen! 
plans call for an expansion of the 
southeastern division with addi- 
tional personnel to be hired. 


Gets Textile Account 


Williams Hollins & Co., Notting- 
ham, England, textile manufac- 
turer, has named Hewitt, Ozilvy 
Benson & Mather, New York, 
handle advertising of Viyella fab- 
rics in this country. The New 


rYorker will be used, accordig 4 


present plans. 


Appoints ]. N. Holland 


J. N. Holland has been n med 
assistant advertising manag :r © 
the Wolverine tube division «° the 
Calumet & Hecla Consoli ale@ 


Copper Co., Detroit. 
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FCC Puts Off 
TV Showdown; 
CBS Hits RCA 


(Continued from Page 1) 


color may involve engineering 
characteristics which would re- 
quire a further revision in station 
assignments. 

While it denies RCA’s request 
for cancelation of the Nov. 14 test, 
Friday’s FCC action puts off until 
Feb. 13 the cross-questioning phase 
of the color hearings. This phase, 
certain to run several weeks, was 
ic have started on Dec. 3. 

Under the new time-table the 
proceeding is suspended from the 
week of Nov. 14 until Feb. 6, when 
Color Television Inc., “dark horse” 
in the proceeding, is to stage a 
color test here. On Feb. 8, FCC will 
sage a three-way competitive 
iemonstration here involving CBS, 
RCA: and color television. 

FCC has canceled the trip it had 
planned to the West Coast during 
the week of Nov. 28 to see the CTI 
system. 


s Apparently sensing that its back 
is to the wall, Columbia Broadcast- 
ing System “pulled all the stops” 
last week in urging the Federal 
Communications Commission to 
push ahead immediately with 
show-down tests of color television, 
rather than allow the two months’ 
jelay requested by Radio Corp. of 
America. 

RCA contended that the com- 
petitive tests scheduled Nov. 14 
would be meaningless unless it has 
an additional two months for field 
testing the “all electronic” color 
system it announced Aug. 25.CBS 
answered that RCA is trying to 
set up “roadblocks of delay.” 

CBS told FCC that RCA has 
lemonstrated its color to NBC af- 
filiates, TV manufacturers, con- 
gressmen, Washington officials 
“and even to members of the press 
transported by RCA from many 
parts of the country to Washing- 
ton especially for the occasion.” 


# “It is quite apparent,” CBS 
said, “that RCA’s system is ready 
for everything but comparison with 
the CBS system.” 

RCA, backed by the Radio Man- 
ufacturers Association, said the 
delay would also enable FCC to 
arrange a test which would in- 
clude Color Television Inc., the 
dark horse” party in the color 
TV hearings. 

RCA insisted its color system 
‘contains new and unique develop- 
ments which are in the initial phase 
of testing” and which should be 
Subject to a second phase “to re- 
line the apparatus and tech- 
hique s,”” 

“Tne only purpose of demonstra- 
lions, comparative or otherwise,” 
RCA said, “is to demonstrate to the 
‘om: iission the principles and op- 
eratiig characteristics of the color 
elev sion systems which have been 
proposed. 

“I! comparative demonstrations 
are t) be held and accomplish their 
purpose, the demonstrations must 
Sew th apparatus which will fair- 
yY r-flect the principles and op- 
fratiig characteristics of the va- 
"ou: system.” 


"Te Radio Manufacturers As- 
Soci: ion advised FCC “to make 
"ast. slowly.” 

“The sacrifice of a few weeks 
“rr onths now may prevent a mis- 
ake which will plague the public 
Nd the industry for years to 
ome,” it declared. 

A: FCC ended the fifth week 
* © lor hearings and headed into 
th and possibly final week 
irect” testimony, Philco and 
‘ont renewed demands for a 


color system which would not out- 
mode existing b&w sets. 

This “compatibility” factor, ad- 
vanced as a major advantage of 
the RCA system, becomes an in- 
creasingly important consideration 
with the passing of time, accord- 
ing to participants in the contro- 
versy. 


s Sen. Edwin Johnson (D., Colo.), 
chairman of the interstate and 
foreign commerce committee, 
which is commonly acknowledged 


as the “instigator” of the color 
television hearing, is taking the 
position that “compatibility” is 


desirable but not essential at the 
present time. 

But in conversations this week, 
he observed that it may become 
the “commanding” consideration if 
color television is delayed until 
a substantial portion of the pub- 
lic is equipped with sets. 

In his appearance, David B. 
Smith, vice-president of Philco, 
stressed the lack of compatibility 
of the CBS system. He objected to 
any change which would “deprive” 
any portion of the listening public 
of service currently available. 


as DuMont tried to burlesque the 
“compatibility” issue by demon- 
strating a deluxe $2,500 20” cab- 
inet model “converted” by a color 
wheel 4’ in diameter, powered 
by a 5 hp motor. 

As the 700-pound converter was 
wheeled into place by two strong 
men, and connected to a special 
power line rigged for the occasion, 
FCC Chairman Wayne Coy called 
a halt, and Commissioner Frieda 
B. Hennock snapped at Dr. Allen 
B. DuMont, “It’s easy to ridicule 
something when you can’t meet 
the issue. CBS has gone to the 
trouble to produce a color system 
and you have not.” 

Recording some of the bitterness 
which has welled up during a 
three-year contest with RCA over 
color television systems, CBS told 
the commission “any one of the 
following may well be the true, 
though unstated reason for RCA’s 
petition: 


ws “Either (a) RCA now realizes 
the inadequacy of its proposed sys- 
tem and hopes that somehow and 
in some way before Jan. 14, 1950, 
its experts and technicians will 
come upon something which will 
rescue RCA from its present em- 
barrassing position. 

“Or (b) RCA now realizes that 
a comparative demonstration of its 
color television system with the 
CBS color television system will 
show, even more clearly than have 
the separate CBS and RCA demon- 
strations, the markedly inferior 
performance of the RCA system, 
and hence RCA wishes to put off 
as long as possible the day of 
direct comparison. 

“Or (c) RCA, as the parent of 
NBC, has an interest in extending 
the freeze in view of the fact that 
NBC may enjoy certain competi- 
tive advantages as long as the 
freeze exists, in single station tel- 
evision markets. 

“Or (d) RCA is intent on main- 
taining its dominant patent posi- 
tion and, since this objective is 
now threatened, its petition is part 
of the pattern by which, through 
one means or another, RCA is fore- 
stalling this encroachment for just 
as long as possible.” 

CBS offered to fly its equipment 
to the West Coast for a competi- 
tive test with Color Television Inc. 


Gets GE X-Ray Account 

Klau-Van Pietersom-Dunlap As- 
sociates, Milwaukee, has been ap- 
pointed to handle the advertising 
of the General Electric X-Ray 
Corp., Milwaukee. 


New York Agency Moves 

Hickey-Murphy-St. George, New 
York, has moved from 2 W. 56th 
St. to larger quarters at 216 E. 
45th St. 


BONUS—A prank by West Point rooters on the eve of the Army-Harvard game 

made use of Harvard Brewing Co.'s display dominating Harvard Square, Cam- 

bridge, to put over Army’s message. John Donnelly & Sons, Boston, restored the 
original copy after a weekend of “bonus” advertising. 


Inventories Get 
Praise, Mostly, 


at Annual Clinic 


Newspapers’ Grocery 
Studies Appraised by 
Admen Who Use Them 


New YorK—Ways of making 
better use of grocery inventories 
—by grocery manufacturers, agen- 
cies and newspapers—were dilis- 
cussed last week at the third Na- 
tional Grocery Inventory Research 
Clinic, sponsored by 17 newspapers 
and the Bureau of Advertising, 
American Newspaper Publishers 
Association. 

Well attended by advertisers, 
agency men, and representatives 
of newspapers, the session was 
marked by lively support of gro- 
cery inventories as an increasing- 
ly valuable tool. 

Harold S. Barnes, BofA director, 
pointed out that the three groups 
represented have a common stake 
in increasing and expanding gro- 
cery sales. 


a Mr. Barnes said “very few gro- 
cery manufacturers or their agen- 
cies are making as full use of these 
inventories as they might.” He 
cited two advantages in making 
greater use of these markets for 
testing: (1) It’s cheaper than set- 
ting up one’s own store panel, 
and (2) it discovers ways of sell- 
ing more cases of goods per dol- 
lar. 

From the position of the agen- 
cy, Jack Bradfute, director of mar- 
keting and research, W. Earl 
Bothwell Inc., discussed how gro- 
cery inventory data can be readily 
used to give management a pic- 
ture of the sales situation. 

Using a_ succession of charts, 
Mr. Bradfute demonstrated how 
basic information on the follow- 
ing points can be quickly gained, 
on sales and share of market, dis- 
tribution, sales per store handling, 
stock on hand, share of market by 
sizes, seasonal variation, and sales 
vs. advertising. 


a The question of whether ad- 
vertisers will support newspapers 
who provide them with grocery in- 
ventories was answered partially 
by Peter B. Warner, commercial 
research director, Quaker Oats Co. 
As far as Quaker is concerned, he 
said: 

1. “We are sympathetic towards 
a paper that is maintaining a 
panel. We like the paper better 
for having it.” 

2. “When factors of the cost and 
character of coverage are equal 
or near equal, we will favor a 
panel paper and place our adver- 
tising in it.” 

3. “Our testing activities, when- 
ever at all feasible, are conducted 
in panel cities—for purely self- 
ish reasons.” 

He conceded that some testing 
involves little or no advertising. 


sw After showing three examples 


of how Quaker Oats uses the in- 
ventory results, he recalled that 
three major newspaper grocery in- 
ventories have been discontinued. 

“Each of them, as it published 
its last report, was being watched 
by us for the results of a test 
market operation,” he said. “I re- 
call that in Portland we tried to 
make arrangements to continue 
the audits on ready-mixed pan- 
cake flours at our expense.” 

He pointed out that inventories 
are primarily research operations, 
as distinguished from advertising. 
“Many of these inventories have 
come into being and lived part 
of their lives in a seller’s market, 
and an appraisal of their present 
and potential use should be in 
light of that fact...It seems rea- 
sonable to think that it [their use- 
fulness] will increase.” 


ws Geoffrey Baker, general sales 
manager, Nestle Co., told the news- 
paper men that his company is 
interested in having as many 
towns as possible included in the 
monthly grocery inventories. He 
dismissed consumer preference 
studies as “of little value to us.” 

“TI am frank to say,” he com- 
mented, “‘we have no way of know- 
ing whether Nescafe users drink 
more Nescafe per capita than do 
instant Borden’s or instant Chase 
& Sanborn users. Therefore, fig- 
ures showing the numbers of 
homes carrying the brand may be 
quite misleading. 

“In addition, figures showing 
the percentage of housewives buy- 
ing in a given month may also 
be misleading since one housewife 
may buy our 12-oz. jar once every 
three months and another house- 
wife may buy a can of 4-oz. G. 
Washington once a month. The 
amount used is the same, but the 
rate of purchase is three times as 
great for G. Washington.” 


@ “In the last analysis,” Mr. Bak- 
er contended, “we must fall back 
on measurements of actual sales 
by stores or purchases by consum- 
ers on a sound sample basis. In 
the case of city newspapers fur- 
nishing brand preference type of 
information, we look at our page 
in the elaborate book, say ‘how 
interesting’ and put it in the file. 
In the case of inventory cities, we 
carry charts showing the trend of 
each brand and refer to them fre- 
quently.” 

Newspapers have benefited from 
instant coffee advertising, he said, 
reporting that in the year ending 
last July more than $1,250,000 had 
been spent on newspaper adver- 
tising of instant coffee. Instant 
coffee promotion is heaviest in 
metropolitan areas, he pointed out, 
and forecast additional use of 
newspapers in key cities. 


we Mr. Baker said he would like 
to see inventories in Detroit and 
Pittsburgh, and 20 more cities, 
from Hartford to San Diego. 

Mr. Baker finds’ inventories 
“reasonably accurate,” particular- 
ly with respect to competitive po- 
sition of brands. He noted that 
change of size in containers is 
seldom picked up by inventories. 
He said one city’s inventory was 
“obviously wrong,” and “if the 
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sample is as bad for many other 
products, that particular newspa- 
paper is wasting a lot of money.” 

The 17 newspapers sponsoring 
grocery inventories in 11 markets 
are: 

Boston Herald, Boston Traveler, Cin- 
cinnati Post, Indianapolis News, Indiana- 
polis Star, Los Angeles Daily News, Los 
Angeles Examiner, Los Angeles Herald 
Express, Los Angeles Times, New York 
World-Telegram, St. Louis Globe-Demo- 
crat, San Francisco Examiner, Toledo 
Blade, Washington Times Herald, Win- 
ston-Salem Journal, Twin City Sentinel, 
Gary Post-Tribune. 


Lionel Starts Ads 
Early to Handle 
Coupons on Time 


New YorK—Coupon advertising 
will be featured by the Lionel 
Corp. in 36 national publications 
starting next month to promote its 
model railroad and construction 
equipment. The company’s adver- 
tisements will offer its Christmas 
catalog at 25¢ with a set of eight 
miniature poster panels. Reiss Ad- 
vertising is the agency. 

Lionel is distributing 2,400,000 
miniature poster panels in 300,000 
sets with its Christmas catalog in 
cooperation with Standard Outdoor 
Advertising and seven leading na- 
tional advertisers (AA, Oct. 24). 

The miniatures feature poster 
designs advertising Ford cars, 
Wrigley’s Spearmint gum, Kel- 
logg’s corn flakes, Nash cars, 
Heinz soups, Kleenex tissues and 
Baby Ruth candy, and a special 
design for Lionel construction kits. 
Cost of the project was under- 
written by the advertisers, Lionel 
and Standard Outdoor Advertis- 
ing, non-profit organization for the 
promotion of better understanding 
and appreciation of the outdoor 
advertising medium. 


ws The eight designs are repro- 
duced in full color on sheets of 
high-grade white cardboard. The 
unit tells how to set up the posters 
along the electric railroads’ right 
of way. The size of the poster is 
identical with the reproductions 
used by Standard in its current ad- 
vertising. 

Credit for developing the idea 
of miniature posters for use on 
model railroads is understood to be 
shared jointly by Parker James, 
executive vice-president of Stand- 
ard Outdoor Advertising, and Wal- 
ter Weir, president of Walter Weir 
Inc., Standard’s agency. 

Most of the sets, according to 
Lionel, will go into homes where 
the model railroad system is a fam- 
ily project. If the audience for 
each design totals six persons, Jo- 
seph E. Hanson, Lionel advertis- 
ing manager, points out, an ag- 
gregate of nearly 15,000,000 im- 
pressions will be made toward a 
greater appreciation of advertis- 
ing. 


s With its advertising next month, 
Lionel expects to reach the con- 
sumer late enough so he will think 
about Christmas and electric trains, 
but not too late for the coupon 
to be clipped, mailed, processed, 
and the catalog shipped and used. 

Lionel’s catalog and miniature 
poster panel advertising will ap- 


pear in the following publications: 

American Comics; The American Week- 
ly; Archie Comics; Child Life; Collier's; 
Coronet; Esquire; Farm Journal; Fawcett 


Comics; Good Housekeeping; Harvey 
Comics; Liberty; Life; Look; Marvel 
Comics; Model Craftsman; Model Rail- 


roader; National Comics; National Geo- 
graphic; Newsweek; Parade; Parents’ 
Magazine; Pathfinder; Pioneer Woman; 
Popular Fiction; Popular Mechanics; Pop- 
ular Science; Puck; Saturday Home; Sci- 
ence & Mechanics; Story Parade; This 
Week Magazine; Time; True; and United 
Feature Comics. 


Honig-Cooper Names Brown 


Gene Brown, formerly with Pat- 
terson-Hall, San Francisco com- 
mercial art concern, has been 
named art director in the San 
renee office of Honig-Cooper 
o. 
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Rival Boeing Unions 
Wage Battle of Ads 


Teamsters, Machinists 
Use Full Bag of Tricks 
to Win Nov. 1 Election 


SEATTLE—TWwo rival unions, 
fighting for the right to represent 
employes of Boeing Airplane Co. 
in collective bargaining, have made 
advertising a key part of their 
campaigns. 

Bus cards, outdoor, newspapers, 
radio, pamphlets, direct mail and 
match folders all are being used to 
sell the 15,000 workers who will 
vote tomorrow, Nov. 1, in a collec- 
tive bargaining election ordered 
by the National Labor Relations 
Board. 

The intensity of the campaign 
was stepped up in the past 10 days. 
It was apparent that the total ad- 
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TOP MANAGEMENT'S 
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53 Park Row, New York 15, N. Y. 
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vertising bill would run around 
$25,000. A last-minute burst of 
activity might push this substan- 
tially higher. 


w The unions are the Aero Me- 
chanics Union, Lodge 751, affiliated 
with the International Association 
of Machinists, and the Aeronautical 
Workers and Warehousemen’s Lo- 
cal 451, affiliated with the Brother- 
hood of Teamsters (AFL), of 
which Dave Beck, Seattle, is inter- 
national executive vice-president. 

For a number of years the Aero 
Mechanics Union had a contract 
with Boeing. In April, 1948, the 
union called a strike that lasted 
five and a half months, during 
which time Boeing remained open 
and gradually built up its wofking 
force. Ultimately, the Aero Me- 
chanics Union voted to return to 
work without a contract, and the 
company has operated since on that 
basis. Before the strike ended, the 
company and the union both used 
heavy advertising space to carry 
their stories, and the total adver- 
tising expenditure exceeded $125,- 
000 (AA, Aug. 23, 48). The largest 
part was spent by the company. 

Early in the strike, the teamsters 
organized Local 451 and for the 
first time sought to establish an in- 
dustrial union in an aircraft plant. 
The teamsters also recruited work- 
ers, contending that the strike was 
illegal. 


ws Today’s controversy stems from 
that development. The NLRB elec- 
tion was ordered after the U. S. 
circuit court of appeals held that 
the strike was illegal, and as a re- 
sult Aero Mechanics Union lost 
standing as bargaining agent. 

Advertising has stated the issues 
in the election fight simply and 
with repetition. Both unions have 
long issued weekly tabloid news- 
papers for all employes at Boeing, 
whether members or not. Boeing 
supplied names and addresses of 
employes to the two unions. 

The election phase of the activity 
began in August. At that time Dave 
Beck broke the news story that 
Boeing was under pressure from 
the Air Force to move production 
inland to Wichita, Kan. As a city- 
wide campaign opened to keep 
Boeing production at Seattle, Aero 
Mechanics used an outdoor poster 
picturing a Boeing Stratocruiser 
and carrying the message: “Let’s 
keep our payrolls. Seattle’s skilled 
machinists build better Boeings.” 
The object was to show the con- 
structive attitude of the union in 
its desire to help the company. 
Copy was changed twice for later 
boards, with direct mention of the 
NLRB election and with increasing 
appeal to vote for the Aero Me- 
chanics, Lodge 751. 


@® As the campaign warmed up, 
the Aero Mechanics began using 
large newspaper space, including 
full pages. Here the copy sought to 
build the stature of the Interna- 
tional Association of Machinists in 
the aircraft industry and at the 
same time it attacked Beck for 
“strike-breaking” and for attempt- 
ing to bring more dues-payers into 
his organization. 

The counter campaign of Beck’s 
Aeronautical Workers opened later 
and did not reach a peak until the 
last ten days of campaigning. Copy 
played on two themes: that Aero 
Mechanics members were unde- 
pendable and their victory might 
bring another strike or force Boe- 
ing to leave Seattle, and that Local 
451 had 8,000,000 AFL members 
behind it. 

Newspaper advertising for the 
teamster local began with four 
small reverse-plate poster-style 
ads scattered through one day’s 


newspapers. Typical copy: “Save 
Boeing payroll for Seattle. Vote 
451-AFL.” 


s The teamster local used outdoor 
heavily. It also used bus cards, in- 
side and out. Bus cards and out- 
door posters were prepared by 
Criterion Films Inc., Seattle, in as- 
sociation with Western Agency, 
Seattle. Outside bus cards used 
luminescent paint. 

To counter the claims of the 
teamster local that it had AFL 
backing, the Aero Mechanics took 
full-page space to declare: “We 
build America’s Aircraft. Over 8 
out of every 10 organized workers 
in the U. S. aircraft industry are 
members of the International Ass’n 
of Machinists.” 

Another ad in this series was 
headlined: “Plain facts about plane 
builders,” and listed aircraft man- 
ufacturers with which the machin- 
ists hold contracts. Copy carefully 
refrained from attacking the AFL, 
with which the machinists were 
at one time affiliated. 


es But the Aero Mechanics have 
spared little in their direct attack 
on Dave Beck. He has been the 
whipping boy throughout. One 
newspaper ad, eight columns by 
16”, was headed, “A Lesson in 
Elementary Unionism,” and used 
primer style to define “teamster”’ 
and “aero mechanic.” 

“Once upon a time boxes and 
barrels and beer were hauled in 
wagons,” the copy reads. “The 
wagons were pulled by teams of 
horses. The men who drove them 
were called teamsters. Teamsters 
had to know how to handle horses. 
They had to know how to lift 
heavy kegs. 

“These men formed a union. It 
is called the Brotherhood of Team- 
sters, Chauffeurs and Warehouse- 
men. The union emblem is a wagon 
wheel and a horse’s head. 

“Teamsters don’t drive wagons 
any more. They drive trucks. They 
like their union, but they don’t 
like their top man’s grabby ideas. 
He wants to collect union dues 
from all kinds of people... people 
who type letters, who sell under- 
wear, who fit shoes, who market 
rutabagas. He wants his union to 
control the people who build the 
big Boeing bombers. 

“Real union-thinking teamsters 
aren’t happy about what their 
boss is trying to do. They want a 
forward-looking policy. They be- 
lieve he is looking Beckward.” 

If that copy was too subtle, there 
was no mistaking the point in a 
full-page ad two days later, head- 
lined: “AFL Unions Fight Beck!” 
and reproducing headlines from 
the Oakland Post Enquirer and 
from an Oakland labor paper. The 
Post Enquirer’s headline read: 
“AFL Unions in East Bay Map 
Teamster Boycott.” 


s This ad appeared in the Seattle 
Times, but not in the Seattle Post- 
Intelligencer. Lawyers for the 
latter paper held that the copy 
was too close to libel. 

In addition to the dailies in 
Seattle, the unions used community 
weeklies in major residential areas 
of the city and in surrounding 
towns. Radio also was used, both 
in one-minute selective advertis- 
ing and in 15-minute talks and 
programs. Farwest Agency, spe- 
cializing in union accounts, handles 
the campaign for the Aero Me- 
chanics. 

Gimmicks produced by the 
teamster local included 20 cases 
of book matches, and an eight- 
page booklet carrying this title: 
“What Lodge 751 had done and 
will contirfue to do for its mem- 
bers.”’ The booklet was blank. 


TELLS LONG DRIVE 

FOR STRATOCRUISER 
SEATTLE—Boeing Airplane Co. 

started selling its gigantic Strato- 

cruiser to the American public 

five years before the plane went 


LESSON IN ELEMENTARY UNIONISM 


Advertising Age, October 31, 19¢) 


ing Boeing employees will choose the 
AERO MECHANICS UNION -LODCE 751:-1.AofM. 
eee lean tnendainidiemnineenennemmeneipenetenttiindan cmeeaaanniiemiemenmaemenmeneemeemteemmame ee 
COMPETITIVE COPY—Aero Mechanics Lodge 751 of the International Association of 
Machinists, via Farwest Agency, ran this 1,760-line ad in Seattle newspapers to tell 


what it thinks of itself and a rival teamsters’ local fight to control Boeing Airplane 
Co. workers. 


into service. 

Harold Mansfield, Boeing’s di- 
rector of public relations and ad- 
vertising, in a talk before the Ad- 
vertising and Sales Club of Seattle, 
traced steps taken since 1944 when 
the fast luxury plane was unnamed 
and still on the drafting board. 

Initial promotion capitalized on 
a record-breaking, coast-to-coast 
test flight of Boeing’s C-97 Air 
Force transport, on which plane 
the Stratocruiser was to be based. 
The record, which still stands, gave 
the company material in 1944 for 
magazine ads on the projected 
civilian plane. 


gs This was followed by a brochure 
for airline operators that was so 
elaborate a rival airplane maker 
asked for a copy of the “beautiful 
graphic arts job”; by reams of pro- 
motional pieces supplied to maga- 
zines by Boeing; a public opinion 
survey during the war to measure 
public knowledge about aircraft 
manufacturers (Boeing reportedly 
ranked first in public esteem); and 
by continued ads on how Boeing’s 
Stratocruiser would overcome ob- 
jections voiced in the survey to 


uncomfortable features of air 
travel. 

Reprints of the ads were used 
with sales letters. A motion pic- 
ture was prepared. A million leaf- 
lets, titled “Coming, the Boeing 
Stratocruiser,” were distributed 
through airline offices and travel 
agencies. 


w There came a period last year 
when the project slowed down. The 
Civil Aeronautics Administration, 
mindful of accidents to other new 
aircraft, was extremely careful in 
its testing of the Stratocruiser, and 
more than a year was spent from 
the time the first model took the 
air until the plane carried the 
CAA certificate for commercial 
flight. A five-month strike also de- 
layed production. 

As a result, advertising was di- 
rected toward reporting on the 
project, stressing research behind 
the product and the care in testing 
a new aircraft. A typical headline 
in this series read, “They are 
making this flight for you,” and 
led into a report of test flights. 

After this phase, the company 
began preparing the public for 
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SANE LABOR LEADERSHIP 


BOEING WORKERS VOTE YS/ 4.Fo-L. 


BOEING UNION AD—This car card is part of a big promotion drive by which an 

AFL Teamster affiliate, Aeronautical Workers Local 451, hopes to win votes on 

Nov. 1 to become bargaining agent for Boeing employes. Western Agency handles 
the account. 


flying in the Boeing Stratocruiser. 
Here, because the plane introduced 
so many new features to commer- 
cial flying—double-deck for room 
to move about; pressurized cabins 
for comfort; high-altitude flight 
for smoothness, etc.—Boeing had 
exceptional material for news pur- 
poses. 

It maintains a mailing list of 
1,000 magazines, radio stations and 
newspapers, and in addition keeps 
in close touch with writers and 
editors throughout the country. 


s Finally, when the Stratocruiser 
was ready for delivery to its first 
customer—Pan American—the 
Boeing news bureau, under Al Hill, 
put out 750 copies of an elaborate 
press and radio book containing 
18 stories and 12 pictures. With the 
plane in commercial use, Boeing 
then tied in its advertising with 
that of the airlines and also with 
30 to 40 national advertisers. 

Through the Boeing magazine, 
a slick-paper highly illustrated 
monthly edited by Keith Kinsman, 
the company tells its story of re- 
search and production to a list of 
nearly 10,000 throughout the coun- 
try. 

To indicate public interest after 
the five-year promotion, Hill re- 
ported that 50,000 people jammed 
Boston airport when Pan Ameri- 
can showed its first Stratocruiser 
last March. In July, another cus- 


tomer, American Overseas Airlines, 


landed at Boston to show the 
plane, and police had to be called 
to handle the crowd. A third visit, 
in August, by Northwest Airlines, 
brought out an estimated 25,000 
people to the same airport, and 
15,000 went through the plane. 

Boeing advertising is placed 
nationally through N. W. Ayer & 
Son, San Francisco. At Seattle, 
Frederick Baker & Associates han- 
lles local advertising and assists 
on public relations. 


Four Form PR Concern 


Kobert A. Grant, of South Bend; 
Walter C. Ploeser, of St. Louis; 
Kari S. Dixon, of Evanston, IIL; 
and Ross Murphy, of Chicago, have 
lorned Grant, Ploeser, Dixon & 
Murphy to do public relations 
work, tax research and _ labor- 
Management consulting. Offices 
are \ocated at 111 W. Washington 
St., Chicago. 


Names Subscription House 
_Subseription House Inc., New 
Yor, publishers’ consultant and 
sery ce agency, has been named 
€xci\usive circulation promotion 
and advertising representative of 
Tliine Associates, a government 
pro irement service organization 
= ublisher of daily bulletin ser- 
ric: 


— 


Big Holiday Push 
Ahead for Walnuts 


(Picture on Page 1) 

Los ANGELES—California Wal- 
nut Growers Association this year 
will promote multiple uses of wal- 
nuts and feature lower prices in 
its annual concentrated seasonal 
holiday advertising campaign. 
Termed the biggest campaign in 
history, the promotion includes 
women’s magazines, newspaper 
magazines, radio and outdoor. 

On the magazine schedule for 
full-color pages in December are 
American Home, Better Homes & 
Gardens, Family Circle, Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCall’s, Today’s Woman, 
True Story, Woman’s Day and 
Woman’s Home Companion. 

Full-color ads will appear be- 
fore Thanksgiving and Christmas 
in The American Weekly, Parade, 
New York News, Chicago Tribune 
and Philadelphia Inquirer. Out- 
door will be used in 100 major 
markets, starting in November. 

Spot radio will be used on home 
economics programs in many mar- 
kets. Some foreign language news- 
papers will be used in New York 
City. Business paper ads will sup- 
port the campaign, and within the 
next week 67,000 retailers will re- 
ceive a letter on details of the cam- 
paign. 


# Consumer copy will sell walnuts 
as an everyday food item by fea- 
turing their use in four different 
recipes in each ad. Trade ads will 
stress that walnuts are being sold 
as an everyday item, not just for 
the holidays. Copy points out that 
recipes call for sale of related items 
such as flour, sugar, spices. Mass 
display of walnuts is urged, as well 
as the “planting” of one-pound 
bags alongside related items. 

According to Charles Meals, ad- 
vertising manager, approximately 
50% of this year’s crop will be sold 
in one-pound packages. This type 
of packaging has been increased in 
recent years to meet the self-ser- 
vice trend in food stores. It has 
also been effective in extending 
the season into the spring months. 
Extension of the season is a long- 
term objective of the association, 
which traditionally realizes elose 
to 70% of its sales during the holi- 
day season. 


McLeod Opens Seattle Office 


A Seattle office for Penn Mc- 
Leod & Associates, market research 
organization with headquarters in 
Vancouver, B. C., has been opened 
under the direction of John J. Bo- 
lan, formerly with Hearst Adver- 
tising Service, Seattle. 


ELECTROTYPE Co. 


WILLIAM S. PATJENS 

New YorK—William Scott Pat- 
jens, 53, a consultant to the Dell 
Publishing Co., and for three years 
advertising director of the con- 
cern, died Oct. 25 at his home in 
Larchmont, N. Y. 

Mr. Patjens had been eastern 
advertising manager of The Amer- 
ican Weekly for 14 years. Later he 
joined Ken magazine as adver- 
tising manager, and in 1941 was 
named sales manager of New York 
Subway Advertising Inc. Two 
years later he was with the Frank- 
lin Bruck Advertising Co. as vice- 
president. In 1944, he was on the 
executive staff of Sherman K. 
Ellis & Co. Before joining the Dell 
organization in 1946, Mr. Patjens 
operated his own agency for about 
a year. 


ROBERT W. SAILOR 

IrHaca, N. Y.—Robert W. Sailor, 
65, president of the Cayuga Press, 
and former editor and business 
manager of the Cornell University 
Alumni News, died here Oct. 24. 


cde ae 


DANIEL S. SCHENCK 


New YorK—Daniel S. Schenck, 
64, local advertising representative 
of Modern Hospital and Nation's 
Schools, publications of the Mod- 
ern Hospital Publishing Co., died 
here Oct. 23. He was formerly 
associated with the General Out- 
door Advertising Co. here. 


FREDERICK JOHNSON 


Cuicaco—Frederick H. Johnson, 
former public relations director for 
the Milwaukee Road, died in a 
hospital here Oct. 23. Mr. John- 
son, who was 72, retired in Janu- 
ary, 1948. 


MRS. MARIE BERNHARDT 


MILWAUKEE—Mrs. Marie E. 
Bernhardt, vice-president of the 
Safety Envelope Mfg. Co., died 
here Oct. 19. Mrs. Bernhardt, a 
past president of the Women’s 
Advertising Club of Milwaukee, 
formerly served as sales manager 
of Leader Card Works, Milwaukee, 
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Nabisco Expands Ad Plans 
National Biscuit Co., through 
Needham & Grohmann, New York, 
will launch its first campaign in 
hotel, restaurant and institutional 
publications, effective Jan. 1, 1950. 


Burk Names Eaton V. P. 


Edgar E. Eaton, formerly sales 
promotion manager of Tracy Mfg. 
Co., has been appointed vice-pres- 
ident of G. Norman Burk Inc., 
Pittsburgh agency. 


WHAT'S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
yeloping sales prospects on certain 
types of products and services. 
New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 
BUSINESS hp FARM 


GENERAL | 
PAPERS APERS MAGAZINES 


and Otten Bros., Detroit. 


343 So. Dearborn St., Chicago 4 


SPECIAL BOOK ORDER FORM 


for Advertising Age readers 


The five books and the one special Research Report listed on this form have been compiled from past issues of 
ADVERTISING AGE and are now being offered as a special service to ADVERTISING AGE readers. 


To secure any or all of these books, just fill-in the bottom portion of this form completely, and return it promptly, 


along with your proper remittance. 
SALESENSE IN ADVERTISING 


~ 


Perhaps one of the most fascinating things about the advertising business is that all of the best ideas seem to be 
the simplest — the ones that are based on good common sales sense. That's one reason why this booklet (a col- 
lection of articles written for ADVERTISING AGE by James D. Woolf) is so interesting. In a friendly, almost ‘‘folksy"’ 
style, Mr. Woolf cites true-story cases to bolster his belief that the best advertising ideas are successful only because 
they hit hard with fundamental selling principles. Mr. Woolf knows whereof he speaks. For many years a vice- 
president of J. Walter Thompson Company, he is now retired. Recognized as one of advertising's great creative men, 
he has written millions of dollars worth of copy and numerous books. His ‘‘SALESENSE IN ADVERTISING" 75 
column appears regularly in ADVERTISING AGE... .. 2... ccc ccc cee ee eee eee e eee nee eeeenee Each Cc 
THE MUNCIE STORY 

Presents an intensely interesting ADVERTISING AGE study of retail trade in Muncie, Indiana, the famed’’ Middletown" 
of America. It brings you the results of hundreds of interviews among retailers, consumers, bankers . . . bringing 


into sharp focus the broad changes that have taken place, and are taking place, on Main Streets throughout America. 
In addition, this informative book contains a wealth of material bearing on America's current distribution 75¢ 


picture Each 
INSIDE STORIES OF AMERICA’S GREATEST MERCHANDISING ORGANIZATIONS 

How LEVER 
BROS. is spending over $2,000,000 to test advertising . . . how REXALL DRUGS is setting forth to dominate all drug- 


This fascinating book tells the complete success stories of TEN of the nation's greatest merchandisers. 

dom... how KAISER is merchandising more than 1,000 products . . . how FORD, GENERAL MILLS, DOUGLAS 75 
PN eT on ere Each C 
HOW TO MAKE YOUR ADVERTISING PAY OFF 

In this book, you'll find many ways to do a better job of advertising and selling. You'll read how to introduce a new 
salesman to a territory . . . how to dramatize the use of testimonial letters . . . successful action-closing phrases for 
your sales letters . . . actually hundreds of proven advertising and selling practices that are ‘paying off" 75 
for alert companies. (Compiled from the column, “THE PAY-OFF")..... 0.2... 500 ccceeeeceeeeceees Each C 
THE CREATIVE MAN’S CORNER 

When you turn the pages of this new book you turn the pages on some of America's most talked-about advertising 
and selling campaigns of the past several years. You see the actual layouts ... read the copy .. . watch the parade 
of outstanding magazine and newspaper ads. You feel the pulse of America's marketing genius! But you see the 
flops, too. No holds are barred — the good is praised, the bad is damned! You may not agree, but you will 75 
be interested! (Compiled from the column, “THE CREATIVE MAN'S CORNER")... ........50 000 eeeeee Each Cc 
AGENCY FUNCTIONS AND COMPENSATIONS 

This special report, undertaken by the editors of ADVERTISING AGE, is the most detailed and thought-provoking study 
ever attempted — about the services that advertising agencies perform — and the methods by which they receive 
compensation. It gives factual answers to questions, such as: ‘‘What services can | get from an advertising agency? 


... Which are rendered ‘free’ in return for established commissions . .. which are regarded as ‘extra’ to be 75 
porlormed On @ retainer Dasish” oo. ccc ee cccccnccveccrcccrereeessreseccccvccvesceseeseeseeees Each Cc 


MAIL THIS HANDY ORDER FORM TODAY 
MONEY REFUNDED IF NOT COMPLETELY SATISFIED 
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Circulation Department ADVERTISING AGE 
100 E. Ohio St., Chicago 11 


Please send me the following: 


ee NS a, hs. ssc kdeseneaneds onnsseagavaddowns a ae 

es, atic en sida idan buns WOE A 0 akded vn cengabacdensed @75e...  —___ 
copies, INSIDE STORIES OF AMERICA'S GREATEST MERCHANDISING ORGANIZATIONS... .@75c... _- : 
copies, HOW TO MAKE YOUR ADVERTISING PAY OFF.......... 2.02.00 .00ceceeceeeee @75c...  —__ 
EES ee @75... 

__. copies, AGENCY FUNCTIONS AND COMPENSATIONS. ... 2.0... .0.00 00000000 cece ees @75c... —— 


| am enclosing full payment of $_ __ 
SEND THE BOOKS TO: 
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Gallup, Roper 
Crossley Still 
Very Much Alive 


(Continued from Page 1) 
mands upon research and bring 
new business to his organization. 


a The fumbled forecast probably 
fell heaviest upon Dr. George Gal- 
lup. This is partially true because 
Gallup had become, in the public 
mind, the embodiment of research. 
He alone of the researchers went 
to considerable length to explain 
to marketing, advertising and other 
groups just how he happened to 
miss in his prediction. 

Yet, a year later, Gallup was 
able to tell an AA reporter that 
his syndicated newspaper column, 
although it was dropped by 15 
newspapers, now 
has “about the 
same number of 
newspapers as it 
had a year ago.” 
Some of the dis- 
sident publishers 
came back dur- 
ing the year, and = 
new clients were 
added. j 

During the 
year, Gallup was 
able to note 
cheerfully that his organization 
-had correctly picked the winners 
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George Gallup 


re 


in the Canadian elections, as well 
as electoral contests abroad. 


s During the year he and Claude 
Robinson prepared to offer their 
new “Impact” service to adver- 
tisers, a research service which 
measures—along with reading and 
noting, which Gallup pioneered as 
research chief of Young & Rubicam 
—penetration and retention of 
ideas by the reader of advertise- 
ments. Details and probable cost 
of this service (ranging from $6,- 
000 to $50,000) were disclosed at 
the eastern conference of the 
American Association of Advertis- 
ing Agencies (AA, Oct. 10). 

The lessons of the forecast fiasco 
are still fresh. Gallup observed, 
in talking to AA, that “it can be 
said with absolute certainty that 
public opinion polls will be wrong 
again in other closely contested 
elections. But the criterion by 
which a public opinion poll should 
be judged is its margin of error.” 


a The Gallup organization is pre- 
paring a new technique in New 
York state elections. The current 
contest, in which ex-Governor 
Herbert Lehman is paired in a hot 
race with Sen. John Foster Dulles, 
who was appointed to the Senate 
to fill the seat of the late Robert 
F. Wagner, has created national 
attention. To measure the public’s 
opinion, Gallup is using three dif- 
ferent sample techniques: The tra- 
ditional (with Gallup) quota sam- 
pling; area—or random—sam- 
pling; and “pinpoint sampling,” 
defined by Gallup as a modifica- 
tion of area sampling. 

It will be the first time the three 
methods have been tried in a state 
election, Dr. Gallup said, and in 
his opinion should give a fairly 
good demonstration of the effi- 
ciency of the three methods. 


ws The three researchers are not 
strictly comparable. Gallup has an 
empire—the public opinion affil- 
iate, with its international connec- 
tions; Audience Research Inc.; 
some commercial research; and 
now Impact, with Robinson. Roper 
has a small and select list of 
clients; his “drop-in” jobs; the 
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Put your sales message in working 
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Fortune poll, conducted as an ed- 
itorial feature monthly; and a re- 
corded radio fea- 
ture weekly on 
CBS. Crossley, 
the third pollster 
who dropped the 
crystal ball, is 
somewhat small- 
er in size, and 
probably the 
most cheerful of 
the three. 

“My business 
for 1949 is now 
10% ahead of the 
entire year of 1948,” Archibald M. 
Crossley told an AA reporter last 
week, “and I expect it to be from 
15% to 20% over last year.” 

Crossley Inc.’s business normal- 
ly slides off from mid-November 
until about Jan. 5. This spring, 
Crossley had a slack period until 
the early part of February. “But 
it was a spotty year generally,” 
Mr. Crossley summed up, “and I 
can’t pin down any particular ef- 
fect from the elections.” 


Arch Crossley 


ws After the predictions went awry, 
a Crossley representative in the 
Midwest reported that, on a couple 
of calls, he had met the mild jeer 
that “you fellows didn’t do too 
well, did you?” But that, says Mr. 
Crossley, “was the only thing I 
remember that suggested any loss 
of face.” 

As for the research business, Mr. 
Crossley concedes it isn’t “boiling 
right now. That is, it’s not up to 
what it was right after the war, 
when so much research was nec- 
essary.” He believes the total vol- 
ume of research in 1949 will be 
equal to 1948’s total. 

Except for its quadrennial forays 
into opinion research, the Crossley 
organization exists principally on 
market research. It has done con- 
siderable work for magazines 
(among them, Collier’s, Look, Pro- 
gressive Farmer, Time) but “this 
year we’ve expanded in the direc- 
tion of product testing for manu- 
facturers.” Public opinion testing 
enters this sphere of activity. 


@ Looking back on the elections 
of 1948, Crossley has at times noted 
that the number of people who fill 
the Yale Bowl, properly distrib- 
uted nationally and all voting Re- 
publican, could have swung the 
election. He likes to emphasize 
that, of the major polls, Crossley 
erred the least (4.6% on the total 
vote). Gallup would have been 
about the same on total vote, but 
taking it on a two-party basis gave 
him a 5.3% error. Roper, who had 
decided last-minute checks were 
worthless, missed the total vote 
by 12.3%. 

“None of us has an alibi,” Cross- 
ley told AA, “but it is interesting 
to note that several appraisals of 
the election polls have appeared 
lately which show that the polls 
were substantially correct when 
they were taken.” 

So, a year later, the pollsters’ 
private fortunes seem to have fared 
well enough. The caution in their 
comments to reporters is evident, 
and stems from harsh experience: 
The day before the election, Elmo 
Roper (who had announced in 
September that no more polling 
was necessary) saw that “no po- 
litical miracles had taken place” 
and advised Dewey on his 1952 
campaign; Gallup, only a little 
earlier, had carefully said “we 
have never claimed infallibility, 
but next Tuesday the whole world 
will be able to see down to the last 
percentage point how good we 
are.” 


s For those who like to evaluate 
polls, a number of books came out 
during 1949, including “The Poll- 
sters,” by Lindsay Rogers, which 
savagely and wittily disputed how 
much of public opinion was re- 
vealed by the polls, and how ac- 
curately they measured. 

The Social Science Research 


BIGGEST TELEGRAMS, TOO—Pacific Outdoor Advertising Co. collaborated wiih 
the Los Angeles Town House to extend greetings, via this illuminated over-size te!c- 
gram, to Brown-Forman Distillers Corp. executives attending sales promotion and 
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sessions there. 


Council was delivered of a thor- 
ough and weighty report, the bur- 
den of which was that errors in 
polling public opinion are easier 
to make than in other forms of re- 
search. In addition, the report 
largely absolved the pollsters on 
grounds of faulty sample: “The 
use of probability samples will 
not in any way guarantee that one 
can predict elections.”’ The report 
showed that Crossley and Gallup 
had worked assiduously to deter- 
mine “turnout” by questions and 
summed up: “Too much public 
confidence [in the pollsters] prior 
to Nov. 2, and too much distrust 
after that date.” 


KIPLINGER FEELS 
NO PAIN—NOW 

WaASHINGTON—“Kiplinger Mag- 
azine,” which ran off 200,000 cop- 
ies of a special “What Will Dewey 
Do” issue just in time to be caught 
by the Truman victory last year, 
is in business in a new format and 
under a new title, “The Changing 
Times.” 

Its editors say they have no way 
of knowing how badly the boner 
stunted the growth of their mail 
circulation. It brought “a lot of 
beefs” but less than 100 cancela- 
tidns from the 50,000 subscribers. 

“Apparently the indignation was 
so general, the public decided it 
just couldn’t stop reading every- 
thing,” one editor commented. 

The name and format change 
took place in May, with comple- 
tion of a contract with American 
News Co. for newsstand distribu- 
tion in 300 cities. The current press 
run is 130,000 with 90,000 subscrip- 
tions, and 40,000 distributed to 
newsstands. Progress was slow 
during the summer, but the editors 
feel the condition was general in 
the publishing industry. 


a The magazine is dead-set against 
advertising. The editors consider 
the absence of advertising a strong 
selling point for their product. Its 
content of 30,000 words compares 
favorably with other 50¢ maga- 
zines, they say, and the absence 
of advertising leaves the material 
undisturbed for the reader. 


Ronson Moves Desmond Show 


The “Johnny Desmond Show,” 
now sponsored by Ronson Art 
Metal Works, Newark, will shift 
from Mutual Broadcasting System 
to American Broadcasting Co. as 
of Jan. 11, 1950. The five minute 
song session will be heard at a new 
time—Wednesdays at 8:55 p.m., 
EST. Grey Advertising Agency 
places this show. 


Grinham Appointed — 
Advertising Chief 
by ‘Globe-Democrat' 


Str. Louis—George Grinhan, 
since 1930 local advertising man- 


ager of the St. Louis Globe-Demo- § 4 
crat, has been appointed advertis- § @ 
ing director, it was announced last § > 
week by Douglas B. Houser, first § i 
vice-president of the newspaper. te 
Mr. Grinham is succeeding Mr. § 
Houser as the morning daily’s top 
s 
N 
N 
m 
el 
bi 
hi 
hi 
cl 
hi 
be 
W. W. Condict George Grinham 
ql 
advertising executive so the latter @ su 
can devote more time to his ad- @ ot 
ministrative tasks. se 
Promotions also were announced @ le 
for three other members of the & ci 
Globe-Democrat’s ad staff. Wilson & be 
W. Condict, national advertising & br 
manager since 1935, has been ap- & cy 
pointed assistant advertising direc- & gr 
tor; C. C. Callihan, Mr. Condict’s & pe 
assistant, has been named national & qu 
advertising manager, and Albert § ar 
E. Stokman has moved up from | 
assistant to local advertising man- @ aft 
ager. of 
Mr. Grinham, who is 59, began & the 
his career with the Globe-Demo- § po 
crat as an editorial artist, later @ ler 
transferring to the advertising de- & ac: 
partment and moving up to be-@ pe; 
come local ad chief. se] 
su 
Reports Autos in Operation 
Revised world motor census fig- # du 


ures, compiled annually by Armer- 
ican Automobile (overseas edi- 
tion), published by McGraw-Hill 
International Co., show total auto- 
mobiles in operation in the Amer- 
icas (exclusive of the U. S.), Af- 
rica, Asia, Europe and Oceania t 
be 17,308,659 units. This was a gal 
from 15,575,707 in 1948. Complete 
world figures, including the U. § 
‘totaled 58,322,996 automotive units 
in operation this year. 


‘News’ Names Gerstman 
Max J. Gerstman has been ap- 


i Yl Mii Y 
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market through 


. The American 
eB _ 470 Fourth 


—thousands a-building. 
Investigate, reach this 


The American School and University 
2 Write for Facts and Figures on the School and College Marke 


a 


pointed advertising sales directo . 
of the Detroit News, succeeding 
William H. Moore, who is ret ringgg™® 
Dec. 31. Mr. Gerstman has ee? g@ re 
with the News since 1932 in chargé Mor 
of chain store advertising. tint 
furs 
Sur 
ple 
ady 
ber 


School Publishing Cor 


Avenue, New York 16, N.Y. 
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jst Army Invites 


ids from Agencies 


New YorK—The First Army 
here prepared last week to open 
»b dding for an estimated $75,000 
acount in 1950—but the bidding 
was open only to agencies whose 
billing falls in the $2-$10,000,000 
bracket. 

The Army set four major cri- 
teria: (1) That the agency’s total 
volume of business, for the 12 
months ended June 30, 1949, should 
fall between $2,000,000 and $10,- 
000,000; (2) main office must be 
in New York; (3) the agency has 
no other Army recruiting account 
during the current fiscal year; (4) 
predominant account interests must 
be general, as opposed to financial, 
industrial, transportation, fashion, 
etc. 

Interested advertising agencies 
should apply for a ten-page ques- 
tionnaire by contacting Maj. Rob- 
ert R. Siegel, 39 Whitehall St. The 
questionnaires will be screened, 
and the agencies qualifying will 
be invited to a briefing some time 
in November. About ten days af- 
ter briefing, the agencies will be 
asked to make presentations. 


s The First Army area includes 
New York, New Jersey and the six 
New England states. 

Maj. Siegel told AA the require- 
ment that the agency not have oth- 
er Army recruiting accounts goes 
back to the experience the Army 
had with Dorland Inc. when it 
had three of the Army areas as 
clients. Each Army area should be 
handled as a separate client, he 
believes. 

The ten-page questionnaire re- 
quires, as a final point, that the 
successful agency will accept no 
other recruiting account. Other 
sections of the quiz deal with 
length of time in operation, prin- 
cipals, financial references, num- 
ber of employes in home and 
branch offices, history of the agen- 
cy and plan of organization, back- 
ground of personnel, agency com- 
pensation (including detailed in- 
quiries on methods of billing for 
art and production). 

Further questions require an 
affidavit on total volume, a list 
of active accounts, what experience 
the agency has had with man- 
power and labor recruiting prob- 
lems, other government projects, 
accounts in which masculine ap- 
peal is a factor, and experience in 
selling ideas as opposed to con- 
sumer goods. 

A. W. Lewin Co. was the agency 
during the 1948-1949 fiscal year. 


Union Launches 
Ads Introducing 
Anti-Colds Drug 


B!OOMFIELD, N. J.—Last week 
New York newspapers carried 
spre:d announcement ads for In- 
hist-n, a new proprietary drug in 
labl:t form for the prevention of 
colc manufactured by Union 
Pha. maceutical Co. 

F\ \l-page newspaper advertise- 
mens for Inhiston will begin to 
ore: < in 163 newspapers in 62 ma- 
jor narkets shortly and will con- 
Unu- for several weeks, with 
lurt.er support in the way of 
Sun ay newspaper magazine sup- 
ble: ents, and national magazine 
adv rtising scheduled for Decem- 


_A nouncement copy headlined 
‘Aier centuries of struggle... 
how, at last, medical science can 
sto colds.” Body copy warned 
tha’ Inhiston must be administered 
Pro: :ptly upon the first symptoms 
{2 cold for greatest effectiveness. 
Union will use b&w space in 
Life Look and The Saturday Eve- 
Post, but no one seems will- 
‘Ng to disclose the opening dates 
© magazine campaign. 


Last Minute News Flashes 


Philip Morris Will Put Herb Shriner on TV 


New YorK—Philip Morris & Co. has selected humorist Herb Shriner 
to fill the daily five-minute strip on CBS-TV currently occupied by 
“Ruthie on the Telephone” starting about Nov. 7. Biow Co. is the 
agency. This will be the first regular television assignment for Shriner, 
who was starred on a Philip Morris radio show a few years ago. 


Karpen Appoints MacFarland, Aveyard 

Cuicaco—S. Karpen & Bros., manufacturer of upholstered furniture, 
mattresses and box springs, has appointed MacFarland, Aveyard & Co. 
to handle its advertising. An expanded magazine schedule and dealer 


co-op ads are planned. 


Nedicks to Break Orange Drink Campaign 


New YorK—Nedicks Inc. soon will break a campaign in metropolitan 
markets for an orange juice concentrate, which has been test-mar- 
keted in Trenton, N. J. Although no date has been set, newspapers, 
radio, television and outdoor will carry Nedick’s promotion. Weiss & 


Geller handles the account. 


York Corp. Account Goes to BSF&D 

Detroit—Brooke, Smith, French & Dorrance has been appointed to 
handle advertising for the York Corp., York, Pa., manufacturer of 
refrigeration and air conditioning equipment. The appointment is ef- 


fective Nov. 15. 


‘Times’ Names Reynolds; Other Late News 


The Times, Watertown, N. Y., which has had no national representa- 
tion for the past ten years, has named Reynolds-Fitzgerald Inc. to rep- 
resent it. e Lawyers are studying the seven-page memorandum which 
the American Federation of Musicians sent to producers, advertising 
agencies and telecasters last week, containing union proposals for pay- 
ment for the services of musicians on movies made specifically for 
TV. The union suggested a basic scale of $27 per man for 15 minutes 
of finished film, and an overtime rate of $9 for each 20 minutes of re- 
hearsing and recording for a five minute program or less. Agreement 
on a royalty system, analogous to that in effect in the recording indus- 
try, as suggested by the AFM, must be reached before contracts can be 
negotiated, it is believed. e Procter & Gamble, Cincinnati, has an- 
nounced that Tide now leads the packaged “washing products” field 


in total sales in this country. 


Simon & Schuster took a full-page in the Oct. 31 Life to promote a 
12-book tiny Nonsense Library for $1. The single shot was placed by 
Schwabb & Beatty. e Winfield Goulden, formerly with Mutual Broad- 
casting System, has joined the publicity department of Benton & 
Bowles, New York, as a staff writer. e Affiliated Retailers, New York, 
cooperatively owned by department stores, including R. H. Macy, May 
Co. and City Stores groups, has appointed Raymond Spector Co., New 
York, as advertising and merchandising counsel. e O. B. (Tony) Mot- 
ter, formerly vice-president, Graham-Paige Motors Corp., has organized 
O. B. Motter & Associates, 500 Fifth Ave., New York, to specialize in 
financial and industrial public relations. 

Artistic Foundations, maker of Flexees foundations, Flexaire bras, 
etc., has appointed Thomas & Delehanty Inc. as its agency, effective 
Jan. 1. e Victor Products Corp., Hagerstown, Md., maker of refrigera- 
tion products, has named E. N. Guild general sales manager. Mr. Guild 
formerly served with the Norge division of Borg-Warner Corp. eA. J. 
Du Bois has been named general sales manager of KC Foods division, 


Jaques Mfg. Co., Chicago. 


‘Quick’ to Take Ads 
on Frequency Basis 


New YorK—Quick went over 
the 500,000 circulation mark on a 
recent issue, chalking up a new 
high for the publication. 

With both newsstand and sub- 
scription sales gaining steadily, 
Quick will take advertising in 
four-color page units starting 
March 6, based on a circulation 
guarantee of 750,000. The back and 
inside covers, center spread and 
six inside pages only will be sold. 
Ads are held to ten an issue, with 
none facing another. Rates run 
$45,000 for 13 four-color insertions 
on the back cover, center spread 
$68,000, and inside covers or in- 
side pages $35,000. 

Ads must be taken on a fre- 
quency arrangement, with 13, 26, 
39 or 52 as the basic insertion 
units. However, these may be taken 
over the year, or bunched, de- 
pending on the advertiser’s choice. 
Frequency discounts will be of- 
fered. 


National Comics to Receive 
Award from Women’s Group 

National Comics Publications will 
receive the 1949 award of the Me- 
dallion of Honor for “constructive 
advancement in comic books” at 
the 26th annual Women’s Expo- 
sition Nov. 9. 

National Comics Publications was 
selected by parents and readers 
as their choice in a survey con- 
ducted by the permanent commit- 
tee for the prevention of juvenile 
delinquency of the Women’s Na- 
tional Institute. The institute an- 
nually sponsors the exposition. 
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‘New Orleans Item’ 
Plans New Sunday 
Edition in March 


New OrRLEANS—Publisher David 
Stern III announced last week that 
the New Orleans Item will start 
publication of a new Sunday edi- 
tion next March 5. 

The projected Sunday paper, 
which will compete with the Sun- 
day issue of the Times-Picayune- 
States, will be the first large-city 
Sunday newspaper started in the 
South in many years. 

In an announcement in Friday’s 
issue of the evening paper, Mr. 
Stern said: 

“To keep pace with the progress 
and prestige of New Orleans, we 
we will start publication of a Sun- 
day edition March 5. The new pub- 
lication will combine the best in 
news coverage and features. It is 
our intention to give to New Or- 
leans as fine a Sunday newspaper 
as there is in America.” 


ae Mr. Stern, who with a group of 
associates purchased the 72-year- 
old Item in a $1,700,000 deal last 
July (AA, July 18), said original 
plans had not called for addition 
of a Sunday Item quite so quickly. 
But, he added, public response to 
the daily has been so encouraging 
that it inspired the earlier publica- 
tion date. 

The Sunday Item will carry The 
American Weekly, 16 pages of 
color comics and many new local 
features, the publisher said. Ad 
rates of the new edition were not 
disclosed immediately. 


Ni kan silly willis Er Husqvarna Biercybel, antingen hele | 
sll dller wtromtad med Wrumetall — let ie den i varje fall. 


SWEDISH CHEESECAKE—“What a thor- 

oughbred,” youth at left comments in 

this ad in Stockholm for the Husqvarna 
bicycle. 


‘Time’-Advertised 
Products to Go to 
Winners in Contest 


New YorK—Time is mailing 
lists of Time-advertised goods and 
services to almost 4,000 admen who 
have entered the magazine’s cir- 
culation letter sweepstakes for 
them to study in case they win a 
prize. 

For the winner of the $1,000 
prize, awards run the gamut from 
shirts to station wagons and 200 
years of Time subscriptions. 

“Examples of possible prize se- 
lections for a winner of the $1,000 
prize,” Harry Phillips, Time ad- 
vertising director, said, “include: 

“Six Excello shirts, plus a Par- 
ker ‘51,’ a small Vari-Typer, a 
dozen cans of Hormel’s onion soup, 
a Webster’s biographical diction- 
ary, Ten Venus Velvet pencils, 
a Hotpoint Disposall, two Trico 
windshield wipers (installed), a 
large bottle of Listerine antisep- 
tic, a case of Lord Calvert, a dou- 
ble room for 11 days at Wash- 
ington’s Hotel Mayflower, $100 
credit for flowers-by-wire, a Swiss 
watch ‘for you and the Mrs.’ 


a “A full coil (1,299) of %” 
Plymouth manila hemp, or a bright 
yellow 1949 Crosley station wagon, 
delivered (in the continental U. 
S.) or 200 years of Time sub- 
scriptions for ‘you and your 
heirs.’ ” 

Advertising men on Time’s pro- 
motion list have received simul- 
taneously seven circulation pro- 
motion letters also sent to a list 
of subscription prospects. They 
were asked to judge in one-to- 
seven order the pull of the letters. 

Any entrant who correctly judges 
the order wins his choice of $1,000 
in Time-advertised products, $500 
worth .for correctly selecting the 
best five letters, or $100 for the 
top four. 

Prizes will be awarded during 
the first week in December. 


Benneyan Joins ‘American 
Weekly’; Others Appointed 


George Benneyan, formerly pub- 
licity and promotion director of 
American Newspaper Advertising 
Network, will join The American 
Weekly shortly, working with 
George Shaw, plans and research 
director. Other former ANAN op- 
eratives who have relocated in- 
clude Earl C. Donegan Jr., now 
on the sales staff of Flair, and 
Robert Foley, now on the sales 
staff of Tide. Mr. Donegan was an 
account executive with ANAN, and 
Mr. Foley was on the sales staff. 

C. S. Larry Hansen, formerly 
eastern advertising manager of 
ANAN, became advertising man- 
ager of Flair last month (AA, 
Oct. 3). 


Picou Joins Tanis Co. 


John H. Picou’s name was mis- 
spelled in AA last week in a re- 
port that he has joined Tanis Co., 
Philadelphia, marketing and sales 
development organization. 


N. Y. Ad Club Will 
Honor Hoover, First 
Ten Ad ‘Immortals’ 


New YorK—The country’s only 
living ex-president, Herbert 
Hoover, will be presented with 
the Advertising Club of New 
York’s Plaque of Achievement at 
special ceremonies Nov. 14 at 
which club and AFA officials also 
will honor the first ten men selec- 
ted for the Hall of Fame in Adver- 
tising. 

The award to be presented to 
Mr. Hoover calls attention to his 
record as a public servant “whose 
stature as a leader and humani- 
tarian looms greater as time goes 
on.” Previous awards, the first of 
which was made in 1940, have gone 
to Gene Tunney, Fiorello La Guar- 
dia, Robert Moses, Quentin Rey- 
nolds, Maj. Alexander de Sever- 
sky, Westbrook Pegler, Glenn Mar- 
tin, Bob Hope, Lowell Thomas and 
Lt. Gen. James Doolittle. 

The ten advertising “immortals” 
will be honored for their achieve- 
ment and service in “the upbuild- 
ing and advancement of the social 
and economic values of advertis- 
ing.” Their names have been in- 
scribed on a bronze plaque which 
has been permanently installed at 
the club’s 23 Park Ave. head- 
quarters. 


a The first ten, selected from 
among the hundreds of names sug- 
gested when the plan was sug- 
gested at the 1948 Advertising Fed- 
eration of America convention, in- 
clude John Wanamaker, Philadel- 
phia merchant; John Irving Romer, 
editor and publisher of Printers’ 
Ink; Cyrus H. K. Curtis, founder 
of Curtis Publishing Co.; William 
H. Johns, a founder of the Amer- 
ican Association of Advertising 
Agencies; Alfred W. Erickson, 
agency chief who helped start the 
Audit Bureau of Circulations; 
Lewis B. Jones, advertising man- 
ager, Eastman Kodak Co.; E. T. 
Meredith, publisher; Rollins C. 
Ayres, Pacific Coast advertising 
leader; Theodore F. MacManus, 
agency pioneer, and Walter A. 
Strong, Chicago newspaper pub- 
lisher. 

A limited list of 200 advertising 
and business executives have been 
invited to the Nov. 14 dedicatory 
ceremonies. The plaque will be 
unveiled by Andrew J. Haire, pres- 
ident, Haire Publishing Co., and 
president of the ad club, who sug- 
gested the Hall of Fame. Elon G. 
Borton, AFA president, will pre- 
side at the ceremonies and Walter 
D. Fuller, Curtis Publishing Co. 
president, will outline the high- 
lights of “Fifty Years in Adver- 
tising.” 


Inflation Period 
Possible Next Year 


New YorkK—A quick burst of in- 
flation early next year is pre- 
dicted as a possibility in the cur- 
rent issue of Business Week. 

Reasons cited by the publica- 
tion include shortages caused by 
current strikes, $2.8 billion to be 
paid out by the government in 
veterans’ insurance refunds, in- 
creased armament spending. 

A long steel strike, the maga- 
zine notes, will blight business re- 
covery this fall, but “need not spoil 
chances for a good first quarter in 
1950.” 


Ford Cuts English Car Prices 


Substantial reductions in the 
price of English-built Ford cars 
and trucks in the United States 
by some 1,000 Ford dealers have 
been announced by John R. Davis, 
vice-president in charge of sales 
and advertising of Ford Motor Co. 
The price reductions follow the 
devaluation of British currency. 
Reductions in the delivered prices 
of English-built Ford cars and 
trucks range from $379 to $543. 
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Pulse Facts on 
Away-from-Home 
Listening Told 


(Continued from Page 1) 
covered by Pulse interviewers to 
ascertain listening within the home 
were used in the out-of-home 
study. Like the Pulse city rat- 
ings, the findings covered the 
hours from 6 a.m. to 12 midnight. 
At-home measurements are made 
on a family basis; away-from- 
home, on a per person basis. 


ea WNEW’s enthusiasm for the new 
service was voiced by Bernice Ju- 
dis, vice-president and general 
manager of the station, who told 
AA: 

“The out-of-home listening mea- 
surement service developed by 
Sydney Roslow of Pulse is one of 
the most important advances in 
radio research in recent years. We 
believe the findings will be most 
significant not only for independ- 
ent stations but for the industry 


Jet black and waterproof 
Craftint New ‘66 Drawing 
Ink is second to none. It flows $ 
evenly — covers well and is 
permanent. 

At your dealer or write direct. 
THE CRAFTINT MFG. CO. 
1615 Collamer Ave., Cleve., O 
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NEW 66" a 


JET BLACK + 
DRAWING INK 


generally. The fact that now it 
will be possible to evaluate total 
listening is certain to influence 
the thinking and planning of many 
broadcasters and buyers of ad- 
vertising.” 

Dr. Roslow, who points out that 
the new service is still in the 
formative stage, said one of the 
major problems is the number of 
people who aren’t home on inter- 
viewing nights to answer ques- 
tions. This, of course, necessitates 
re-visits. 


es Emphasizing that these figures 
make it possible for an advertiser 
to calculate his costs per thou- 
sand listeners on a total, rather 
than a partial audience basis, 
WNEW is publishing a brochure 
on the findings. Copies will be 
made available to agencies, ad- 
vertisers and other broadcasters. 

On an average weekday in Au- 
gust, 24.7% of New York’s pop- 
ulation listened to a broadcast in 
a bar, restaurant, car, at work, or 
in a friend’s home. On Saturday 
the figure dropped to 18.7%; Sun- 
day, it climbed to 29.3%, the re- 
port shows. 

Most of this out-of-home au- 
dience was male—54.3%—and 20 
years of age or older. Only 15.6% 
of the group was between the ages 
of 7 and 19. Automobiles were 
the most popular away-from-home 
listening places, with 35.4%. Oth- 
ers: Visiting, 21.3%; at work, 
20.8%; restaurants and bars, 9.4%; 
outdoors (portables), 7.5%; retail 
stores, 4.9%; hospitals, 1.6%. 


a WNEW calls attention to the 
difference in the pattern of lis- 
tening at home and out-of-home. 

“Monday through Friday the 
average quarter-hour out-of-home 
radio audience increases between 
11 a.m. and 2 p. m., while at-home 
sets in use decline. At-home lis- 


$230,600,000.00 IS A LOT FOR FOOD 
BUT CENTRAL OHIO FOLKS LIVE WELL 


@ The majority own their homes and spend a total of $982,512,- 
000.00 at the retail stores, This rich, WBNS market has a bal- 
anced economy because no one industry dominates the business 
field. That's why it so easily takes the bumps and jolts of boom 


times and depressions . . 


. Yes, it's the ideal test market. This 


is being profitably proven every day by advertisers who use 
WEBNS to stimulate sales among its 163,550 B.M.B. families. 


THE UNITED WOOLEN MILLS HAVE BEEN 
SELLING THE WBNS MARKET FOR 25 YEARS 


@ They say, “Ever alert to new and better means of telling our 
story to the public, we began exploring the possibilities of radio 
when the industry was in swaddling clothes. When WBNS 
opened in Columbus 25 years ago, we were among its first adver- 


a  /- 


and we have been broadcasting our story over that 


station without interruption, since then. 

Our Columbus store has enjoyed a most gratifying growth during 
the past quarter of a century, and we give due credit to WBNS 
for its contribution to that growth and success”. 


IT TAKES WBNS FOR YOU TO DO A 
GOOD ADVERTISING JOB IN CENTRAL OHIO 


If you want sales, results and profits in Central Ohio then you 
must have WBNS in your advertising picture . . . WBNS has the 
audience, 163,550 families who listen to this station in preference 
to all others. Here is the center of their life for entertainment 


and information. WBNS is their buying guide. Leadin 


adver- 


tisers have the proof that they get greater results for less cost 
when they broadcast their sales message over WBNS. 
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IN COLUMBUS, OHIO IT’S 


POWER 5000 D-1000+-N CBS 


ASK JOHN BLAIR 


I 


PRELIMINARY DISCUSSION—The board of judges begins work on a program for 
selection of entries for the 10th exhibition of printing to be held Jan. 16-18 by the 
New York Employing Printers Association. Left to right are Lester Rondell, president 
of the New York Art Directors Club; Russell J. Hogan, president, International 
Association of Printing House Craftsmen; George Welp, director of advertising and 
sales promotion, International Printing Ink division of Interchemical Corp., chair- 
man; and John J. Deviny, Public Printer of the U. S. Member O. Alfred Dickman, 
advertising production department, New York Herald Tribune, is not shown in 


the picture. 
tening increases slightly in the|researcher said radio’s supply of 
afternoon, but the out-of-home | research compares favorably, qual- 


audience soars on afternoons when 
baseball games are broadcast. 

“While sets in use at home in- 
crease from 5 to 10 p.m., out-of- 
home radio listening falls off un- 
til 8 p.m. In general, the latter 
fluctuates more sharply than the 
former.” 

Highest scoring time period in 
average quarter-hour number of 
listeners was Sunday from 8 to 9 
p.m., it was said. Pulse reported 
an average of 5.9 listeners per 
set out-of-home on an average 
weekday. This is three and a half 
times greater than the average 
persons-per-set figure for at home 
listening, WNEW said. 


ws Station share of audience break- 
downs puts WNEW in first place 
with 22.7% for Monday through 
Friday averages of unduplicated 
out-of-home audiences, the sta- 
tion’s brochure states. Next was 
a network station with 15.8%. 

On Saturdays, two network sta- 
tions took the lead rating, 17.9% 
each. WNEW was next with 16.1%. 
On Sunday two independent sta- 
tions and three network affiliates 
bested WNEW, which was in sixth 
place with 9.1%. 

In a breakdown of the aver- 
age number of minutes listened 
out-of-home to individual stations, 
independents averaged somewhat 
higher than network outlets. 

In the average quarter-hour be- 
tween 9 a. m. and 9 p. m., weekday 
out-of-home listening adds one 
more listener to every five at 
home, WNEW points out. On Sat- 
urday it results in one more for 
every six at home. On Sunday the 
ratio is one to four. For WNEW 
the out-of-home percentage is even 
more noteworthy, with an average 
of one out-of-home listener for 
every three at home, it was said. 

The ten counties included in 
this report do not include all the 
coverage area claimed by most 
high-powered New York stations. 


GIVE TRUE DATA ON 
AUDIENCES: BEVILLE 


New YorK—Duplication that ex- 
ists between radio measurement 
systems cannot continue  indef- 
initely, Hugh M. Beville Jr., re- 
search director, National Broad- 
casting Co., asserted last week as 
he called on research services to 
report the true dimensions of home 
and outside-of-home radio and TV 
audiences. 

At the same time he applauded 
a “most praiseworthy pioneer ef- 
fort” in that direction, Pulse Inc.’s 
first quarterly study of out-of- 
home radio listening in New York 
—‘‘to my knowledge the first reg- 
ular syndicated measurement ser- 
vice of this outside audience.” 

Mr. Beville, who spoke at a 
Pulse Inc. luncheon, objected to 
this duplication because “it is not 
only uneconomic but has left un- 
covered some of the areas which 
deserve more attention, particu- 
larly if advertisers are to obtain 
a true picture of the size and char- 
acteristics of radio and television 
audiences.” 

On the other hand, the NBC 


itatively and quantitatively, with 
that of other media. 

“Take the magazine field for in- 
stance,” he said. “There you have 
a standard readership survey for 
determining the noting and read- 
ing of printed ads operating pretty 
much as it has since its inaugura- 
tion 20 years ago. 

“When you look at newspaper 
reading research you will find an 
even more barren field. The Con- 
tinuing Study of Newspaper Read- 
ership has in a period of the last 
ten years made studies of single 
issues of 131 individual newspa- 
pers. These surveys are conducted 
periodically with a sample of 450 
interviews, these only with people 
who have actually read the paper. 
Where would radio be today if 
we had available to us only the 
measurement of the listening to a 
single day’s programs for only 131 
different stations produced over 
a period of ten years?” 


e Summarizing the progress made 
to date in away-from-home lis- 
tening research, Mr. Beville said 
the facts indicate clearly that this 
group is “substantially greater 
than generally surmised.” 

As proof he cited the following 
findings: 

Between 3 and 4 p. m. in metro- 
politan New York, the out-of- 
home audience equals 59% of the 
at-home audience (Pulse, August, 
1949). | 

An automobile survey in Chi- 
cago in August showed 40% of 
cars with radios with sets in use 
between 7 a.m. and 10 p.m. (Dr. 
George Terry, Northwestern Uni- 
versity, AA, Oct. 17). 


Advertising Age, October 31, 1949 


A diary study in Washingto) 
last February revealed that 12° 
of the population listened 1 
broadcasts in a car on a typic:| 
weekday (NBC study). 


s “Now that Pulse is in this fie] | 
on a regular basis, I am certai 
we will see much more attentio 
paid to surveying this aspect c’ 
radio listening,” Mr. Beville sai 

He believes such statistics ar> 
now essential to fhe broadcaster 
because: 2 

Listening has become a person! 
rather than a family habit. 

Sets are more inexpensive an: 
mobile, thereby making it pos- 
sible to hear a broadcast prac- 
tically everywhere. 

Broadcasters can no longer ai- 
ford to give away, as a bonus, 
such substantial listening. “By see- 
ing that it is counted we will get 
credit for it and may be able to 
charge for it.” 

A substantial portion of this 
type of listening will not be af- 
fected by TV. 

Lack of measurement of out-of- 
home listening is only one omis- 
sion of the research services, he 
continued. “Techniques _ which 
were primarily developed to mea- 
sure family listening based on a 
single home receiver in the liv- 
ing room have proved to be in- 
adequate to meet the changing sit- 
uation,” he said, adding that only 
U.S. Hooperatings (published 
twice a year) purport to reflect 
the full measure of added listen- 
ing accounted for by multiple sets 
in homes. 


es Mr. Beville also pointed out 
that TV has a big interest in out- 
of-home measurements. 

A special Pulse survey conducted 
in New York early in October 
showed 42% of the members of 
non-TV owning families see video 
programs once a week or oftener, 
the big majority while visiting 
friends, it was said. 

Ninety per cent of the video re- 
ceiver owners said they have 
guests in to watch television, 80% 
of them once a week or oftener. 
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CBS Programs Take 
First 11 Positions 
on Nielsen Ratings 


CuicaGO—The Columbia Broad- 
casting System placed 11 shows in 
the first 11 positions on the A. C. 
Nielsen Co.’s report of listening to 
evening, once-a-week programs 
during the week of Sept. 18-24. 

If the entire top 20 evening 
shows listed, CBS had 14, National 
Broadcasting Co. had three and the 
American Broadcasting Co. three. 

CBS daytime shows also occupy 
the first seven positions on the 
weekday list. And out of the first 
15 such programs, CBS had 11, 
NBC had three and ABC one. 


s ABC had most of the top eve- 
ning, multi-weekly shows, CBS 
placed the first three daytime Sat- 
urday programs, and Mutual 
Broadcasting System walked away 
with top honors on the Sunday 
daytime list. 

First eight programs in the top 
20 evening group all were aired 
on Monday and Thursday eve- 
nings. On Monday, the lineup from 
§-10:30 included “Inner Sanctum,” 
“Arthur Godfrey’s Talent Scouts,” 
“Lux Radio Theater” and “My 
Friend, Irma.” 

On Thursday, the CBS shows 
among the first eight*from 8-10 
p.m., EST—were: “FBI in Peace 
& War,” “Mr. Keen,” “Suspense” 
and “Crime Photographer.” “Hall- 
mark Playhouse,” another Thurs- 
day CBS show, ended up in 17th 
position. 

Five of the first 20 programs 
were aired on Tuesday. Two of 
them (8-9 p.m.) were on CBS 
(“Mystery Theater” and “Mr. & 
Mrs. North’) and the other three 
(9-10:30 p.m.) were on NBC (Bob 
Hope, “Fibber McGee & Molly” 
and “Big Town”). \ 


« Three Sunday shows made the 
first 20. They were Jack Benny 
(7-7:30 p.m., EST, CBS); “Ad- 
ventures of Sam Spade” (8-8:30, 
EST, NBC) and Walter Winchell 
(9-9:15, EST, ABC). 

In addition, one Wednesday pro- 
gram, CBS’ “Dr. Christian,” wound 
ip on the top 20 list and two 
Friday shows, ABC’s “The Fat 
fan” and “This Is Your F.B.1.,” 
nade the grade. 

Changes in listenership, from 
the report early in September, are: 
vening, once-a-week, 105 shows 
..10% increase; evening, two-to- 
ive-a-week, 14 programs...9% 
nerease; daytime, two-to-five-a- 
veek, 64 shows ...no change; day- 
ime, Sunday, 18 programs... 17% 
nerease; daytime, Saturday, 18 
rograms...no change. 

During the week of Sept. 18-24, 
verage hours listened per home 
ber day were down approximately 
*% from a year ago. 


iff Moves Oftices 


northern regional office of 
ff International Airways has 
1 transferred from Oklahoma 
o Chicago, under the direc- 
f Robert T. Phinney Jr. Mr. 
ey has been manager of the 
‘rn district for Braniff in 
kla.oma City for the past two 


ear The move was made because 
he hicago office has increased 
‘S lr portance in the development 
fin ernational trade for Braniff’s 
pout. American service. 

an 2e Resigns WIL Post 


M | Kampe has resigned as pro- 
n manager of Station WIL, 
juis, effective Nov. 20. He has 
with WIL for the past 11 

in programming, writing, 
city and promotion. He hopes 
‘ke his home in Honolulu. 


Gartield & Guild 


Reoert Mize, formerly produc- 
lanager of S. L. Kay Agency, 
, “rancisco, has joined Gar- 
& Guild, San Francisco, as 
-ction manager. 


dvertising Age, October 31, 1949 
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National Nielsen-Ratings of Top Radio Shows 


Week of Sept. 18-24, 1949 


All figures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Points 
Rank Rank Program (000) Rating Change 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (3,260) (8.3) (+0.9) 
1 1 hk sf Serer 9,388 23.9 +5.5 
2 6 Arthur Godfrey's Talent Scouts (CBS, Lipton) ....7,738 19.7 +5.4 
3 2 Mr. Keen (CBS, Whitehall Pharmacal) .......... 7,071 18.0 +12 
4 10 My Friend, Irma (CBS, Lever Bros.) ............ 6,560 16.7 +3.3 
5 3 Suspense (CBS, Electric Auto-Lite) .............. 6,324 16.1 +0.5 
6 4 F.B.1. In Peace and War (CBS, P&G) ............ 6,246 15.9 +0.7 
7 20 Inner Sanctum (CBS, Emerson Drug) .......... 6,246 15.9 +48 
8 5 Crime Photographer (CBS, Toni division) .......... 5,971 15.2 +0.1 
9 ° Jack Benny (CBS, Lucky Strike) ..............4.. 5,814 14.8 * 
10 9 Mystery Theater (CBS, Sterling Drug) ............ 5,735 14.6 +10 
ll 12 Mr. & Mrs. North (CBS, Colgate) .............. 5,656 14.4 +16 
12 * Fibber McGee & Molly (NBC, S. C. Johnson) ...... 5,656 14.4 * 
13 4 “The Fat Man’’ (ABC, Norwich Pharmacal) ........ 5,578 14.2 +17 
14 * Walter Winchell (ABC, Kaiser-Frazer) .......... 5,539 14.1 * 
15 25 Adv. of Sam Spade (CBS, Wildroot) ............ 5,499 14.0 +41 
16 ll This Is Your F.B.I. (ABC, Equitable Life) ........ 5,381 13.7 +0.4 
17 13 Halimark Playhouse (CBS, Hall Bros.) .......... 5,303 13.5 +0.7 
18 15 Dr. Christian (CBS, Chesebrough) .............. 5,264 13.4 +12 
19 . Bob Hope (NBC, Lever Bros.) ...........500000- 5,264 13.4 * 
20 33 ewe Ci, GOter GUUR) oc ic cccccccervsd 5,067 12.9 +3.9 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (2,200) (5.6) (+0.4) 
1 1 Lone Ranger (ABC, General Mills) .............. 3,889 9.9 +13 
2 2 Counter-Spy (ABC, Pepsi-Cola) .............+.. 3,614 9.2 +10 
3 4 Oxydol Show (CBS, formerly Jack Smith Show) ... .3,260 8.3 +16 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,885) (4.8) (—0.3) 
1 1 Arthur Godfrey (CBS, Liggett & Myers) .......... 3,417 8.7 +0.7 
2 4 Romance of Helen Trent (CBS, Whitehall) ........ 3,260 8.3 +0.7 
3 13 Arthur Godfrey (CBS, Nabisco) ................ 2,946 7.5 +0.6 
4 6 Wendy Warren (CBS, General Foods) ............ 2,828 7.2 —0.1 
5 ll Aunt Jenny (CBS, Lever Bros.) ................4.4. 2,828 7.2 +0.1 
6 8 Se Pe MI ED ode suecccccccscescticns 2,789 7.1 —0.1 
7 7 Our Gal, Sunday (CBS, Whitehall) ............. 2,710 6.9 —0.3 
8 10 | OS ere 2,710 6.9 —0.1 
9 3 Pepper Young’s Family (NBC, P&G) ............ 2,671 6.8 —0.9 
10 17 Second Mrs. Burton (CBS, General Foods) ........ 2,632 6.7 +0.2 
ll 2 Right To Happiness (NBC, P&G) ................ 2,632 6.7 —1.2 
12 14 Young Widder Brown (NBC, Sterling) ............ 2,632 6.7 —0.2 
13 15 Garde Lie (GEE, PAGE) «2... nc ccccccecccccee 2,593 6.6 —0.3 
4 16 . a  « Ae er 2,553 6.5 —0.1 
15 22 ee ED” ode Fed cect edeiveadhees 2,553 6.5 +0.3 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (2,239) (5.7) (0.0) 
1 2 Grand Central Station (CBS, Pillsbury) .......... 3,889 9.9 +0.5 
2 1 FD GED. Soc ccsbcvecccsccdove 3,850 9.8 —0.5 
3 3 Stars Over Hollywood (CBS, Armour) ............ 3,575 9.1 —0.3 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,336) (3.4)  (+-0.5) 
1 1 True Detective Mysteries (MBS, Williamson) ...... 3,692 9.4 +0.7 
2 * Shadow (MBS, DL&W Coal-Grove Labs.) .......... 3,692 9.4 * 
3 2 Martin Kane, Private Eye (MBS, U. S. Tobacco) .. . 3,260 8.3 +2.1 


*Shows not rated on previous Nielsen-Rating report, summer hiatus programs. 


Rejoins Maxwell-Davis 


Marsh A. Fowler, for the past 
12 years in the advertising and 
promotion fields on the West Coast, 
has rejoined Maxwell-Davis Ad- 
vertising Agency, Hartford, Conn., 
as a merchandising consultant and 
sales promotion man. He formerly 
served as art director of the agen- 
cy. Norman H. Hubbs and Cather- 
ine M. Lyons have joined the 
agency as copywriters. 


Places Eight-Page Inserts 

Sealed Power Corp., manufac- 
turer of Sealed Power piston rings, 
has placed a series of eight-page, 
two-color inserts in the October, 


November and December issues of 
Jobber Topics. The agency is 
Roche, Williams & Cleary, Chicago. 


FC&B Appoints Bromfield 


Innis Bromfield, formerly ad- 
vertising manager of the Morris 
Plan Bank, San Francisco, has 
been named copy chief in the San 
Francisco office of Foote, Cone & 
Belding, effective Nov. 15. 


Industrial Mailing Moves 


Industrial Mailing Bureau, di- 
rect mail advertising concern, has 
moved from 484 Main St., Hart- 
ford, Conn., to 179 Allyn St., Hart- 
ford. 


Berle Again Leads 
Hooper Net Ratings 


New YorK—“Texaco Star The- 
ater” (NBC) continued to outdis- 
tance the field by several lengths 
on the September network tele- 
ratings as reported by C. E. Hooper 
Inc. 

The list: 


Texaco Star Theater (NBC) on. 73.7 
Godfrey and His Friends (CBS), 
0 ES Se 39.8 
Philco TV Playhouse (NBC) ..........0 37.7 
Stop the Music (ABC), Admiral and 
ee ee eee 37.7 
Colgate Theater (NBC) ctvdiattinniniaiiininng 34.9 
Suspense (CBS), Auto-Lite .................... 34.3 
Chevrolet Tele-Theater (NBC) ............... 32.7 
Fireside Theater (NBC), Procter 
fs RE 30.9 
Morey Amsterdam (DuMont), Du- 
Se Ee «BOO xno 29.5 


Crusade in Europe (ABC), Time Inc. ..29.1 


‘Lion’ Names Pastirik 


Edward S. Pastirik has been 
named advertising manager of the 
Lion, official publication of Lions 
International, Chicago. The ap- 
pointment also includes El Leon, 
Spanish counterpart of the Lion, 
mailed to members in Latin Amer- 
ica. 
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Photographers Form Pool 


A group of leading commercial 
photographers in the Pacific North- 
west has established the Pacific 
Northwest Photopool as the sales 
outlet for stock prints. The pool 
provides a central file of work by 
orthwestern photographers for use 
by editors, advertising agencies and 
other trade buyers. Harry O. 
Mitchell is manager. The pool was 
established under the sponsorship 
of the Professional Photographers 
Association of Washington Inc. 


ORTHWEST 
EWS 1 scabs 


news 2 Sai 


@ 4200 Dealers Serving 

@ 10 million persons 

@ 3 million farm population 
Blanket coverage lowa, Minne- 
sota, North and South Dakota, 
Montana, Wyoming, Wisconsin. 


1013 Fourth Ave. Se., Minneapolis 4, Minn. 


HEATING IN 


~ MaelerCimatol 


TALLATION IN ANY 


et oO 


22 
5 


426 


SILL 283 


PRODUCERS—From the coupons in the ehove Sisies ads which ran on suc- 
cessive Sundays during the Chicagoland Home and Home Furnishings Festival, 
George MacDonough, Chicago distributor of Mueller heating equipment, still 
is receiving inquiries. More than 300 direct sales leads for this high unit cost 
specialty item have resulted so far from MacDonough’s tie-up ads in the Chi- 
cago Sunday Tribune Metropolitan Neighborhood sections. 

“Besides exhibiting our equipment to hundreds of thousands of consumers 


visiting the 30 Festival homes showing our installations, 


"’ reported Mr. Mac- 


Donough, ‘‘we have opened up many new and profitable trade contacts with 
dealers and builders who never did business with us before. The Tribune has 
done a marvelous job for us.’’ Hoffman and York is the agency. (Adv.) 


A LOW COST—HIGHLY USEFUL—GIFT—WITH THE NEW LOOK 


filling. Attractive kitchen colors. Ivory with red 
base or red with ivory base. Snugly packaged 


Salt‘n Pepper shakers—1%" high—in smooth modern 
design. Sanitary plastic. Base easily removed for 


in heat sealed cellophane envelope. 


Your message placed discreetly 
on the bottom of the shakers 
if desired. 


OUTSTANDING 
FEDERAL PREMIUMS 
AVAILABLE 
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$0c self liquidator 
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ALUMINUM 
TUMBLERand 
COASTER— 

| $0c self liquidator 


SUNMASTER, JR. 
CLOTHESLINE— 
$2.00 self liquidator 
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CHEESE CUTTER— 
10¢ self liquidetos 
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The SUN-TIMES moves more goods... 
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194: 
Daily Retail Furniture, Home Furnishings and : 


Radio Linage in Chicago Newspapers. that 1 
(Source, Media Records.) eu 
1949, Ist G6 months § —- 1948, 12 months a 

SUN-TIMES 762,333 lines 1,426,341 lines a 


Last year, Chicago retailers rang up over 
$229,000,000 in furniture, home furnishings and 
radio sales (Sales Management estimate). 


The first choice of Chicago’s furniture, home 


ber pu 
furnishings and radio stores to attract Chicago’s Tribune 403,672 lines 545,401 lines . 7 
profitable young family trade, was and is the ~Herald-American 331,199 lines 988,746 Vines Bar. act 
qumaiatiite = : « per c 
Daily SUN-TIMES—carrying more daily fur- | Daily News 270,207 Vines 945,055 Une: ber id, 
In val 
niture, home furnishings and radio linage than a ha ale 
: Ma vufe 
the next two papers combined. TOTAL CIRCULATION 63 5 ; 3 46 - a 
To reach Chicago’s active family market, buy Average Net Paid Daily He 
The Chicago SUN-TIMES (ABC Publisher's Statement, 3/31/ 7) 
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1950 REAL CONSUMER PURCHASING 
POWER CAN BE 607%. ABOVE 1940 
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BASIC FACTORS GOOD—Purchasing power 
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totol expenditure to 
stondord of lwing for the entre populotion for food. Clottung and Shelter 


and discretionary spending are 


going down, not up, and can hit new levels in 1950 if business really does 


a marketing 


job, according to Arno Johnson, 


who showed these charts to 


make his point. 


For Good 1950, Add 5% 
to Marketing: Johnson 


Increased Prosperity 
Possible; Go After It, 
JWT Executive Insists 


MINERAL WELLS, Tex.—Calling 
for an increase of 5% in adver- 
tising and marketing efforts in 
1950, Arno Johnson, vice-president 
and director of media and research 
of J. Walter 
Thompson Co., 
toid the Southern 
Newspaper Pub- 
lishers Associa- 
tion here Tuesday 
that basic eco- 
nomic factors are 
favorable to in- 
creased prosper- 
ity if business 
takes advantage 
of its opportun- 
ities and refuses 
to talk itself into a depression. 

Mr. Johnson, continuing his 
established role of constructive op- 
timism, analyzed basic conditions 
from the standpoint of consumer 
incomes and discretionary spend- 
ing power, and found that in spite 
of hesitation and an “inventory de- 
pression” during part of this year, 
1949 has been ahead of 1948 in 
both income and retail sales, and 
that 1950 can continue to show 
new high marks in both these di- 
rections. 


Arno Johnson 


# he gave the southern newspa- 
ber publishers something to cheer 
about in calling attention to the 
fact that the South has had the 
largest increase in the nation in 
capita income in the 1940-1948 
od, as well as a 233% increase 
alue added by manufacture as 
vealed by the new Census of 
ufactures for 1947 in com- 
son with the previous figures 
1939. 

e also emphasized the fact 
in the face of these increases 
in ouying power, newspaper mil- 
in’ rates in the South have not 
‘nc eased at all during the past 
decade, a situation in line with 
that which prevails generally. 


~Juring 1949,” Mr. Johnson 
Sal 


.. “we have experienced a pe- 
(Continued on Page 94) 


SNPA Elects 
Hanson; Coosa 
Plant Hailed 


MINERAL WELLS, TEX.—Clarence 
B. Hanson Jr., publisher of the 
Birmingham News and Age-Her- 
ald, who, as chairman of the news- 
print mills committee of the South- 
ern Newspaper Publishers Associ- 
ation, spearheaded in the drive for 
organization and financing of the 
Coosa River Newsprint Co., Coosa 
Pines, Ala., was elected president 
of the association at the 47th an- 
nual convention here last week. 

The completion of the mill, 
which represents an investment of 
$32,000,000 and will have a ca- 
pacity of 100,000 tons a year, was 
hailed by the association as another 
long stride in the direction of the 
development of an integrated 
newsprint industry in the South. 

The mill will be operated by the 
Kimberly-Clark Corp., which has 
also made a substantial investment 
in the company. The first pulp will 
be turned out this month, and it 
is stated unofficially that news- 
print will be produced early in the 
new year. 

(Continued on Page 93) 


Cleanser Labeling 


due for supervision. 
See ‘In Washington.’ 
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NIAA Reports 


on Industrial 
Ad Practices 


More Being Spent in 
Relation to Income; 
Budget Theories Vary 


New YorkK—Industr'al advertis- 
ing budgets are climbing back to 
the 1939 level of 2% of income, 
as compared with 1.9% in 1948, 
according to the 1949 survey of 
industrial advertising budgets re- 
leased last week by the National 
Industrial Advertisers Association. 

This trend, based on reports 
from large and small companies 
in every major industrial area, 
was termed one of the significant 
features of the study by Bennett 
S. Chapple Jr., assistant vice-pres- 
ident, United States Steel Corp., 
Pittsburgh, and chairman of the 
NIAA budget survey committee. 

The study shows that 79% of 
industrial advertising budgets are 
prepared from September to De- 
cember, inclusive, and that the 
peak period is October and Novem- 
ber. Of the companies surveyed, 
74% said their budgets covered 
the calendar year. 


ws In answer to the question, “How 
do you compute the size of your 
advertising budget?” 30% replied 
that the amount is determined by 
the advertising needed to achieve 
predetermined sales objectives for 
individual products in_ specific 
markets. 

Thirty-seven per cent replied 
that the amount is dictated by a 
company official with varying con- 
sideration given to sales require- 
ments, competitors’ activities or 
wholesaler and dealer demands; 
29% reported the amount is re- 
vised, up or down, based on pre- 
vious years’ experience; 22% re- 

(Continued on Page 97) 
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Tre road of life is @ winding one 


y 


No man can tell 


DESIGN FOR LiFE—Travelers Insurance 

Co.'s ad in the current Saturday Evening 

Post is another of its unusual designs for 

selling life insurance. Young & Rubicam 
is the agency. 


Richards Denies 
Scripps-Howard 
Boycott Charges 


Says Papers’ Drive 
for Colored Oleo Has 
Not Brought Reprisals 


CoLuMBUS—Owen Richards, gen- 
eral manager of the American 
Dairy Association, last week de- 
nied charges that the “dairy in- 
terests” have boycotted Scripps- 
Howard newspapers because of the 
papers’ aggressive stand on the 
oleomargarine issue. 

The charges were contained in a 
double-column, front-page editor- 
ial in the Oct. 28 Cleveland Press 
by Editor Louis B. Seltzer, un- 
der the title: “Why Dairy Ads Do 
Not Appear in Your Press.” 

Mr. Seltzer declared: 

“The dairy interests do not like 
what the Press has been doing on 

(Continued on Page 8) 


Last Minute News Flashes 
Kelly Named Western Air Lines’ Sales, Ad Chief 


Los ANGELES—Arthur F. Kelly, formerly assistant to the president, 
Western Air Lines, has been elected vice-president-sales. He will di- 
rect Western’s sales, traffic, advertising and promotional programs. 


Brown-Forman, Glenmore Cut Straights Prices 


LOUISVILLE—-Brown-Forman Distillers Corp. took newspaper space to 
announce it had cut the price of Old Forester from $6.90 to $6.12 last 
week, while Glenmore Distilleries Co. slashed its Kentucky Tavern 
from $6.94 to $5.99. Previously, Brown-Forman had dropped Early 
Times from $5.13 to $4.49, and Glenmore had cut Glenmore Silver 
from $5.20 to $4.75 and Glenmore Jug from $5.66 to $5.15. Ruthrauff 
& Ryan, New York, is the Brown-Forman agency. D’Arcy Advertising 
Co., St. Louis, handles Glenmore. National Distillers and Schenley— 
both of which have numerous straights—say no price cuts are intended. 


Y&R Adds Schlitz Export Advertising 


MILWAUKEE—Joseph Schlitz Brewing Co. has appointed the interna- 
tional division of Young & Rubicam, New York, to handle all of its 
export advertising in overseas areas. Y&R handles the account in this 
country from its Chicago office. Export Advertising Agency, Chicago, 
formerly handled the overseas account. 


Firth Carpet Account Goes to Weir 


New YorK—Firth Carpet Co. has named Walter Weir Inc. to handle 
advertising in national magazines and business publications. Resigned 
by Carl Reimers Co. two weeks ago, the account is believed to ap- 


proximate $200,000. 


(Additional News Flashes on Page 97) 
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High TV Time 
Cost May Kill 


Simulcasts 


Agencymen Tell How 
Talent Savings ‘Drop’ 
with Added Stations 


By MAUvURINE CHRISTOPHER 


New YorK—To simulcast or not 
to simulcast, the question that has 
faced many advertisers and their 
agencies, at one time or another, 
may soon be answered for them 
by the changing economics of the 
television industry. 

The decline of shows carried 
simultaneously on radio and video, 
a technique developed chiefly as a 
means of saving advertisers money 
in the infant days of TV when sta- 
tions were few and time cheap, 
will be caused by the same eco- 
nomic forces which inspired their 
rise, some advertising agency exec- 
utives feel. 

“Before long it’s not going to be 
worth while to simulcast,’ Roland 
Gillett, vice-president in charge 
of radio-TV production for Young 
& Rubicam, told ADVERTISING AGE 
last week. 


a “With television time costs in- 
creasing constantly, simulcasts be- 
come less effective from the stand- 
point of the purpose for which they 
are primarily intended—to save 
the sponsor money. The amount 
saved on talent is a relatively small 
consideration in view of the ex- 
penditures going into time pay- 
ments to cover major markets 
where TV is now available. 

“By the end of this broadcasting 
season, when more rate increases 
can be expected and additional 
stations are due on the air, simul- 
casting of sponsored shows prob- 
ably will not be advisable.” 

When Gulf Oil Co. started put- 
ting “We, The People” before the 
cameras as well as the micro- 
phones 18 months ago, the time 
costs for the “few stations around 
then” were $1,000. Today, TV time 
costs on the NBC stations screen- 
ing the 12-year-old Gulf attrac- 
tion are 11 times that original fig- 
ure. 

A modestly priced 30-minute ra- 
dio show may be simulcast by 
adding about $2,000 to the weekly 
budget. To produce the same show 
as a separate TV package would 
cost approximately $5,000 to $6,- 
000, it is estimated. 


e “Arthur Godfrey’s Talent 
Scouts” (CBS), sponsored simul- 
taneously on AM and TV by Thom- 
as J. Lipton Inc. through Y&R, 
rates high in both media. 

“The effectiveness of simulcast- 
ing depends largely on the show,” 
Mr. Gillett said. “Godfrey gets 
away with it because he’s God- 
frey. People happen to enjoy just 
looking at him as well as listening 
to him. 

“In a ‘We, The People’ type of 
show, both media are limited on 
a simulcast. We feel ‘We, The Peo- 
ple’ has been successful despite 
this. A great deal of attention is 
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given to providing sundry visual 
gimmicks to cover those long lead- 
ins that are necessary to prepare 
the radio audience for the next 
guest.” 

Not bound to either school of 
thought on the simulcast issue, 
Y&R placed “The Goldbergs” and 
“The Aldrich Family” on radio 
and video for General Foods, but 
with separate productions for each 
medium. 

On “The Goldbergs” (CBS), the 
agency is able to use the same story 
line mainly because Gertrude Berg 
writes and stars in both shows. 
However, results were not favor- 
able when an identical script was 
tried for AM and TV. 


| weeks’ test period, feels the ad- 


“For “The Aldrich Family’ we} 
are using a different pattern al- 
together from the one which has 
been so successful in radio,” Mr. 
Gillett saitii. “Fact is we have 
found that television requires an 
entirely different type of writing. 
Scripts from excellent radio writ- 
ers submitted to us for ‘Silver 
Theater,’ sponsored by Interna- 
tional Silver Co., have been very 
disappointing. Film writers seem 
to have a better idea of what con- 
stitutes a good dramatic script for 
Tr 

Ellington & Co., which is simul- 
casting Cities Service Co.’s “Band 
of America” (NBC) for a four 


Yachtsmen Are Luxury Buyers 


572 MADISON AVENUE 


is the Greatest 


MoToR BoatinG 


“NEW YORK 22 NY 


dition of TV to the program “will 
revitalize the show for radio lis- 
teners as well as attract teleview- 
ers who might otherwise be look- 
ing at something else.” 


w The longevity of this broad- 
cast, started 22 years ago, shows 
the popularity of band music, the 
sponsor believes. The company 
wants to determine if the same 
people who love a band on radio 
will go for it on video. This simul- 
cast is not a money-saver. Talent 
and production costs for the AM 
broadcast range from $6,000 to 
$7,000; the addition of TV doubles 
the expense. 

“A simulcast is a challenge in it- 
self and with a musical show, it’s 
even more so,” an Ellington & Co. 
radio executive commented. “So 
far, however, reaction to our ex- 
perimental shows has been very 
enthusiastic. We have a known 
and established program. We hope 
we will be able to carry it over 
into the new medium.” 


ws Like most agency radio men, 


© 


Sales do jump! Here’s why: 


least 25%! 


the richest. 


Sunday Register. 


ADVERTISING 
DEPARTMENT 


y | 


This single lowa paper gives you all lowa coverage. The 
Des Moines Sunday Register is unique—for 7 out of 10 of 
all lowa families read it! In 82 out of lowa’s 99 counties, 
family coverage is 50% to 100%! In every other county at 


The Des Moines Sunday Register takes you into the 
homes of 500,000 Iowa families. That’s 70% of the people 
who do Iowa's 5 billion a year spending. You get an urban 
market that ranks with Boston, plus a farm market that’s 


ry 


“That’s Jones in sales! Has to continue his sales chart upstairs 
since getting Des Moines Sunday Register state-wide coverage!” 


All this at a milline rate of only $1.66 in the Des Moines 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER anv TRIBUNE 


ABC Circulation March 31, 1949: 
Daily, 368,165—Sunday, 513,001 
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FOR BETTER COMMUNITIES—Public ac- 

tion at the community level is the aim 

of a new Advertising Council campaign 

on behalf of the nation’s public schools. 

This is a 1,000-line ad in the drive, pre- 

pared by Benton & Bowles, volunteer 
agency. 


Nicholas Keesely, vice-president in 
charge of radio and TV for Lennen 
& Mitchell, feels that the “program 
which can get away with simul- 
casting is very fortunate.” 

He adds that, by and large, “if 
you are going to do shows right, 
you’ve got to produce one for ra- 
dio and another one separately for 
TV.” This is the rule he follows 
on Old Gold’s portion of “Stop 
the Music” (ABC) and “Amateur 
Hour” (AM on ABC, TV on NBC). 

“If you try to combine two such 
different media, you either lose 
the effectiveness of television or 
put in visual bits which slow down 
the show for the radio audience,” 
Mr. Keesely said. “We believe in 
buying shows as reasonably as pos- 
sible in the first place so we will 
be able to do justice to radio and 
video versions without undue ex- 
penditures.” 


ws Newell-Emmett Co., judging 
from its action for clients, is an- 
other staunch believer in separate 
shows for radio and video. 

Perry Como and the old five-a- 
week “Supper Club” went on TV 
originally as a simulcast. This 
year, however, Mr. Como does a 
30-minute “Supper Club” weekly 
for radio (Thursday, NBC) and 
video (Sunday, NBC). Auto-Lite’s 
“Suspense” (CBS) was produced 
separately for television from the 
beginning. Arthur Godfrey plugs 
for Chesterfield in the daytime 
on radio and does a nighttime tele- 
cast for the company. 

George Foley Jr., Newell-Em- 
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mett’s television director, had th s 
to say about simulcasts: 

“We buy our time in view 
what’s going to happen years fro y 
now as well as the situation as | 
now exists. Good half hours th i 
can be cleared at the same tire 
on AM and TV are not easy 0 
come by. 

“gadio and television are con)- 
peting for audiences. We feel it 
isn’t too wise for an advertiser to 
put all his eggs in one basket. 


m “In the case of ‘Suspense’ wwe 
found individual treatment ior 
AM and TV absolutely indispen- 
sable. The story lines, everything, 
must be different. In some of the 
most effective scenes of the drama 
on video, there is no audio at all 

“Not to be overlooked in respect 
to dramatic shows, which formerly 
used Hollywood names, is the cast- 
ing problem. We can get the Greg- 
ory Pecks, etc., for radio. Movie 
companies do not yet permit their 
big contract players to appear on 
television.” 


@ There are currently four spon- 
sored network simulcasts—three of 
them on NBC. They are “Talent 
Scouts” (CBS); “We, The Peo- 
ple,” which recently switched to 
NBC; “Band of America,” and 
Firestone Tire & Rubber Co.'s 
“Voice of Firestone,” which added 
TV to its AM coverage a few weeks 
ago. 

Firestone, like Cities Service, is 
giving simulcasts a four-week 
tryout. This sponsor claims the 
distinction of being NBC’s first 
network TV client. 

American Broadcasting Co. is 
transcribing the sound track of two 
sustainers, “Author Meets Critics” 
and “On Trial” on TV for use later 
on an AM show. The stories for 
the Boris Karloff broadcast are 
readapted for use on TV to save 
money on the writing costs. 

Among the sponsored shows not 
already mentioned which are aired 
separately for AM and TV: Miles 
Laboratories’ “Quiz Kids” (NBC); 
U. S. Tobacco’s “Martin Kane” 
(AM on MBS, TV on NBC); Bris- 
tol-Myers’ “Break the _ Bank” 
(NBC); Pabst Sales Co.’s “Life of 
Riley” (NBC); American Cigarette 
& Cigar Co.’s “Big Story” (NBC). 


Montgomery Buys Building 


Richard G. Montgomery & As- 
sociates, Portland, Ore., advertising 
and public relations, has purchased 
a two-story building at 1126 S. W. 
13th Ave. at Main St. The building, 
after remodeling, is expected to 
be ready for occupancy early in 


1950. 
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CUTS COST OF COLOR PLATES—At left above is 


a a 
Gasp 


Accentuate your mascolmity 
im qvery stitch and seam 


NEW TALE 


a reproduction of « 


color page placed by Eagle Clothes, Inc. in the October Esquire magazin At 
right is a reproduction of the newsprint color page which Klee Bros. & ~©- 


neighborhood clothiers with two outlets on Chicago’s northwest side, pla 
the north and northwest zoned pages of the Chicago Daily Tribune on Oc 
By using the magazine color plates, the engraver produced the newspaper 
plates direct from selected portions of the magazine originals, effecting sa 
of some 50 per cent in production time and costs for the Chicago retailer. 
new short-cut is being utilized successfully by an increasing number of 
of newsprint color in the Chicago Tribune. (Adv.) 
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 Greg- 
Movie 
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ear on 
iicn- You, the buyers of advertising space have invested more dollars in Architectural Forum 
ea this year than have ever before been allocated to a single publication in the history of the 
ee building press. 

te Your confidence in the Forum’s ability to deliver the most influential audience of building 
| added ° , 
iaveeks men is equalled only by our confidence in you. 
vice, is We happen to think that in 1950 you are going to sell more building products and equipment . 
-week . ‘ ec. s , Hf 
th than have ever before been marketed in the history of the building industry. And we're ready to 4 
s first : me 
aie back that hunch with cash. 
Co. is . : : 
of two —Because 1950 will see 200,000 new apartment units built 
Sritics” 
te later —Because 1950 will see 700,000 new houses built 
1es tor 
nt —Because 1950 will see close to a billion dollars worth of new schools 
_ —Because 1950 will see a boom in office building construction 
yo —Because 1950 will see a giant wave of remodeling to bring old buildings up to the point 
‘Kone’ where they can compete in a buyer’s market 
's Bris- P ‘ ‘ o®: Be ‘ P 
Bank" —Because 1950 will see more complete equipment in new buildings, with buying power 

ife of . ; . : ‘Ty: 
ss for these appliances and accessories centered in the hands of professional building men 
VBC). ' meee , ; , 

And because we think the building industry is flexible and far-sighted enough to 

a accommodate its sales program to every shift in the market. . . . 
yen We are giving you the opportunity to stretch your advertising budget to the point where it can 
6 S.W ai can 
rilding, buy more sales from more building professionals than ever before in history. 
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That’s why the Forum has just reduced its twelve-time rate by 2 0% 


—to give you industry-wide coverage of all the pace setters in building at the lowest rate per 


thousand individual net paid subscribers in the entire building press. 


And judging from the way our advertisers are already increasing their space to take advantage 


of these new savings, we don’t expect to lose any money on the deal. 


Our representative will be glad to show you Forum’s new rate schedule. 


“Forum 
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of CCA will be held on Nov. 


Aird Leaves Cue Publishing 

Allan E. Aird, treasurer of Cue 
Publishing Co., New York, and 
business and circulation manager 
of Cue, has resigned. J. Wallace 
Winslow has been named treasurer 
of the company. Edward Loeb has 
been appointed business manager, 
and Russell Kahn, circulation man- 
ager of Cue. 


CCA Appoints Walker 


Robert W. Walker has been 
named assistant managing direc- 
tor of Controlled Circulation Au- 
dit Inc., New York. The annual 
meeting and election of age 
1 
at the Commodore Hotel, New 
York. 


| 


Institute of Public 
Relations, Once Top 
of Field, Bankrupt 


New YorKk—The Institute of 
Public Relations has filed an ar- 
rangement petition for bankrupt- 
ey, according to the New York 
Times bankruptcy proceedings 
listing of Oct. 26. No schedules or 
plans were filed with the petition 
and John W. Darr, president, has 
not been available for comment. 

Once considered the largest pub- 
lic relations counsel, with 35 ac- 
counts and billings of more than 
$1,000,000 (AA, March 19, ’45), 
the Institute of Public Relations 
was founded in 1935 by the late 
Bernard Lichtenberg, a former 
president of the Association of Na- 
tional Advertisers. 

Mr. Lichtenberg died on Oct. 3, 
1944. He had developed the in- 
stitute to a point at which it re- 
quired the services of some 125 


fulltime personnel, including about 
85 in positions of some responsi- 
bility. The roster of accounts in- 
cluded Brewing Industry Founda- 
tion, Swift & Co., Seagram-Dis- 
tillers Corp. and affiliates, Com- 
mercial Investment Trust, Lehn & 
Fink, Allied Stores Corp., Com- 
mercial Printers of the U. S., Amer- 
ican Legion and Brand Names 
Foundation. 


= John W. Darr, who had been 
vice-president and managing di- 
rector, was elected president of the 
institute in the fall of 1944. The 
following March, Irving D. Rob- 
bins, who had been Mr. Lichten- 
berg’s first employe, left the in- 
stitute. Shortly afterward he 
opened his own public relations 
office with Philip W. Barber, also 
a former institute operative. These 
two, with Stanley Baar, now op- 
erate Robbins, Barber & Baar, pub- 
lic relations counsel. 

Robbins and Barber took no ac- 
counts with them and, according to 


former institute men, subsequent 
departures of personnel did not 
influence the loss of accounts. 

However, in some _ instances, 
members of the institute left the 
organization to become associated 
with former institute accounts. 
Others left to make entirely new 
connections. 

Former members of the institute 
include, among others, Henry E. 
Abt, president of Brand Names 
Foundation; Albert E. Haase, sec- 
retary of the Jewelry Industry 
Council; Barry J. Holloway, public 
relations director of the Grolier 
Society; David Hinshaw, who has 
his own public relations office; 
William Kostka, who was public 
relations director for the Brew- 
ing Industry Foundation; William 
P. Reed, now with Edward Gott- 
leib & Associates; Harry Bulow, 
public relations counsel for Sea- 
gram at Warwick & Legler, and 
Benjamin N. Lesk, publicity man- 
ager for Calvert at Lennen & 
Mitchell. 
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WDAY had the greatest Share-of-Audience 


Hooperatings — Morning, Afternoon and Night — 
among all stations in the country for the five-month 
period, Dec. °48 — Apr. °49! 


WDAY | “B” “cv | “b” 
vy anna 66.2% | 16.8% | 7.7%| 4.2% 
wy antl 66.1% | 11.4% | 11.9% | 3.7% 
a sar.) | 97:-5%| 14.1% | 9.2%| 7.2% 


Amazing, you bet, but once you see the facts about 
our rural superiority, you'll agree that WDAY is even 


more fabulous! Our new 


booklet gives figures for 


four typical mail-pull campaigns, together with reveal- 
ing cost comparisons and statements by sponsors. It 
gives you down-to-earth proof of WDAY’s rural cov- 


erage. 


Write to us, or ask Free & Peters, for this new 
booklet! It explains why WDAY is one of the great 


radio buys of the nation! 


FARGO, N. D. 


970 Kilocycles @ 


— FREE & PETERS, INC. 
CJ Exclusive National Representatives 


5000 Watts 


Color Television 
Long Way Off, 
Bonfig Insists 


Kansas City, Mo.—“Nobocy 
anywhere” knows what a color 
television receiver will cost, H. «. 
Bonfig, vice-president, Zenith Ra- 
dio Corp., told the Kansas City Cv- 
op Club Tuesday. 

Mr. Bonfig asserted that there is 
today no system of color video 
with which “both the public and 
the industry could live” and that 
there can be no telling when color 
television will become an ac- 
complished fact. 

He said that Zenith had built 
22 TV color units for Columbia 
Broadcasting System under a con- 
tract price of $1,000 each. The sets 
actually cost $1,700 each to build 
and Zenith lost $15,400 under the 
deal, Mr. Bonfig said. 

It will take a long, long time, 
he said, to develop commercial! 
color transmitters and to build 
color receivers “at a price within 
the public purse.” | 


a The Zenith official also put in a 
plug for Phonevision, the system 
Zenith has long suggested to bring 
new motion pictures into the home 
at a cost of about $1, each family 
paying that much per movie, the 
money going to film maker, broad- 
caster and the telephone company 
over whose lines the service would 
depend. 

Last December, Zenith officials 
said Phonevision “would be an 
accomplished fact” within a year. 

“The biggest worm in television's 
apple,” said Mr. Bonfig, “is pro- 
gramming, and the only solution 
is to give television Hollywood 
motion pictures plus a box office.” 


STANTON REPLIES 
TO BONFIG ON COLOR 


New YorK—Frank Stanton, pres- 
ident, Columbia Broadcasting Sys- 
tem, leading proponent of color tel- 
evision, immediately issued a state- 
ment in reply to the Zenith an- 
nouncement. He said: 

“CBS color television is ready 
now, has been broadcast at demon- 
strations on numerous occasions, 
and can be offered to the public 
within a few months after the Fed- 
eral Communications Commission 
authorizes its broadcasting. 

“It is misleading to compare the 
cost of handmade models with 
those mass produced. Manufactur- 
ers have testified before the com- 
mission that color sets can be made 
on a mass production basis at 4 
cost only slightly in excess of com- 
parable black-and-white sets. For 
example, a set giving a 10” colo! 
picture is estimated to retai’ 
$220. I am sure that if the com: 
munications commission author 'z¢: 


{the CBS color television system 


manufacturers will find that the 
problems which they are now con- 
juring up will disappear in te! 
eagerness to give the public this 
superior service.” 


BBC Cuts New York Staff 


British Broadcasting Co.’s Nor 
American office in New York has 
dismissed half of its staff i ® 
economy move necessitated b; thé 
devaluation of the pound. Ar :0n 
the 15 persons affected are {ar- 
old Burns, head of administr: 100, 
Alice Stamatis, publicity dire‘ 
and Heleyne Pauling, traffic “- 
rector. 
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Always Dependable Quality and % 


‘TWIN CITY 
208 S. STATE ST. ST. JOSEPH, Me 
‘A ONE COLUMN CUT OR A 
COMPLETE COLOR BOOKLET 
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| be an F THE PRODUCTS BOUGHT BY same power that Good Housekeeping 
| @ year. WOMEN, it’s hard to find a single puts back of home a 
—- sgl leading brand that is not advertised Esquire uses to sell equipment for 
solution in one or more of the women’s service _ office, den and workshop. 
ollywoodf magazines. In spite of the fact that McCall’s does wonders with fash- 
« office.” other media reach more women. In ions, Esquire with men’s apparel— 

spite of the fact that others cost less. the Companion with gifts women 
R This same phenomenal power is hope to get, Esquire with the gifts 
——_ available, and does work with men. men will give ‘em! 
ing Sys- This unique selling force is Esquire, Today, there’s a sellers’ market: any- 
color tel-§ the Service Magazine for Men. And __ thing we can sell at a profit ... we can 
1a state-@ just as the Journal sells beauty aids— _—_— produce. And the service magazines 
nith an-H Esquire sells men’s toiletries. The sell. 
is ready 4 
t demon- WHY BIG, 50¢ ESQUIRE HAS MORE READERS-PER-COPY 
yecasions, 
1é public THAN ANY OTHER NATIONAL MAGAZINE 
the Fed- 


mmission Right now, ESQUIRE is enjoying the __ tician, either. They're fully document- 
g. largest circulation in its history. ed by research available for your in- 
apare theff Every month, 750,000 men plunk spection. 

els with] down 50¢ on the line... to learn All told, that makes up a SEVEN- 
el what’s new, what's correct. But in | MILLION-READER MARKET. .. for a 


“be madefe @ddition ... each copy is read by __half-dollar service magazine. 


asis at am about nine extra readers. You can reach this top level Mass- 
s : e~ Those aren’t imaginary creatures — culine Market only through ESQUIRE, 

i coll dreamed up by a figure-happy statis- the man’s service magazine. 

retai! a 
the com: 
uthor 22 DECEMBER ISSUE 

stem 
fo. ha — 800,000 The big Christmas Number full of 
now cor: NOW! Highest Net holiday cheer and gayety contains 
in theif | Paid Circulation 750,000 among many other features: 
iblic this J 12 PAGES of Christmas Gifts in Full Color. 
700,000 “CHRISTMAS ON THE OLD POST ROAD” by 
A noted writer, Hervey Allen. oi . e 

FP fe 650009 | “THE FLOWING BOWL" by John Briggs. EXAMPLE 4: Esquire Advertising Sells Gift Merchandise! 
ah ‘ has | 600 Esquire’s Winter Vacation Travel Calendar The Concord Watch ye aed ran quarter-page ads in five leading nationall 
a 19.7 — Also f b distributed magazines, including ESQUIRE. At the bottom of each ad, in small- 
aff in a 1948 1948 1949 so features by — = aad’ « Result: ESQUIRE advertising 
ed b: the 7 of btHolf 2nd Holl tut Holt QUENTIN REYNOLDS — LOUIS UNTERMEYER type, an illustrated folder was offerec ree. Result: ESQUIRE advertising 
i. Ar ions ROBERT P. TRISTRAM COFFIN — RIAN JAMES pulled more replies than any other two publications combined! That's selling 
are  ial- FREDERICK LEWIS ALLEN — JAMES MASON power for you . . . service magazine selling power! And ESQUIRE is the only 
istra ion, service magazine for men! 
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Brand Recognition 


Is Still Growing, 
Arndt Study Shows 


PHILADELPHIA—Both men and 
women are more brand conscious 
than ever before, John Falkner 
Arndt & Co. concludes on the basis 
of a three-city survey to determine 
trends and growth of brand names. 

The study was made in Philadel- 
phia, St. Louis and San Francisco, 
where Research Inc. questioners 
called on a total of 1,060 men and 
women representative of the $3,- 
000 and larger income group in 
each city. 

The survey, third of its kind 
undertaken in as many years, also 
disclosed that many brand names 


are associated with closely allied 
products even though these manu- 
facturers are not now producing 
items in the.allied products’ field. 
In addition, Arndt said, the ma- 
jority of items surveyed (41 prod- 
ucts in all) “need to do much work 
to gain more and better product 
identification in the fast-growing 
$3,000 to $5,000 income group.” 


s In some classifications, the agen- 
cy said, no products have gained 
complete recognition, revealing an 
ample opportunity for one or two 
brands to become leaders through 
aggressive merchandising and ad- 
vertising. 

Watches ranked at the top among 
the 41 products on which men and 
women could name one or more 
brands; 98% of the men and 97% 


of the women named each of the 
better-known brands. Other prod- 
ucts on which brand consciousness 
ranged from 81% up to 97% in- 
cluded electric irons, towels, sil- 
verware, electric toasters, sheets, 
cooking glassware, springs and 
mattresses, men’s hats and men’s 
shoes. Cotton rugs were at the 
bottom of the list, with only 7% 
of the women naming specific 
brands. 


Drew Dudley Appointed 
PR Director for Europe 

Drew Dudley, former liaison of- 
ficer between the U. S. govern- 
ment and the advertising industry, 
sails for Paris Nov. 12 to take 
up the newly created post of di- 
rector of public relations for 
Europe, of the International Bank 


for Reconstruction and Develop- 
ment. Mr. Dudley has been direc- 
tor of public relations for the bank 
in Washington for three years. 
William L. Ayers, formerly man- 
aging editor of the Chicago Jour- 


nal of Commerce, succeeds Mr. 
Dudley~ in Washington. Subse- 
quently he was managing editor 
of Finance, and head of his own 
public relations organization. 


DuMont Appoints Abraham 
DuMont Television Network has 

named Saul Abraham manager of 

DuMont’s Adelphi Playhouse on 

on St. near Seventh Ave., New 
ork. 


Joins Inland Daily Press 

Daily Jeffersonian, Cambridge, 
O., has been elected to member- 
ship in the Inland Daily Press As- 
sociation. 


They spend: the most 


where the most is spent 


SELLS 


“Could you hide this for me until I get a dividend check?” 


extra purchases. They spend the most where the most is spent. 


THE 


NEW YORKER 


No. 25 WEST 43np STREET 
NEW YORK, 18, N. Y. 


THE PEOPLE 


OTHER PEOPLE 


copy 


Copyright 1949, 
The New Yorker Magazine, Inc, 


82% of THE NEW YORKER’S circulation is concentrated in the 41 city-trading areas where most of the 
retail dollars are spent. Repeated checking of charge accounts shows NEW YORKER 
subscribers to be among the best customers of the best stores in these rich trading areas. This 
explains why THE NEW YORKER, year in, year out, carries more retail advertising than any other 
magazine. NEW YORKER readers are profitable customers—the ones who make the 
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NLRB Orders ITU 
to Stop Violating 
Taft-Hartley Act 


WASHINGTON—The National I 3- 
bor Relations Board formally ; r- 
dered the International Ty; o- 
graphical Union last week to s'op 
trying to impose closed shop cc n- 
ditions on the newspaper publish- 
ing industry. 

Supporting a complaint filed by 
the American Newspaper Publish- 
ers Association, the board suid 
“conditions of employment” ce- 
manded by the union are designed 
to evade Taft-Hartley provisions 
banning the closed shop. 

The decision, and an accompaniy- 
ing decision directed specifically 
against its members who had been 
striking against Chicago newspa- 
pers, orders ITU officers to bar- 
gain in good faith if approached 
by employers. 

Since November, 1948, ITU has 
been under a temporary injunction 
requiring it to purge itself of the 
offenses involved in the NLRB 
investigation. More than a year § 
ago NLRB issued an “intermediate 
report” finding ITU in violation of 
the law. 


ws Under the conditions of employ- 
ment strategy developed by the 
union during the summer of 1947, 
ITU attempted to work without 
signed contracts. Employers were 
asked to accept conditions of em- 
ployment which permitted ITU 
members to walk out if non-union 
help was hired. 

NLRB said last week that the 
“conditions” were an attempt to 
force employers to discriminate 
against non-members. It directed 
the Chicago local and the union’s 
international officers to abandon 
the “conditions.” 

NLRB also instructed the inter- 
national to stop interfering with 
the employers’ right to select fore- 
men, but it refused to deal with 
the composing room “featherbed- 
ding” issue raised by ANPA. 

For purposes of the Taft-Hart- 
ley Act, the board said, “bogus’ 
typesetting is not an “exaction of 
payment for services not per- 
formed or not to be performed.” 


NO RAISE FOR ITU EXECS 


INDIANAPOLIS—International Ty- 
pographical Union members may 
or may not be delighted with their 
officers’ efforts to get them higher 
wages, but they are definitely not 
delighted with the officers’ at- 
tempts to get higher wages for 
themselves. 

By a vote of 36,371 to 27,993, 
members of ITU have voted dow? 
a proposal to give $2,000 raises 
to International President Wood- 
ruff Randolph and Internationa 
Secretary-Treasurer Don F. Hurd 
who now get $10,000 a year, and t 
ITU vice-presidents, who get $7, 
500. 


The membership vote 


also 


.| down, 43,423 to 20,898, a persio 


plan for employes of the [Tt 
which would have provided $! 
weekly for each two-year tern ° 
service, up to 50% of their sal: re 


Issue New Catalog Brochu:2 

Members of the Planned A ve! 
tising Roundtable have issi °d 
new 16-page brochure, “The « 4! 
log—Your Resident Sales: a! 
which demonstrates how a_ 4! 
log can perform the duties of 
good salesman and lists c: -al0% 
characteristics in terms of § 
approaches. The brochure in: ' 
a four-page check chart to 
catalog makers. 


KLX 


COVERS OAKLAND, CALIFO 
AT LOWEST COST PER 1 


Represented nationally 
by Burn-Smith Co, Inc 


uide 
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IN 1950 


e Rural families predominate in the social and economic life 
of the dynamic South. Reading habits of Southern families 
reflect this rural dominance in making SOUTHERN AGRICUL- 
TURIST the South’s most popular A.B.C. magazine of 1948 
and 1949. 


Tomorrow, this leadership gathers new power. In January 
1950, FARM AND RANCH, thepreferred farm magazine through- 
out the Southwest, unites with SOUTHERN AGRICULTURIST 
to serve the South. Here is new power to influence the buying 
habits of the better families in the rapidly rising economy of 
the Southern countryside. 


The new FARM AND RANCH with SOUTHERN AGRICUL- 
TURIST, starting with the January 1950 issue, guarantees 
an unduplicated circulation of 1,275,000—a guarantee that 
exceeds by 175,000 the circulation of any other magazine 
available to advertisers, in the 15 Southern States. 


Rate advantages back up circulation leadership. For each 
million Southern Families reached, for example, the new 
FARM AND RANCH with SOUTHERN AGRICULTURIST saves 
advertisers $567 on every full page four color advertisement 
when compared with the cost of the same space in any other 
farm magazine with one million or more circulation in the 
15 Southern States. 


SELL THE SOUTH IN 1950 THROUGH 
THE SOUTH’S MOST POPULAR MAGAZINE 


$( ITHERN «== orcas 
. AGRICU LTURIST 


DALLAS 
ATLANTA 
CHICAGO 
NEW YORK 
‘LOS ANGELES 
SAN FRANCISCO 
SEATTLE 


SOUTHERN see 
AGRICULTURIS! 


Its advertising 
reaches more 
Southern families 


than any ' 
general magazine. | 


SUE 
‘PRICULTURIS 


Its advertising reaches 
more Southern 
homemakers 
than any 
women’s magazine. 


sOUi HERA oo 
AGRICULTURIS! 


Its advertising 
reaches more 
Southern farms 
than any 
other farm magazine. 


The interests of Southern families | 
makes the South’s leading magazine 
a rural magazine. 
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Grocery Makers’ 
Panel Sessions Set 


New YorkK—The 4ist annual 
meeting of the Grocery Manufac- 
turers of America Nov. 14 and 15 
at the Waldorf-Astoria here will 
include discussions on “how to act 
today to win tomorrow’s market” 
by Bruce Barton, chairman, Batten, 
Barton, Durstine & Osborn; Talbot 
O. Freeman, vice-president, Pepsi- 
Cola Co., and Franklin Bell, 
vice-president, H. J. Heinz Co. 

Panel discussions on personnel, 
pensions and profits will include 
among the speakers Robert Fors- 
lev, director of public relations, 
Quaker Oats Co.; Andrew J. Schro- 
der, personnel director, Scott Pa- 


SELLING BY MAIL? 


Selling to retailers, manufacturers, jobbers. 

by ages circulars, folders? ~- ~~ with 
resul We *ve long, success: experience 
with “Girect mail and mail ier, 8 

——— s your problem? Free consultation by 


'LES L. FINKLE, Advertising 
257 S$. Spring St. Los Angeles 12, Calif. 


Bf 


“our 27th year of service’ 


per Co., and George Faunce Jr., 
vice-president, Continental Baking 
Co. 

H. J. Heinz Il, president, H. J. 
Heinz Co., will talk about prob- 
abilities for the second half of the 
20th century. Marketing and dis- 
tribution problems will be dis- 
cussed by George L. Clements, 
vice-president, Jewel Food Stores; 
Geoffrey Baker, Nestle Co., and 
Paul S. Geret, Pillsbury Mills, 
among others. 

Mark Upson, general sales man- 
ager, Procter & Gamble Co., will 
preside over a session on the fed- 
eral food, drug and cosmetic act. 


CBS Gross Sales Up; Net Down 


Columbia Broadcasting System, 
New York, has reported a gross 
income, from the sale of facilities, 
talent, lines, records, etc., of $74,- 
607,071 for the first nine months 
of this year, compared with $70,- 
904,806 for the corresponding per- 
iod in 1948. Net income for the 
first nine months of 1949—$2,003,- 
812—dropped sharply from 1948’s 
figure of $3,010,446 for January 
through September. 


26 CBS Stations 
Will Carry Ford's 
Telecasts of UN 


New YorK—Expanding its video 


coverage despite strike-crippled 
production facilities, Ford Motor 
Co. today (Nov. 7) starts the 
most ambitious public service ven- 
ture in television’s history. 

The company will make it pos- 
sible for televiewers all along the 
coaxial cable to watch the pro- 
ceedings at the United Nations 
general assembly sessions at Lake 
Success and Flushing Meadows. 
This is the first time the UN pro- 
ceedings have been made avail- 
able for sponsorship. 

At press time more than 26 sta- 
tions were set to carry Columbia 
Broadcasting System’s coverage of 
the meetings. The telecasts will 
be scheduled Monday through Fri- 
day from 11 a.m. to 1 p.m. and 3 
to 4 p.m., EST. Time for Ford was 
bought through Kenyon & Eck- 
hardt. 


Richards Denies 
Scripps-Howard 
Boycott Charges 


(Continued from Page 1) 
the oleo issue. Thus none of their 
advertising is appearing in this 
newspaper.” 


s He asserted that the dairy in- 
terests (the American Dairy As- 
sociation was not named specifi- 
cally) believe that their advertis- 
ing, besides stimulating sales, was 
“influencing the judgment of the 
Press. Finding that this was not 
so, the dairy interests have now 
undertaken to penalize the Press 
for its refusal to see their way on 
the oleomargarine issue.” 

The Press has conducted an edi- 
torial drive for about a year urging 
that sale of colored margarine in 
Ohio be legalized. When a bill 


how to turn a 


UPSIDE 


shoe box 


REGAL 


W93a 


In most shoe stores, 
made the empty box is flip-flopped on 
the shelf. 
At Regal stores, turnover turns boxes 


upside down fast. 


“America’s 


Styles are campus and avenue leaders. 
And, a new lower price makes Regals 
Outstanding Shoe Value.” 


when a sale is 


For two reasons: 


sold for only 50% 


(Even before the price reduction, Regals 


above 1940, as 


against 63% to 149% for other brands. ) 


traffic story. 


— and turnover. 


N. W. AYER & SON, INC. Philadelphia New York Chicago Detroit Sanfrancisco Hollywood Boston Honolulu 


Advertising does a retail 
job, rolls up its sleeves, helps Regal Shoe 
Company, our client, to get fast turnouts 


Today, particularly, this is a store- 


at <n eee 


Advertising Age, November 7, 1949 


which would have legalized colore: 
margarine was defeated in th: 
state legislature last spring, th. 
Press blamed the “dairy lobby ’ 
has since supported referendu 
petitions and now urges voters ‘0 
change the law at the polls Nov. 
3. 

Said Mr. Seltzer in his editoria ; 
“The Press cannot be bought. I's 
opinions come as the result of its 
own convictions about the prob- 
lems of our times. 

“The practice of selling olo 
in its natural state, accompanicd 
by a capsule of coloring...is ob- 
viously designed to put the sale 
of oleo at a competitive disac- 
vantage. The dairy interests want it 
kept that way.” 

ADA’s Mr. Richards, reached 
here where ADA executives were 
meeting, declared that while he 
had not seen or heard of the edi- 
torial, there has been no boycotting 
of any publication or public me- 
dium by the American Dairy As- 
sociation. 


ws “Our viewpoint,” he told AA, 
“is that it is unfair that one prod- 
uct be colored, shaped, packaged 
and flavored in imitation of an- 
other product.” 

A Scripps-Howard representa- 
tive in Chicago said that he did 
not know of any plans for further 
editorials on the subject, but 
pointed out that the campaign for 
colored oleo has been going on for 
some time. 

Media Records’ information on 
newspaper advertising for the first 
six months of 1949 showed that 
the American Dairy Association 
placed ads in all Washington pa- 
pers, including the Washington 
News, a Scripps-Howard paper. 
More recently, ADA also _ has 
placed ads in the Citizen, Scripps- 
Howard’s Columbus, O., paper. 

However, in San Francisco, Den- 


ver, Indianapolis, Albuquerque, 
New York, Cincinnati, Pittsburgh 
and Fort Worth, cities where 


Scripps-Howard operates newspa- 
pers and the ADA has placed ad- 
vertising, such advertising did not 
appear in the Scripps-Howard 
newspapers during the first six 
months of this year. 


KAY KAMEN 

New YorK—In an airplane crash 
in the Azores Oct. 27, Kay Kamen, 
57, and his wife, Kate, were killed 
Mr. Kamen had for many years 
handled licensing and merchan- 
dising of products based on Walt 
Disney characters (AA, Nov. 22, 
°48). 


CLYDE S. MOSS 

Boca.Lusa, La.—Clyde S. Moss, 
68, publisher of the Enterprise & 
American here since its establish- 
ment in 1914, died Oct. 30. 

Mr. Moss at one time served on 
the advertising staff of the New 
Orleans Times-Picayune. 


LLOYD L. STAGGERS 

. Los ANGELES—Lloyd L. Stus- 
gers, publisher and editor of ‘he 
Commercial Bulletin, Pacific Coast 
food trade publication, died ct 
27 following a heart attack. He 
was associated wtih the old | 05 
Angeles Record before he est ‘b- 
lished the food paper. 


CHARLES P. EDDY 
Hackensack, N. J.—Charle: P 
Eddy, 59, former executive © 
Charles H. Eddy & Co., New 9 rk 
newspaper representative, unt he 
retired in 1937, and a membe ° 
the board of directors of the ‘- 
erson Morning Call, died Nov. 


_ America’s mid engra 
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By the dim glow of a flickering candle the 12 
members of the Spartan Social and Athletic Club are 
called to order in their basement clubhouse. 
Adolescent parliamentary procedure rules the 
meeting. Plans for the Thanksgiving party, next 
Saturday's football game, increase of dues, and the 
purchase of a new basketball go into the 

minutes, Meeting adjourned! 


reached 
>sS were 
hile he 
he edi- 
rcotting 
lic me- 
iry As- 


Jn other basements, rumpus rooms, barns, clubhouses 
.. other youngsters are meeting, planning, baving fun. 


id AA, 
e prod- 
ackaged 
of an- 


But in one clubroom, the plotting is not the 
intricate details of a football play. This club 
is planning a caper. Jo steal, frighten, 
molest. Nothing malicious . . . just for thrills. 


esenta- 
he did 
further 
t, but 
‘ign for 
f on for 


And these few are America’s problem 
... juvenile delinquents who, in 10 short 
years, might find themselves prominently 
displayed in the ¥B) public enemy lists. 


tion on 
he first 
ed that 
»ciation 


ston WHERE ARE YOUR CHILDREN TONIGHT? 


paper. 
so has 
scripps- 
per. 
0, Den- 
uerque, 
tsburgh 

where 
\ewspa- 
ced ad- The editors of The National Comics Group are deeply concerned with the problem of 
did not 
Howard combatting juvenile delinquency... have devoted many features in our magazines to this vital 
irst six 


Young Americans are a gregarious lot. Gathering in groups comes naturally. But once-in- 


awhile the purpose of their meetings becomes distorted. Result: “Just-for-thrills” rampages. 


subject. And capped their program by devoting an entire issue of ALL STAR COMICS to meeting 


head-on the tendencies of those young people who band together for mischievous sorties. 


1e crash 


Kamen, . : ; . ; . , 
e killed With the aid of our own Justice Society of America, the editors show the causes of 


years ¥ ‘ J 7 
na delinquency, how juvenile delinquents operate, and why they can not succeed... that 


ym Walt ’ , . cece ace ‘ iad 
lov. 22. banding together against people is wrong; that joining societies for people is good citizen- 


ship. And we feel confident this treatise in pictures-and-words has left its indelible imprint. 
.. Moss, 


‘prise & 
tablish- 


Under the supervision of a functioning editorial advisory board of eminent educators 


and psychologists, National Comics has tackled various problems that beset our young 
rved on 


ne New people, without preaching or lecturing. Within the framework of action-packed adventure 


stories are liberally sprinkled doses of guidance, information, and education...attracting 
readers to as varied a list of subjects as safety, tolerance, dental care, Savitigs Bonds, 


conservation, and American history. 


With a deep sense of responsibility, National Comics, its editors, magazines, and comics 


heroes are pledged to play a constructive role in the lives of our readers. 


EDITORIAL ADVISORY BOARD 


Dr. Lauretta Bender THE NATIONAL COMICS GROUP 


Assoc. Professor of Psychiatry, New York Universi 
— Represented by RICHARD A. FELDON & COMPANY, INC. 
Josetta Frank 205 East 42nd Street, New York 17, N. Y. 
eae Seiten CHICAGO , LOS ANGELES . SAN FRANCISCO , PORTLAND 


Dr. WV. W. D. Sones 
Professor of Education, Univ. of Pittsburgh 


Dr. S. Harcourt Peppard 
Dir. Essex County Juvenile Clinic, Newark, N. J. 
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“I told you not to intercept his passes... 


—General Mills 
he’s the one who eats Wheaties.” 


The Record Business—An Example 


The difficulties currently confronting the phonograph record busi- 
ness—where three different types of records are competing for public 
favor—should be studied carefully by every marketer, because they 
demonstrate the problems that can arise when manufacturers bring 
out developments without carefully examining the marketing prob- 
lems which may develop. 

The record industry’s problems are the most spectacular which 
have arisen in an industry in many years, but problems of similar 
character have developed in other industries in the past, and no doubt 
will continue to come up in the future. 

These difficulties demonstrate again the importance of not moving 
too swiftly to overturn accepted procedures, and of making certain 
that an innovation is practical from a marketing standpoint as well 
as desirable from a manufacturing or mechanical standpoint. 

It’s a strange and a sad thing, but apparently business can die of 
improvements sometimes, too. 


Research Weathers the Storm 


The fact that Messrs. Gallup, Roper and Crossley are still in busi- 
ness and doing quite well a year after they all stuck their necks out in 
the Presidential poll seems to us of major significance—and not mere- 
ly as another indication of the shortness of the average memory. 

If marketing, advertising and sales research had been built upon 
insecure foundations, the debacle of last November would undoubtedly 
have been a body blow to the research industry. That it has not is a 
tribute to the essential usefulness and reliability of the research tool. 

It did not take sober business and advertising men long to realize 
that the Presidential polling disaster represented a misuse of a useful 
tool, rather than use of a useless tool. It became apparent quickly 
that predicting an election had nothing much in common with most 
marketing or advertising research, in which facts are collected, or 
opinions gathered, without attempting the final—and extremely dif- 
ficult step—of predicting action. 

The Presidential polling results of last year have therefore been 
all to the good—they have caused researchers to reexamine their 
methods and techniques, and they have placed research in the proper 
perspective as a useful business tool, and no miracle worker. 

Business needs research in these days when mistakes in marketing 
and advertising can be extremely costly. Just so long as research 
isn’t accepted as a substitute for common sense and brains, it can be— 
and no doubt will be—one of the most useful tools of marketing. 


Get the TV Color Problem Settled 


Now that color television has been opened to public debate, we hope 
that the issue will be settled one way or the other as quickly as pos- 
sible. 

TV has definitely arrived at a point where its greatest need is for 
stability. Without, a stabilized set of “ground rules,” set manufac- 
turers, telecasters “and the advertisers who pay the bills cannot pro- 
ceed with intelligent development of the medium. 

So we hope the Federal Communications Commission will resolve 
the color TV problem, one way or the other, without any unnecessary 
loss of time. We hope, too, that once it is resolved, it will be resolved 
for a definite period of time, and not subject to change until that 
period of time has elapsed. 

When that is done, everyone involved in the industry can move for- 
ward in the same direction without fear of being out of step. 


What They're Saying 


Who Pays for Advertising? 

We don’t have to argue about 
who pays the cost of advertising. 
The consumer pays it, obviously! 
He pays the cost of everything. 
Why shouldn’t he pay the cost of 
advertising?...There probably 
isn’t a person in this room who 
has never been put on the spot by 
someone who wanted to know why 
an organization has so many sales- 
men, or why a retail store puts in 
air conditioning, or why they 
spend so much money on their 
window decorations. These are all 
added costs, if you want to call 
them that, in exactly the same 
sense that advertising is an added 
cost. But none of them, including 
advertising, is actually an added 
cost, because the problem in an 
economy such as ours, which is 
an economy of plenty, is to make 
people want and buy things they 
could get along without. 

That is literally and actually 
true. This economy runs on “lux- 
uries.” If we wanted only to 
maintain life and get only the ab- 
solutely mecessary essentials of 
food, clothing and shelter, none of 
us would have to work more than 
about half a day a week. If we 
don’t sell “luxuries,” if we don’t 
sell people on wanting and buying 
things they could get along with- 
out, then our economy falls apart. 

I don’t think it makes any dif- 
ference any more whether we like 
that or not. It happens to be a fact. 


—S. R. Bernstein, editor, Advertising 
Age, in panel discussion at 1949 Ad- 
vertising Federation of America con- 
vention. 


World Market Competition 

The devaluation of the British 
pound and 24 other foreign cur- 
rencies is of momentous import- 
ance to U. S. foreign trade... [but] 
the growing preference in world 
markets for American-type stan- 
dardized mass-produced goods is 
not basically altered. The lower ef- 
ficiency of labor and management 
in many foreign industries as com- 
pared with our own has not 
changed. 

The cost of vast social security 
programs and other huge govern- 
ment expenditures remain a bur- 
den on productive enterprise in 
foreign lands, even more so than 
here. Chronic deficit financing in 
certain foreign countries, resulting 
in almost constant inflationary 
pressures, could soon offset de- 
valuation. What has occurred can 
be compared with a bargain coun- 
ter sale of marked down and per- 


haps slow-moving merchandise. 
Goods in Britain and other foreign 
lands are now on the international 
bargain counter. It remains to be 
seen whether, over a period of 
time, these goods can be replaced 
and continuously offered at or near 
present prices. 


—Bulletin of Northern Trust Co., Chi- 
cago, for October, 1949. 


A Job for Women 


Women, especially married wo- 
men, should be more active and 
more numerous in creative adver- 
tising. The smart advertiser can 
find out by research what he 
should say, but how to say it 
could be improved by the creative 
talents of a woman, 

Too many ads are pure company 
brag, forgetting entirely the wo- 
man’s needs and what she ex- 
pects the product to do for her. 
We need talented women who are 
not afraid of the boss if we want 
to get better ads. We also need 
bosses who will listen. We dc~’t 
need the executive who calls in a 
stenographer and makes a one- 
woman survey. 


—Harold Jensen, art director, Ta- 
tham-Laird Inc., Chicago, in speech 
to Women’s Advertising Club of Chi- 
cago. 


Cupid's Direct Mail 

The Barker Greeting Card Co. 
of Cincinnati, a private organiza- 
tion long ago dedicated to the 
proposition that the private citi- 
zens’ burdens be eased, has taken 
a new step forward in that direc- 
tion with the advent of #1409. 

Fourteen-oh-nine is a greeting 
card, but one with a purpose. Suc- 
cinct and very much to the point, 


it reads: “My Phone Number 
Is ——— —. And the Line Ain’t 
BUSY!” 


Purposely designed for doctors 
and dentists during the slack sum- 
mers, it can be used by anybody 
returning from a trip, divorcees, 
salesmen hungry for business, girls 
hungry for salesmen, and people 
who are just plain hungry. 

First of their long line of cards 
in the human relations series, it 
has gained popularity quickly with 


girls, who order in hundred lots. 
—News release by Dick Falk fcr 
Barker "Greeting Card Co. 


Excess 

An estimated 3,000,000 persons 
in the United States are excessive 
drinkers, and nearly one-fourth 
this number are said to be chron- 


ically alcoholic. 
—American Medical 
Oct. 28. 


Association, 


Advertising Age, November 7, 19.9 


Rough Proofs 


Jim Shryock would be chagrir eq 
to know how many of his memb +1; 
refer to the ABC on their ma:t- 
heads as the “Audit Bureau of 
Circulation.” 


W. N. Mackey calls attent on 
to the London agency ad which 
asked for a copywriter “able to 
produce original ideas which hive 
not been thought of lately.” 

Kipling said even Homer bor- 
rowed from his predecessors. 


WNEW is planning a drive to 
get over the facts about away- 
from-home radio listening. 

You can’t carry a TV set in 
your car or to the beach—or can 
you? 


F. C. Hooper, a London busi- 
ness man, says American adver- 
tisers aren’t smarter than the 
British—they just have more mon- 
ey. 

It’s just possible the two facts 
have some relationship. 


Allen Grammer was pictured 
by AA Oct. 31 as a young gent 
with a mop of dark hair. This 
probably was all right with Al- 
len, if not with his son. 


Illinois honored Red Grange Oct 
29 in celebrating the 25th an- 
niversary of his five t.d. runs 
against Michigan, regretting onl) 
that nobody else has come along 
capable of wearing “77.” 


Gladys the beautiful reception 
ist says she sees bakers are urging 
housewives to buy their baked 
goods and enjoy more leisure, and 
she wonders what women do with 
all the leisure advertisers have 
provided for them. 


“Your face is your fortune 
doesn’t apply only to the gals, 4 
many prospective employers end 
their blind ads with the statemen! 
“Reply in detail with snapshot.” 


Philip L. Graham says twit 
as many Englishmen read }o00k 
as Americans, but it would ? 
manifestly unfair to blame Bri! 


ain’s troubles on this factor a!ont 
e 


A critic has attacked Jim A:.am 
statement, “People are selfis!,” 4 


untrue. 
Wanna bet? 


Stores are leaning away fri 1! 
stitutional advertising in fa or ° 
item promotions, says H w# 
Abrahams of the NRDGA. 

The principal exception a‘ pres 
ent is A&P. 


“There is no real reason, ‘¥ 
gests Harold Webber, “to :¢ 
record high with your blooc pr 
sure over the circulation-\ ‘SY 
readership question.” 

But doctors agree that c cul 
tion and blood pressure are 1} 
ly related. 

Cory CY 


. Bo i cae * P we 7 yg eae : PO ae i ee ee . wy ai are ee ey ee. we: Py 
E abi — aR ) ra es F , ‘as: a, £ ier te ‘ fi se ~ nate 
‘ Ley, 5 i eagles bib ? : es A aa " 4 — , j Be a fa ' 3 Fi ee - ee 3 <7 = Pe ae < 
re er ae Bae ope jesus a te : ‘ . ae aan os : ‘ we c _ et ee, te eee “th ae on ae ies % Bad as : ; . on Hse 
ag eal Dies a a Moh: See Bie iis a Pe ee: - oo a : sia lias pele Efe a ee ay ; : eigcerge FON Cia en ig : : ; 
: ey, Sw jane es SE nd coal Bit a oe Fe a aa i foe as: aay ae ieee. ek et re re Per eee Paes 
a 
ROE 10 : 
—$________ 
b: ee a PRES = CE ’ | 
= C NN -” Ae > 
are a y ~<a wN eo? l 
ae aoe : —— \ « ian 
Rove So 
ae —- ee SE —— 
— UES i — 
ici i ir m, ° We ” J 
ame ‘a —_ Ge > 
cole | — . ~« % >> y Cte a 
2 | -“—<— > n | 
—_— ee “(> «eS we t 
ee ; $ . r | 
edo ) ae \\ ZS | 
ee ) : | 
Perec | —— | 
3 | Pa 
Co U1) as 
f ye aaa Pa 
"ne si - : : 
or . = Ae 
ay pds | - 
: 
: ee a 
- : ——— On 
Bere 
‘ee ; rf : 
es > 
7 ° 
SNe 
. | 
- 
: ag | 
: 
. | | 
| 
i s | 
| | e 
. . 
7 
a | ae 
: | 
: | 
/ | SSS = | ae 
q | | 
: | 
ea dy . | 
oy ie eB | * 
‘ bas = | 
lta 4 * 
me: i 
a | 
aa 
pelea i 
an 
“an ee | . 
os 
ae ey . | 
? 
/ 
3 4 
i ae 
—e ae 1 / 
Ree? |} 
Msi, | e 
: | | | a 
as KF ! 
— | 
mp | ° 
. ! 
Set he ; / 
Te ; 
i es Pay ; ' 
‘an 
eS : 1 | 
i ' 
; { 
ee a . 
Saari 3 
| 2 | P| 
4 Beg a | 
Fae > a | 
a ee | 
ie ih 
a a t 
oe : | 
teed = 
de eye ' 
aes 8 i 
7 ie . 
co ) 
ae nh 3 | i 
: ee 
' 
aoe, | ‘ED 
opt SU BB | eee 
— | 
PNG Abii. it 
Pr. ae ge or eee agit at as Bile eco ee th 1Gs SR croaee eee Oe ee ae Tae ; E : be Pals : ies Gang ea ih See ; ee ie ! vice : | 
5 : . 7 ave te ‘ # Sek é ofa ices Of ie cee REG SF = sis ‘ - fe jae Seite om s Pe eat tae Tie Pale 


ler 7, 19..¢ 


ofs, 


hagrin ed 
memb «rs 
eir ma:t- 
ureau of 


attent on 
ad =~which 
“able to 
nich hive 
Pad 

mer bor- 
ors. 


drive to 
It away- 
g. 

V set in 
—Oor can 


lon busi- 
in adver- 
than the 
lore mon- 


two facts 


pictured 
jung gent 
air. This 
with Al- 


‘ange Oct 
25th an- 
t.d. runs 
ting only 
me along 


‘eception 
re urging 


ir baked 


sure, and 
n do with 
ers have 


fortune 


e gals, as 


yyers en 
tatement 
ipsh« yt.” 


Lys twic 
ad book 
would » 
me_ Bri! 
‘or aione 


m Aciam 
‘Ifish,” 4 


a 


F 
ies e 

met: fo tui 

pa 


* gia ” SE es ae 


: There 


can be only one first... and linage 
figures prove that in PHILADELPHIA the 
___ FIRST NEWSPAPER IS THE INQUIRER _ 


In the first 9 months of 1949 


: THE PHILADELPHIA INQUIRER 
: PUBLISHED MORE THAN 

: 12,940,000 LINES OF 

: TOTAL RETAIL ADVERTISING” 


This is over a MILLION LINES MORE than the 2nd newspaper 
published and includes 5,208,000 lines of Department Store 
linage ... the largest volume of Department Store advertising 
to appear in any Philadelphia newspaper in a similar period. 


*Source: Media Records 
Both the Inquirer and 2nd paper publish 7 days 


Exclusive Advertising Representatives: 


ED W. LORD, Empire State Bldg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Dr., Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 448 S. Hill St., Los Angeles, Michigan 0578 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Bnquiver 
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When Yow’re Hiring a Top-Flight 


Automobile Salesman. 


Be Sure to Look at His Reeord! 


@ A Magazine Is One of Your Salesmen in 
- Print. And Here Is Newsweek’s 11% -Year 


Record with American-Made Automobiles. 
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Ho \ | Newsweek Acceptance 


Rank Among ALL Magazines by Pages of Advertising for U. S. Passenger Cars 


> 1949 


1938 


(First Six 
Months) 


Has Grown 


Sat. Eve. Post 
Collier's 

Time 

New Yorker 
NEWSWEEK 

Life 

Fortune — 
Harper’s Bazaar 
Town & Country 
Ctry. Life & Sports. 


Newsweek Ranks So High with the 
U. 8. Automobile Industry 


out of every dollar spent for auto- 
70¢ motive products comes from only 2/5 
of all U. S. families... the 2/5 with the high- 
est family incomes. 
85.5% of Newswecek’s more than 800,000 


families is concentrated in this high-income 


group that accounts for 70% of all dollars 


spent for automotive products. 


Every 100 Newsweek families own 121 cars. 


Newsweek offers more top-income families 


—at the lowest cost per thousand—than any 


other weekly, biweekly, or monthly magazine. 


Keeping pace with Newsweek's advertising growth, 


W Newsweek's 1949 circulation is the highest in its history. 
hat Automobiles Are Advertised in Newsweek? 


Ewery American-Made Automobile 


Sat. Eve. Post 
Time 

NEWSWEEK 

Life 

Collier's 

New Yorker 

Look 

Country Gentleman 


Farm Journal 
Holiday 


Source: PIB 
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Prepackagers Form 
New Produce Group 


New YorK—Prepackaging men 
at the first National Conference on 
Prepackaging held here in con- 
junction with the 11th annual for- 
um of the Packaging Institute or- 
ganized a group to be known as 
the Produce Prepackaging Associ- 
ation. 

The new association, understood 
to be the first in the prepackaging 
field, will have as its general ob- 
jectives the furthering of low-cost 
efficiency and high-quality stand- 
ards in the growing industry. 

Membership will be open to pre- 
packers of fresh vegetables, fruit 
and meat, now estimated to num- 
ber 1,000, to equipment and ma- 
terials suppliers, retailers and re- 
search workers. 

Prepackaging is defined as the 
process by which perishable mer- 
chandise and produce, formerly 
sold in bulk at the retail level, 
reaches that point in containers or 


wrapping. The main activity in 
this field is concentrated on pre- 
packaging of produce. 


ws Other activities of the new pro- 
duce prepackaging association will 
include gathering of statistics, en- 
couragement of brand identifica- 
‘tion, and coordination of research 
in cooperation with technical or- 
ganizations and governmental mar- 
keting administrations. Particular 
emphasis will be placed on pre- 
packaging that will not add to re- 
tail costs, and which will help to 
reduce waste and spoilage. 

Officers of the new organization 
are Paul B. Dickman of the Paul 
B. Dickman Farms, Ruskin, Fla., 
president; George McCargar, Aunt 
Mid Co., Chicago, vice-president; 
William L. Duvall, E. L. Duvall & 
Sons, Baltimore, treasurer; and 
Ralph David, editor of Pre-Pak- 
Age, New York, secretary. 


TELLS PACKAGE NEEDS 


New YorK—Management, ex- 
pects three things of packaging: 


salesmanship, plus giving complete 
consumer satisfaction; protection 
for its product; and reduced pro- 
duction costs. 

These points were emphasized 
by Arthur D. Hyde, vice-president 
of General Mills, in addressing the 
llth Annual Forum of the Pack- 
aging Institute here. 

L. V. Burton, executive director 
of the Packaging Institute, declared 
that “the most important packaging 
problem faced today by all in- 
dustry is the buyer’s market.” 

Various experts in the field 
elaborated on this theme in ex- 
amining a number of.aspects of 
packaging. The forum was held 
concurrently with the first annual 
National Conference on Packaging 
of Fresh Fruits and Vegetables. 


Names Peter Hilton Agency 


Fred Fear & Co., New York, has 
retained Peter Hilton Inc., New 
York, to handle advertising and 
merchandising of Burton’s creamed 
cake frosting. Newspapers are 
scheduled to open the campaign 


i fhe Biggest ofhing in 
TRUE Small clowns / 


You frequently see an outstanding story on TRUE Small Town 
folks... interesting angles on how they think and live... politics 
to picnics, business to bazaars, strawberry festivals to fashions. 


people are good 
able “copy”. 


Study of 


Other stories bring you news of “remote” U. S. places and people 
... town councils that spank things into shape...town sons and 
daughters who achieve success in big-time. 


Yes, these back-bone-of-the-nation towns and their 


But what do they read? Life? Post? 
Journal? Time? True Story? Sure, but not 
many compared to Urban people. 


Here's the record: The GRIT Progressive 


Small Towns shows that 19 of the leading 
Urban and Farm Magazines average only 
7% coverage. 


GRIT IS BIGGER than any National 
Urban or Farm Magazine in these TRUE 
Small Towns, providing 20% coverage. 


GRIT has 2,996,492 readers weekly... 
and should be included on every National 
List... to step up coverage in the TRUE 
Small Town Market, where big-circulation 


magazines fail to penetrate. 


with 600-line insertions. 


material...make highly read- 


Magazine Readership in TRUE 


oe ae ee eee ee 


= io oe 


PAPER 


— 


SMALL TOWN AMERICA’S GREATEST FAMILY WEEKLY— 
WITH MORE THAN 600,000 CIRCULATION 


There’s a difference between a Suburban 
Small Town and a TRUE Small Town. 


ad 
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Bernard Dolan, president of National Industrial Advertisers Associa. 
tion, became the father of a daughter, his first child, on Oct. 19. . . Th 
New York Daily News president and gen’l manager, F. M. Flynn, ha 
been named chairman of the magazine and newspaper divisions of th: 
7list annual campaign of the United Hospital Fund. Thomas E. Watso: 
Jr., exec. v.p. of International Business Machines, is general chairma: 
for the campaign. . . 

Directors of National Lead Co., New York, gave a luncheon Oct. 25 
in honor of William Knust, ad manager, marking his 40th anniversar: 
in the company’s service, and departmental associates honored him at 
another luncheon the following day. Joining National Lead as 4 
stenographer and bookkeeper in 1909, Mr. Knust worked his way 
through every division of the ad department, and was made ad man- 
ager in 1927... 

Norm Rothenberg of Frederic Kleiman Advertising, Chicago, is re- 
cuperating from a minor operation in Henrotin Hospital... Max E. Young - 
stein, Paramount’s national director of advertising, publicity and 
exploitation, was unanimously elected chairman of the Advertising and 
Publicity Directors Committee of the Motion Picture Association of 
America at a meeting in New York Oct. 20. He will succeed Mort 
Blumenstock, vice-president in charge of advertising for Warner Bros. .. 
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GOLD MEDAL—John Maxwell (left), general chairman of the 15th annual ex- 
hibition of the Art Directors Club of Philadelphia, with Ed Evans, club president, 
checks on one of the gold medal award winners in the show, which is on exhibit 
in the galleries of the Free Library until Nov. 12. The illustration shown was done 
by Robert Fawcett for an ad for Carrier Corp. through its agency, N. W. Ayer & Son. 


August Philips, specialist on fiscal problems for the international 
editions of the Reader’s Digest, left for Europe Oct. 20 on the Queen 
Elizabeth. He will visit England, Denmark, Norway, Sweden, France, Italy 
and Germany to survey some of the problems raised by devaluation. .. 

W. Elmer Seaman, vice-president of Lebhar-Friedman Publications, 
New York, is flashing a sterling silver cigaret case and lighter these 
days. They were given to him by the National Association of Food 
Chains in recognition of his assistance in preparing the program and 
exhibits for the 16th annual meeting of the association in Washington 
recently. . . 

Walter A. Nielsen, manager of Station WCNX, Middletown, Conn., 
was married not long ago to Emma L. Kehler, of Manchester, in Hart- 
ford. . . In Cincinnati, Donald W. McCarthy, production mgr. of L. F. 
McCarthy & Co., has a date to wed Lois Claire Richter. L. F. McCarthy, 
Donald’s father, is president of the agency. .. And Mike Dann, trade 
editor of National Broadcasting Co., New York, is engaged to Joanne 
Himmell, who is planning a winter wedding. . . 

Recovering from a major operation is E. W. Elmore, ad mgr. of Burns 
Cuboid Co., Santa Ana, Cal., and he’s helping things along by spending 
only an hour or so at the office each day. . . Also recuperating from a 
major operation is Irwin Solomon, copy chief of Al Paul Lefton Co., 
Philadelphia. . . Nona Kirby, v.p. of the Radio Executives Club of 
Boston and regional sales mgr. of WLAW, Lawrence, Mass., found a 
lot of cheer in the stacks of mail that came to her in a Cambridge 
hospital, where she was a surgery patient. . . 

Frank M. Bruce, secretary-treasurer of Bruce Publishing Co., M!- 
waukee, has been elected to the Milwaukee Auditorium board to suc- 
ceed his father, the late William George Bruce. . . B. F. Goodrich Co.'s 
president, John L. Collyer, has been elected a trustee of the Alfred P 
Sloan Foundation, named for Alfred P. Sloan, General Motors che'r- 
man. Since its start in 1936 the foundation has expended $9,000,000 in 
grants and in 1947-48 dispensed more than $2,000,000—about half o i! 
to the Sloan-Kettering Institute for Cancer Research. . . 

Adolph Stuber, v.p. in charge of sales and advertising of East: a" 
Kodak Co., and Dr. Cyril J. Staud, director of Kodak Research Lab a- 
tories, were elected fellows of the Photographic Society of Americ: @t 
the society’s convention in St. Louis. . . J. Golova Nevsky, publishe 0! 
Ingenieria e Industria, was scheduled to arrive from Buenos Aires N: ’. ¢ 
for a six weeks’ stay. He will make his headquarters with his U 5 
representative, M. E. Bensignor, in New York. . . 

Elizabeth Ann Smith of Westport, Conn., and Richard K. Jewett, | ° 
is on the staff of the Association of National Advertisers, New Y ™: 
were married in Westport not long ago .. 

T. H. Mueller, president of Julius Kayser Co. and Nazareth }) |!s. 
was elected a corporate trustee at the fall meeting of the boar °! 
trustees of Lehigh University. He has served as an alumnus trustee ‘°! 
several years. .. Carl Haverlin, president of Broadcast Music Inc. nd 
last year’s president of the Radio Executives Club, was presented \ ith 
a lifetime membership in the REC Oct. 20 by John Karol, sales man: © 
of Columbia Broadcasting System. . . 

N. J. (Joe) Leigh postponed his Nov..7 talk in the Advertising C! °° 
annual advertising and selling course for a very good reason. Mr. L’ & 
left New York Oct. 26 to take his son Jonathan to the Caribbean ° 
recuperation from an attack of polio last summer. Jonathan’s sick: 
left no paralytic condition, but has postponed his entrance to Amhers' - - 
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CIRCULATION OF A MAGAZINE IS IMPORTANT—and Country —and details of survey methods—are obtainable from your 
Gentleman’s 2,300,000 subscriber-families, concentrated in Country Gentleman representative. 
the top-half group that gets 90% of all U. S. farm income, are 


; CONSISTENTLY THOROUGH READERSHIP OF COUNTRY GENTLE- 
rated by dealers as their best rural customers. But— 


MAN reflects more and better editorial content . . . made 
WHAT HAPPENS AFTER THE MAGAZINE REACHES THESE possible by the skill of the editors—and Curtis resources and 
HOMES? Country Gentleman’s readership, by men and pesommesmmmacs. And it meane— 
women alike, is intensive from cover to cover—as shown by YOUR ADVERTISING HAS A BETTER CHANCE to get read, 
this typical readership survey chart, for the August issue. and to get results, in Country Gentleman—the magazine 
Ratings from Continuing Readership Surveys for other issues read cover-to-cover by The Best People in the Country! 
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ate Visibility Ratings of Editorial Items in August, 1949 Issue 
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= turn to Country Gentleman for Better Farming, Better Living 
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In over half of all U. S. coun- 
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Flesch Criticizes 
U. S. Steel Copy 


New YorK—“The average copy- 
writer, though adept at preparing 
product ad copy, would not do as 
good a job with an institutional, 
educational type of ad,” according 
to Rudolf Flesch, Ph.D., who 
spoke before the Copy Research 
Council last week. 

Dr. Flesch, author of “Art of 
Plain Talk” and the recent “Art 
of Readable Writing,” believes 
there is an increasing demand 
made on advertising for the prep- 
aration of such ads as the current 
U. S. Steel series and the recent 
ones run by A&P. 

The approach to such tasks, he 
says, must be that of obtaining 
100% comprehension, rather than 
of appealing to the emotions as in 
product advertising. 

Advertising copywriting in gen- 
eral, he believes, has long ago 
mastered the use of simple, col- 
loquial language, such as he ad- 
vocates in books on readability. 
However, he thinks that there is 
too much emphasis placed on 
readership studies, and not enough 
on what happens in the process 
of reading; that is, on comprehen- 
sion tests, readership speed and re- 
tention tests. It is the comprehen- 
sion factor, he stressed, which is 
most important in the institution- 
al, educational ad. 


@ Dr. Flesch took several ads, se- 
lected at random from papers dur- 
ing the last few days, and criti- 
cized each for excessive length. 

“You can’t expect a reader, who 
normally spends about half an hour 
with the entire paper, to devote 
several minutes of it to reading 
one ad,” he said. 

Commenting on a U. S. Steel 
ad, taken from the New York 
Times, he said it was far too 
wordy and the memorable parts 
were buried way down in the copy 
where the average reader would 
never arrive. 

All of the ads point to the need 
of more readability research, he 
said. 


Schmidt Appoints Stewart 

Paul R. Stewart has been ap- 
pointed advertising and sales pro- 
motion manager of C. Schmidt Co., 
Cincinnati, manufacturer of com- 
mercial refrigerators and refrig- 
erator display cases under the 
trade name of Thesco. 
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Cardinal Offers Discs 

Cardinal Co., Hollywood, radio 
and TV package producer, is wax- 
ing a series of Christmas radio 
shows, featuring such personalities 
as Clark Dennis, Marvin Miller, 
The Modernaires, Art Baker and 
Jimmy Scribner in a series of one- 
time, 15-minute shows. 


Babcock Introduces New 


Talisman Offset Press 

Babcock Printing Press Corp., 
Canton, O., has introduced a new 
19x25” Talisman single color off- 
set printing press with a rotary 


suction type feeder, and a photo- 
electric device for positive sheet 


control and register to the guides. ° 


The new press has been rated 
at speeds up to 7,000 sheets per 
hour, according to Babcock execu- 
tives, and now is being subjected 
to field testing. 


Kiekhaeter Ups Hauser 


Armand A. Hauser, assistant 
sales manager, has been promoted 
to director of sales and advertis- 
ing of Kiekhaefer Corp., Fond du 
Lac, Wis., manufacturer of Mer- 
cury outboard motors. 


Willat Sues Toni Co. 

A. F. Willat, inventor of cold 
permanent waving and holder of 
five basic U. S. patents on cold 
permanent waving, has filed an 
$8,500,000 suit against Toni Co., 
St. Paul. Mr. Willat is suing for 
infringement of his arr #2,- 
— #2,183,894 and #2, 331,- 


Davis Brothers to Newsome 
Newsome & Co., Boston, has 

been named public relations coun- 

sel of the Davis Brothers Fisheries 


Co. 
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To Palm & Patterson 


Palm & Patterson, Clevelan ji, 
has’ been retained to direct t i 
advertising of Midway Tool C». 
Melvin, O., manufacturer of auger 
bits, electricians’ bits and so id 
center car bits, and Climax Flex. 
ible Coupling Co., Cleveland, man. 
ufacturer of industrial couplir gs 
and the Rotite clothes dryer. 


Baker Rejoins Joyce 
Frank N. Baker has rejoined 
Joyce Inc., Pasadena, shoe many. 
facturer. Mr. Baker was formerly 
vice-president of the company. 
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The product you buy when you place your advertising in a publication is white 
space, pure and simple. Every publisher puts a price tag on that white space, but the 
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value you get out of it is what really determines the cost. 


Your interests, first, last and always, lie in advertising performance. 


It takes publishing performance to deliver advertising performance. Here at 
McGraw-Hill, publishing performance starts with a good editorial product, then 
backs up that product with the kind of services that help you use it most effectively. 


The table of ‘‘plus values’’ on the opposite page sums up what we at McGraw-Hill 
think of as publishing performance—the ingredients of a good business paper. 
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Boosts Suburban Price 


The suburban newsstand price of 
he New York Times was increased 
Oct. 31 from 4¢ to 5¢ because of 
nigher production and transporta- 
tion costs. Within the New York 
City limits the price remains at 
3¢. 


Joins Jobs Unlimited 

Henry Price, formerly with Ster- 
ling Advertising Agency, has joined 
Jobs Unlimited, New York, adver- 
tising placement specialist, as head 
of art and production personnel 
placement. 


Will Open Detroit Office 

West-Holliday, newspaper rep- 
resentative, will open a Detroit of- 
fice on Jan. 1 at 508 Penobscot 
Bldg. Francis X. Wilkinson, who 
has been handling automotive ac- 
counts in the Chicago office, will 
manage the new office. 


Mack Names Overseas Agency 

Mack International Motor Truck 
Corp., New York, has appointed 
Foreign Advertising & Service Bu- 
reau, New York, to handle export 
advertising. Media plans have not 
been set yet. 


Hooper Shows Lever 
Has 5 Top Places 


New YorK—Lever Bros. Co. con- 
tinues to set the rating pace for 
sponsors by placing five shows (in 
lst, 3rd, 5th, 6th and 12th places) 
on Hooper’s first 15 for evening. 

The leaders, according to the 
Oct. 31 report of C. E. Hooper Inc.: 
Radio Theater (Lux), CBS 
Jack Benny (Lucky Strike), CBS ....21.0 
Godfrey’s Talent Scouts (Lipton’s 


Tea), CBS 18.2 


Fibber & Molly (Johnson's wax), 
17.1 


My Friend, Irma (Pepsodent), CBS ...16.9 
Bob Hope (Swan), NBC ......cccccccecceceeeees 15.4 
Mystery Theater (Molle). CBS ................ 15.3 
Walter Winchell (Kaiser-Frazer), 

REP wiitacncmnitiieeind 15.2 
Mr. Keen (Whitehall), CBS .........00+ 14.7 
Suspense (Auto-Lite), CBS 20.0... 14.5 
People Are Funny (Raleigh), NBC ....14.4 
Amos 'n’ Andy (Rinso), CBS... 14.1 
Mr. Chameleon (Bayer), CBS .....:..-00-+ 13.9 
Horace Heidt (Philip Morris), CBS ....13.8 


Charlie McCarthy (Coca-Cola), CBS ..13.6 

Average evening sets-in-use of 
30.5 is up 0.5 from last report, 1.2 
from a year ago. Average rating of 
8.6 is up 0.1 from the last report 


network of editorial facilities keeps McGraw readers informed. 
_+ McGraw-Hill World News covers the globe for important. 
international business information. The Washington News Sureee 
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17 
and down 0.8 from a year ago. 

Daytime favorites: 

Helen Trent (Whitehall), CBS .................7.7 
Aunt Jenny (Spry), CBS .nccccccccccccoccceceersees 71 
Ma Perkins (Oxydol), CBS ..... mF) 
Arthur Godfrey (Gold Seal, National 

Biscuit, Chesterfield, Wildroot, 

, Pesce sere 6.4 
Young Widder Brown (Sterling), NBC 6.2 
Big Sister (P&G), CBS 6.1 
Stella Dallas (Sterling), NBC ................59 
Our Gal, Sunday (Anacin), CBS . — | 
Wendy Warren (General Foods), CBS 5.8 
Guiding Light (Duz), CBS 2.0... 5.8 


Average daytime sets-in-use of 
15.3 is down 0.8 from the last re- 
port, 1.6 from a year ago. Average 
rating—4.1—is up 0.1 from the last 
report and 0.2 from a year ago. 


Biscuit Group Elects 


Robert E. Watson, president of 
Weston Biscuit Co., Passaic, N. J., 
has been elected president of the 
Biscuit and Cracker Manufacturers 
Association of America. 


NAB District to Meet 


District 16 of the National As- 
sociation of Broadcasters will hold 
its annual meeting in Phoenix, 
Nov. 28-29. 


These useful Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 
model building and hobby 
crafting — are constant re- 
minders of your products 
and services ... and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel 
..+ handles are of durable, 
bright red plastic. All 
tools are housed in hollow 
handles — and kits are in- 
dividually packed. Han- 
dies can be imprinted .. . 
with your name or trade 
mark ... at nominal cost. 
Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
imprints. Quotations will 
be sent promptly. 
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You Ought to Know e « Hubert S. Foster 


In printing and paper-making 
circles, there is a growing legend 
about the advertising director who 
makes and prints the etchings for 
his own adver- 
tising, the vint- 
ner who makes 
his own wines 
and prints their 
labels, the host 
who welcomes 
20 or 30 people 
at a time to his 
two homes on 
Fortescue Island 
in Delaware 
Bay. 

The man, of 
course, is Hubert S. Foster, adver- 
tising director of the Mead Corp., 
and for a generation one of the 
leaders in this country’s graphic 
art advertising. 

Born and brought up in south- 
ern New Jersey, Hank Foster has 
been by turn newspaper editor, job 
printer, salesman, and advertising 
director. And to make it a full life 
he has carried on intermittently as 
etcher, artist, photographer, na- 


Hubert S. Foster 


turalist, philatelist, wine-maker 
and fisherman. 
When still in school he was 


eastern manuscript manager of the 
American Amateur Press Associa- 
tion. He had his own type and 
press and his own monthly, the 
“Criterion,” which he illustrated 
by chalk plates and patent leather 
tint blocks. As a side line he set up 
a mail order business in letter- 
heads and stationery. 


a At 16, by the time most boys 
are wondering where they will 
apply for their first job, Hank had 
already served his apprenticeship 
as editor and printer and was in 
charge of the weekly Five-Mile 
Beach Journal of Wildwood, N. J. 
—the youngest newspaper editor 
in the state. 

However, it was hardly a job to 
hold a young man of ambition, and 
a few years later Foster went to 
work for the Lakeside Press, R. R. 
Donnelley & Sons Co., Chicago. 
The bulk of the Donnelley print- 
ing consists of telephone books, 
mail order catalogs, and weekly 
magazines like Life and Time, but 
Lakeside also maintains an active 
general printing business. Here, 
in the “Small Job” department, 
Foster settled down for ten years. 
He was a small job printer, with 


all the resources of one of Amer- 
ica’s great printing houses at 
his disposal. 


ws While there, Hank introduced— 
and for a while edited—an in- 
ternal house organ which still 
survives as “The Lakeside News.” 


|| He helped produce the famous ad- 
= |vertising pieces which are collec- 


tors’ items, and one of which was 
recently listed for auction at the 
Parke-Bernet Galleries. He was, 
also, at a later date partly respon- 
sible for bringing Bill Kittridge, 
the typographer and designer, to 
Donnelley’s from Philadelphia. 

Family ties, however, were back 
East, and dbout 1920 Hank came 
back to Philadelphia at first as de- 
signer and editor for U. S. Fashion 
and Sample Book Co. and then to 
work for A. M. Collins. 

In 1934 he joined Mead Corp., 
a growing paper manufacturer 
which until then had sold only by 


contract to big buyers. However, 
Mead was ambitious to establish 
a distributor organization selling 
branded papers, and Hubert Foster 
worked with them through the 
30s to develop a distributor or- 
ganization, and to establish the 
various Mead brand names. 


ws Here, in his role as director of 
advertising for Mead, Hank Foster 
has settled down to a routine that 
would kill off many a softer man. 
He originally maintained offices in 
the Public Ledger Bldg. in Phila- 
delphia, in association with the 
Dill & Collins offices (another 
Mead subsidiary). However, of late 
his activities have centered more 
and more around the Mead Sales 
Co. at 230 Park Ave., New York. 
His advertising for the Mead, 
Dill & Collins, and Wheelwright 
lines has won one DMAA award, a 
War Advertising Council award, 
American Institute of Graphic Arts 
awards and appearances in the Art 
Directors’ Annuals. Foster pio- 
neered in the improvement of the 
annual report, and Financial World 


has repeatedly cited Mead reports 
for excellence. For nine years he 
also edited and produced “Better 
Impressions,” a sprightly quarterly 
which demonstrates (and samples) 
Mead papers, and which Mr. Mead 
said recently represents the best 
dollar the company spends for di- 
rect advertising. 


ws Foster was for years an of- 
ficer and active member of the 
Philadelphia Art Directors Club, a 
leading member of the Philadel- 
phia Sketch Club of which he is 
at present a trustee, and president 
of The Philadelphia Club of Print- 
ing House Craftsmen. Throughout 
prohibition he manufactured a 
variety of wines in his cellar, and 
the Sketch Club met there. Need 
we say that meetings were un- 
usually well attended? 

On one occasion, the Medieval- 
ists, a recondite organization of 
artists and scholars, sampled 22 
different wines provided by Foster 
to accompany a paper on ancient 
wining and dining. And each man 
went home with a presentation 
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bottle to boot. Wines, of cours: , 
demand labels, and for an etch, 
this was a work to be carried 0: 
with his own hands on his own 
etching press. 

A taste for wine almost nece:- 
sarily accompanies a taste for fii.e 
food, and Hank is unquestionab y 
a home-style gourmet. One of tlie 
early patrons of Christ Celle’s 
restaurant on 45th St. in New 
York, Foster is a -familiar figu e 
now at the sanded birch table 
back in the kitchen. 


ws In the past decade, Foster has 
multiplied his private life not on\y 
by working simultaneously in New 
York and Philadelphia but also by 
living simultaneously in Philade!|- 
phia and on Fortescue Island in 
the lower reaches of Delaware Bay. 

Fortescue is a real fishing com- 
munity, about 25 miles from Cape 
May and the southern end of New 
Jersey. It’s the kind of spot that 
appeals instinctively to men (if 
not to their wives). There’s a dock 
in front of the house, so close that 
one guest reports you can lie in 


WILL YOUR NAME 
BE REMEMBERED 


Place your name and business on a GITS 
Quality Plastic Product, assuring a con- 
stant and friendly reminder of your serv- 
ices . . . an inexpensive but practical 
means of never letting them forget you. 


Gits Knife, finest steel 4-in-1 
blade, one hand operation, 
safe-locks in 5 positions for 
variety of uses—impfifting 2 
or 3 lines in gold, silver or col- 
or. Lustrous colored handles. 
Gits Razor-Nife with or with- 
out gold colored key chain, 
a razor blade with a safety 
handle, refillable, assorted 
colors. Imprinting 2 or 3 
lines. Lasting reminder. 


Gits Flashlights—Yes, the 
famous unbreckable plastic 
“Mile of Light” flashlights, the 
No. 100 "Plastic Eye"’ 
(straight) model or the No. 
122 “Super Right Angle” 
with belt clip. Lustrous col- | 
ors, stunning design, pre- 
focused with nickel plated | 
solid brass reflector. Shatter- 
proof lens. Memory-wise, the 
last word in thoughtfulness, 


Ask your favorite specialtyjobberto | 
show you thelong line of GITS Quality Plastic Products, 
or write direct oF. » 


y 2 ES 
ng ° 
4600 W. HURON ST., CHICAGO 44, ILL. 


Manufacturer of the famous Gits Savings Banks, 
Games, Letter Openers, Key Holders, Poker Chips, 
Stir Sticks, Etc. 


CANADIAN DISTRIBUTOR: Myer Bald, Lid. 
69 York Street. Toronto 
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nT ST ONE PUBLICATION 


From the time of its inception back in 1889 DOMES- 
TIC ENGINEERING has consistently maintained its 
position of leadership in the vast field of plumbing and 
heating. 

A prime factor in-every major movement which has 
affected this industry in the intervening six decades, 
DOMESTIC ENGINEERING continues to lead the way 
today. Through constructive, far-reaching industry-wide 
editorial programs, campaigns and competitions, DO- 
MESTIC ENGINEERING is constantly keeping the 
contractors, dealers, wholesalers, manufacturers and 
other important factors which make up this field fully 
abreast of those developments that are closely related 
to their business activities. 

This is the kind of editorial leadership which has built 
in the minds of the men who constitute this industry 
a degree of confidence which could be equalled or ap- 
proached by few business publications. It is the kind 
of leadership that has created a reader interest that 
has been maintained constantly at high levels through 
the years .... an interest which, as a natural conse- 
quence, is reflected in the advertising pages and to the 
definite advantage of every manufacturer whose product 
story appears in these pages. 


RECOGNITION FOR ACHIEVEMENT 


In nationwide competition among business papers 
DOMESTIC ENGINEERING is the only publication 
serving this industry which has won awards for editorial 
achievement. Actually these top honors have come to 
DOMESTIC ENGINEERING Publications thirteen 
times within the past ten years. We believe that these 
awards offer additional convincing evidence of the con- 
tinuing high character of the editorial content which 


THE ONLY EFFECTIVE — 


2-Way COVERAGE 


has made DOMESTIC ENGINEERING the one out- 
standing publication in its field. 


DOMESTIC ENGINEERING IS 
PREPARED TO HELP YOU 

The various helpful facilities of the DOMESTIC EN- 
GINEERING organization are at the disposal of every 
manufacturer of heating, plumbing, air conditioning and 
related products who use advertising space in either 
of these publications. These include Catalog Preparation 
and Reprinting, Manufacturers’ Representative Service, 
Marketing and Research assistance, List Rental and 
Mailing Services and many other functions that are 
equally vital to complete and effective product mer- 
chandising. If you are not entirely familiar with these 
publications or these essential services, Consult Your 
Advertising Agency or write direct for detailed infor- 
mation. 


HOW DOMESTIC ENGINEERING 
BUILDS BUSINESS FOR YOU! 


Editorially DOMESTIC ENGINEERING is designed 
to be of greatest assistance to its industry as a whole. 
One in a long series of editorial projects by which this 
industry has benefitted over the past sixty years is the 
current All-Industry Merchandising Contest in which 
thousands of contractors, dealers, wholesalers and 
manufacturers are actively participating. Like so many 
other DOMESTIC ENGINEERING editorial programs, 
this contest has struck a responsive chord throughout 
the field and has proven an effective sales tool which 
is actually building business for the industry. If you 
are not now a participant learn how this industry-wide 
program can benefit you. Write for details. 


...OF THE PLUMBING, HEATING 


AND AIR CONDITIONING FIELD 


Together DOMESTIC ENGINEERING and DOMES- 
TIC ENGINEERING CATALOG DIRECTORY consti- 
tute the backbone of every well conceived promotional 
program in the heating, plumbing and air conditioning 
field. Together they offer you your most practical, most 
economical and most effective approach to this tre- 
mendous market. Together they afford you the only 
effective two-way coverage of the important buying 
factors that make up this field. 
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bed and spit in the ocean. In the 
sp cing and fall, there are thousands 
of Canadian “snow” geese and 
ducks on the marshes and feeding 
grounds of the bay. 


s The Fosters comprise a sizable 
and hospitable clan, and the hous- 
ing shortage in Fortescue is a 
ci ronic weekend problem. There 
are four children and five grand- 
children, not counting various 
otner branches of the family tree. 
Mr. Foster’s mother, who is 88, 
lives there and is still very much 
alive. Until recently no traveler 
returned from Fortescue without a 
report on Mrs. Foster swimming 
regularly in the Bay. 

Annual outings and picnics for 
the Philadelphia Sketch Club, 
Medievalists and employes of as- 
sorted Philadelphia printing com- 
panies used to put quite a strain 
on the housing facilities until a 
solution was found in an aban- 
doned house immediately adja-ent. 
The house had been empty ten 
years and was listing 20° to star- 
board when purchased. However, 


a block and tackle set it straight, 
and with new foundations it now 
provides overflow housing for the 
legions of friends and Foster-rela- 
tives (no pun). 

Foster has something over 10,000 
books, for most of which he has 
built the cases himself. (“It adds 
to the pleasure of owning them.”’’) 
He still produces one or two care- 
fully wrought etchings a year. His 
taste in wine keeps him busy in 
the cellar, when he’s not upstairs 
adding to his stamp collection. 

If you'll go over the causeway at 
Fortescue and out to Foster's 
place any Saturday or Sunday from 
May to November you'll probably 
find him serving his favorite sea- 
food, cooked his own way, while 
he explains to a dozen unin- 
itiated friends the difference be- 
tween a true scallop and the deep- 
sea variety that appears on the 
average menu. 


Kiekhaefer Moves Departments 

Kiekhaefer Corp., Cedarburg 
Wis., manufacturer of Mercury 
outboard motors and 2-cycle gas- 


oline industrial engines, has moved 
the sales, service and advertising 
departments of the outboard di- 
vision to the company’s Fond du 
Lac plant, Kiekhaefer Aeromarine 
Motors Inc. 


Lightolier Names Loebelson 
General Sales, Ad Manager 


Meyer Loebelson has been ap- 
pointed general sales and adver- 
tising manager of Lightolier Inc., 
Jersey City man- 
ufacturer of light- 
ing fixtures. Mr. 
Loebelson has 
been with the 
company since 
1921 and has been 
advertising man- 
ager since 1945. 
Now he will co- 
ordinate all sales 
and promotional 
activities of the 
company. 

Edward H. R. 
Blitzer has been named assistant 
to the president of Lightolier. For- 
merly sales manager, Mr. Blitzer 
has been with the company since 
1938. 


M. Loebelson 


FC&BI Names Latin Chain 


Foote, Cone & Belding Interna- 
tional, New York, has completed 
working arrangements with eight 
more South American advertising 
agencies as the first phase of Latin 


American expansion. FC&BI now | 


has a chain of 12 associates in 
Latin America in addition to its 
own regional directors. 

Agencies recently agreeing to 
work with FC&BI on an exclusive 
basis include: Pueyrredon Propa- 
ganda of Argentina; Pueyrredon, 
Rey Kelly, Behrens & CIA., S.R.L., 
of Uruguay; Publicitas of Chile; 
Publicidad Causa of Peru; Propa- 
ganda Epoca Limitada of Colum- 
bia; C. A. Publicidad Laif of Ven- 
ezuela, and Publicidad Astra of 
Puerto Rico. 


RCA Gross Income Rises 

Radio Corp. of America, New 
York, has reported a gross income 
of $275,673,666 in the first nine 
months of 1949, compared with 


$256,968,537 in the same period in 
1948. Net income for 1949 (first 
three quarters) was down $1,033,- 
597 from last year’s $15,128,783 
for the first three quarters. 
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You may be a __ 
TOTAL LOSS fo us! 


Fellow asked us why we advertise in the 
general magazines to sell advertising space 
in Nation’s Business. Wasteful, he says. 

He's right. The Westport housewife who 
dotes on The New Yorker, the Cornell co-ed 
who loves Time, and the Boise bottler who 
reads Nation’s Business may never buy a 
line of advertising in Nation's Business. 

We're not advertising to them, although 
we use the magazines they read. 

We believe these magazines reach a lot 
of possible buyers of advertising space and 
so we don’t worry about waste. 


Every advertising medium has waste. 

Not every subway rider chews gum; not 
every radio listener buys cigarets; not every 
Nation’s Business reader needs an adding 
machine, yet William Wrigley, the American 
Tobacco and Burroughs use car cards, radio 
time and Nation’s Business pages with profit. 

Publishers know they have waste and 
adjust rates accordingly. 

To reach one Nation’s Business reader 
with one page of advertising costs 45/100 
of a cent. Time, with more waste, costs 
35/100 of a cent. The New Yorker, with less 
circulation, and, presumably, less waste, costs 
61/100 of a cent. 

And well worth it, all of them. 


Fact is, an NB advertiser who looked 
through a stack of subscriber cards, said if 
he found one in 200 that might be worth a 
dollar to his sales department, he wouldn't 
worry about the other 199. 

Didn't say what he found, but he’s still 
using pages in Nation’s Business. 

Right now, Nation’s Business is being 
read by 661,294 business men, nearly twice 
as many as read any other business magazine. 

NATION’S BUSINESS . . . Washington, 
New York, Chicago, Detroit, Cleveland, 
San Francisco and Los Angeles 
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ERIOF ADVERTISERS... 


available in 


In 17 weeks, QUICK has attained a circulation 


no other news weekly has reached in less than 9 years. 


Regardless of continuing circulation growth, rates will be firm for 
52 weeks from the March 6, 1950 issue* 


Beginning with the issue of March 6, 1950, QUICK will accept advertising in the 
following units: Four-color pages only for the back cover, inside covers, center 
spread, and six inside pages, or a total of not more than ten advertisements per issue. 


CIRCULATION GUARANTEE 750,000 


QUICK will guarantee advertisers 750,000 average 
weekly circulation. QUICK was first distributed nation- 
ally on July 18, 1949, and by its 17th issue had attained 
a newsstand sale alone of more than 350,000. More than 
150,000 subscriptions have been received direct by mail 
from readers. The present total net paid is above 
500,000. This remarkable growth is continuing. 


SUBSTANTIAL FREQUENCY DISCOUNTS 


Advertising will be sold only on a 13-, 26-, 39-, or 52- 
insertion basis with a schedule of frequency discounts 
offering substantial reductions for increased numbers of 
insertions. The rates will be: 


13 26 39 52 
insertions insertions insertions insertions 


Back Covers (4-color) $45,000 | $ 85,500 | $125,000 | $162,000 


Inside Covers or Inside 
Pages (4-color) 


Center Spread (4-color) 


126,000 
244,000 


35,000 
68,000 


66,500 
129,000 


97,000 
188,500 


Discounts for frequencies above 13-insertions approxi- 
mate 5 per cent for 26 time schedules, 7!%4 per cent for 
39 time schedules and 10 per cent for 52 time schedules. 


FIRM RATES FOR ONE YEAR 


*Rates quoted are firm for 52 issues from the issue dated 
March 6, 1950, to advertisers who have placed their 
schedules prior to that date and whose schedules of 
insertions call for completion by February 26, 1951. 


FINEST QUALITY PRINTING 


The paper stock used to print both the cover advertising 
and the inside advertising pages will be Kimberly-Clark 
Trufect to insure the best possible color reproductions. 
All advertising copy will be printed on sheet-fed letter- 
press. Two 4-page 4-color inserts will be added to 
QUICK to accommodate the inside advertising and not 
reduce the present number of editorial pages. 


All inside advertising pages (with the exception of 
the center spread) will face a full page of editorial 
material. No QUICK advertiser will be positioned 
facing another QUICK advertiser. 


For further details, call or write QUICK, 511 Fifth 
Avenue, New York 17, N. Y. 
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Sunkist Ad Plans 
for Winter Similar 


to Previous Drive 


Los ANGELES—Confronted by the 
increasingly strong competition of 
fresh fruit from Texas and Florida, 
as well as canned and concen- 
trated juices, California Fruit 
Growers Exchange will continue 
to emphasize the superiority of 
fresh oranges in the marketing of 
its 1949-50 Surkist navel orange 
crop in the aggressive manner of 
last year. 

This year’s campaign will follow 
that of last year, with but minor 
variations. There have been a few 
changes in the magazines used; the 
list of newspapers is essentially 
the same; car cards will be used 
in 84 markets, and the two-sheets 
in New York and Chicago have 
been dropped from the schedule. 

The 1949-50 advertising budget 
(subject to change depending on 
the actual amount of oranges to be 
shipped during the season) is esti- 
mated at $800,000. It is based on 
an assessment of 7¢ per packed 
box of fruit, the same assessment 
that has prevailed for the past 
three years. Last year the budget 
was pegged at $850,000, a figure 
that was drastically reduced as a 
result of extensive damage to citrus 
by the disastrous freeze in Janu- 
ary, 1949. 


es Four full-color pages will run 
in the First Three Markets Group, 
Parade, This Week Magazine and 
The Saturday Evening Post. Prior 
to Christmas Country Gentleman 
will carry a b&w page. Between 
January and the end of the mar- 
keting period in April, the same 
magazines will carry a total of 11 
four-color pages and two b&w. 

The newspaper schedule, run- 
ning from Nov. 13 to mid-April, 
includes 310 dailies in 229 leading 
markets. Ads will be four columns 
by 6”. The list is broken down 
to five groups with the top group 
getting 12 ads on an every other 
week basis, and the lowest 
group getting eight insertions. No 
newspaper advertising will be run 
from Dec. 11 through Jan. 8, when 
fruit sales normally are high. The 
use of outdoor will be limited to 
a small number of painted boards 
in New York and Chicago. 

Foote, Cone & Belding, Los An- 
geles, is the agency for Sunkist. 


OUR READERS ARE 


read every month by the 
Creamery Products Manu- 
facturers. Producers of but- 
ter, cheese, dry, condensed | 
and evaporated milks. 
Most of these plants are 
located in large cow-popu- 
lated areas and have sub- 
stantial purchasing power. 
*oenereeeee#seeeenfeeeeee#e#e#e 
read every month by ICE 
CREAM MANUFACTURERS 
located in all cities and towns, 
and who sell through whole- 
sale outlets as well as com- 
pany-owned of controlled 
stores. 
eevee eeeeeveeeeevneeeeenees 
read every month by Milk Deal- 
ers — producers of bottled prod- 
wets, cottage cheese and other 
dairy products, and are pack- 


the 
ICE CREAM 


REVIEW 


agers and distributors of butter 

and eggs. 
@eeeseeeoeenseeeseedeenseoeeo7e7egee 
Every worthwhile milk dealer, 
creamery products manufac- 
turer and ice cream manu- 
facturer regularly uses this 
large red book as a BUY- 
ING GUIDE and DIREC- 
TORY. it is the annual, 
permanent, BUYER'S REFER- 
ENCE book. 


| OLSEN PUBLICATIONS _ 
\ 9). 1445 NORTH FIFTH STREET 
bf cgerhatan saat tene 


ot Oe 


Station WKLO to Join ABC 
WKLO, Louisville, will affiliate 
with American Broadcasting Co. 
as of Jan. 1, 1950. The station, 
which operates on 5,000 watts day- 
time and 1,000 watts nighttime, 
will replace WINN, a 250-watter. 


Kudner Shifts Finney 

Peter Finney has been trans- 
ferred to the service department 
of Kudner Agency, New York, as 
a contact on the Admiral Corp. ac- 
count. He formerly was on the 
agency’s publicity staff. 


Department Stores 
Will Not Add Many 


Holiday Employes 


New YorK—Department stores 
will not add as heavily to their 
sales forces for Christmas buying 
this year as they did a year ago, 
according to a survey released last 
week by the National Retail Dry 
Goods Association. 

The survey showed 27 out of 


the 41 reporting stores indicated 
that their Christmas employe staffs 
would not be built as heavily nor 
as early as a year ago. 

Most of the stores surveyed ex- 
pect no difficulty in securing ex- 
tra Christmas help. Usual methods 
of securing help will be continued. 
These include the use of classified 
ads, display ads, radio spot an- 
nouncements, and notices in store 
house organs, as well as contacting 
former employes. 

Only six of the 41 stores find the 
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employment situation still tigh 
It was also reported that the ca! - 
ber of current applicants has in - 
proved over 1948. 


GE Offers New TV Sets 


General Electric Co., Syracu: e, 
has added seven new table ard 
console television models to i's 
line. Eastern prices range fron 
$199.95 to $459.95. Four models 
have the “Black Daylight” picture 
tube and all but one of them hae 
built-in antennae. 


THE IRON AGE «+ 


His surprise doesn’t surprise us. For the foes of American enter- 
prise keep busy spreading their picture of the American capi- 
talist as an individual bloated with others’ money. On the other 
hand, those interested in preserving our economic system are 
timid about telling the true story. 

The real picture of American capitalism shows not a “handful 
of multi-millionaires,” but millions of men and women from all 


walks of life. 


example of an American capitalist. 


Our astonished friend, the huckster, is a good 
He invested his money— 


his capital—in that ancient truck and its load of fruits and vege- 


tables and set out to build a business of his own. 


As hard work 


builds his business, he’ll need a new truck—or more than one. 
And he’ll need money to pay for this new equipment, money he 
can get from investors—capitalists like himself—who have faith 
in his ability to operate successfully. Sure, Vic the Vegetable 


Man is a capitalist! 


We, at Chilton, recognize the need for spreading the true 
story about capitalism and how it works for the benefit of all... 
the need for bringing Horatio Alger up to date to dramatize 
the fact that every American can be a capitalist and most of 


them are. 


CHILTON COMPANY (INC.) 


Chestnut and 56th Sts. 
Philadelphia 39, Pa. 


HARDWARE AGE «+ 


DEPARTMENT STORE ECONOMIST «+ 
COMMERCIAL CAR JOURNAL « 


BOOT AND SHOE RECORDER « 
THE SPECTATOR LIFE INSURANCE IN AC [ON 


100 East 42nd Street 
New York 17, N. Y. 
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Will Film ‘Queen For a Day’ 


Robert Stillman, independent 
ilm producer, has signed with 
taymond R. Morgan to make a 
novie of “Queen for a Day,” the 
Mutual show which Mr. Morgan 
yackages. The entire cast of the 
show will appear in the movie 
version, including emcee Jack 
Bailey and director Jim Morgan. 


To Searle & Parks 

Searle & Parks, Hollywood, has 
»btained exclusive distribution and 
sales rights for the radio program, 


“Let George Do It,” in all ter- 
ritories except the 11 western 
states and British Columbia. The 
show, now on Don Lee stations, 
has been sponsored by Standard 
Oil Co. of California since Sep- 
tember, 1946. 


Sparkletts Appoints George 


Ernest N. George Co., Los An- 
geles, has been appointed to han- 
dle the advertising of both the 
water and beverage divisions of 
Sparkletts Drinking Water Corp., 
Los Angeles. 


Kaiser Tells Plans 
to Build New Car 


Detroit—Kaiser-Frazer Corp. 
will have its light automobile 
ready by early spring to compete 
with Ford, Chevrolet and Ply- 
mouth, Edgar F. Kaiser, company 
president, told his dealers. 

Kaiser emphasized the car would 
be standard size but warned: 
“Don’t create the impression this 
will be a $1,000 car. It will be in 


the same class as the current low- 
priced cars.” 

This was the first definite in- 
formation that the company would 
use its new $34,000,000 RFC loan 
to bring out the low-price car. 
Heretofore, the new car was only 
speculation. 

Kaiser assured the dealers that 
the present line of Kaisers and 
Frazers will not be orphaned. The 
company intends to continue build- 
ing these higher price lines “with 
improvements,” he said. 
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CHILTON 
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AUTOMOTIVE INDUSTRIES 


DISTRIBUTION AGE 


* MOTOR AGE 


Pictures of the new car showed 
resemblances to Studebaker in 
front. It has upswept fins in the 
rear, a sweeping fender that goes 
through the door and vanishes into 
the rear. The car shown was a 
two-door sedan. 

Referring to the $10,000,000 loan 
for dealers just granted by the 
RFC, Kaiser said it would be 
used for the factory, dealers and 
finance companies to back the 
marketing of the low-price car. 

He said present difficulties were 
due to all-time low inventories 
in the hands of the dealers and an 
all-time. high at the factory. 


Joins Standard Outdoor 


C. E. Stevens Co., Portland, Ore., 
independent outdoor poster pro- 
ducer, has become a member of 
Standard Outdoor Advertising, an 
organization for the promotion of 
greater understanding and appre- 
ciation of outdoor advertising, 
which has a membership of 15 
major producing companies and 
subsidiaries. 
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. . transportation readers—including man- 
agement, operating and purchasing officials 
in railroads, motor transport companies, 
steamship lines, airlines and shipper- 
manufacturer companies. This is a top; 
notch materials handling market for con- 
veyors like Masonway Conveyors and it is 
a vast market which will draw interest in 
your products featured in TSN. 


Therefore, you can do an unduplicated sales 
job in TSN by telling your story to your 
accepted market in the transportation indus- 
try, and at the same time explore other 
potential transportation markets. A _ test 
schedule will prove how TSN's editorial and 
advertising columns assure you tangible 
results at low cost. 


TSN is affiliated with the Traffic World, oa 
$20 a year ABC transportation news weekly, 
founded in 1907: 


T ransporta tion 
Supply News — 


418 S. MARKET ST., CHICAGO 7, ILL. 
‘New York 17—122 East 42nd St. 
Seattle 4—618 Second Ave. 

los Angeles 14—1709 W. 8th 
‘San Francisco 4—Russ Bldg. 
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‘Children’s Decade’ 
Coming, ‘Parents’ 


Magazine’ Deduces 


New Yorxk—tThe 1950-1960 dec- 
ade will be the “children’s decade” 
because increases in the birth rate 
during and since the war will 
result in more children of all ages 
during this decade than ever be- 
fore in American history, Parents’ 
Magazine asserts in a new booklet. 

Basing its figures on VU. S. cen- 
sus data and on careful estimates, 
Parents’ Magazine sees 47,928,000 
children under 19 years of age 
in 1950, 49,049,000 by 1955, and 
49,075,000 by 1960. These totals 


KLX 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 


by Burn-Smith Co., inc 


compare with 45,305,604 counted in 
the 1940 census. 

By age groups, the Parents’ 
Magazine figures show the fol- 
lowing: 

1950 1965 1960 
Under 5 years 12,141,000 11,112,000 19,717,000 
Ste 9 years 13,804,000 12,844,000 11,766,000 
10 te 14 years 11,301,000 13,846,000 12,804,000 
15 te 19 years 10,592,000 11,247,000 13,788,000 


a U.S. families with children now 
spend a total of more than $89.4 
billion annually, the booklet says, 
based on Department of Com- 
merce figures. The expenditures 
include (in millions): food, $33,- 
525; clothing and accessories, $12,- 
248; personal care, $1,252; housing, 
$7,778; household operation, $11,- 
890; medical care, $4,023; personal 
business, $3,308; transportation, 
$8,403; recreation, $5,096; miscel- 
laneous, $1,877. 

The booklet also includes a va- 
riety of statistical material deal- 
ing with the Parents’ Magazine 
audience, their economic status, 
age groups and reading wants. 

In what it calls “the age of ac- 
cumulation”—from 18 to 35—Rar- 


i aa 
ied 


ents’ Magazine claims greater con- 
centration than women’s service 
magazines, the weeklies, or general 
monthlies. Of ‘its readers, 67.9% 
are reported in this age bracket by 
a Starch study. 

A “reader heat” survey con- 
ducted by Dr. Raymond Franzen, 
in which 1,000 Parents’ Magazine 


subscribers were qiestioned on|’ 


their preferences among 21 maga- 
zines, is also briefed in the book- 
let. 


Throwsters Names Le Quatte 


H. B. LeQuatte Inc., New York, 
has been named by the Throwsters 
Group of the National Federation 
of Textiles, New York, to promote 
the use and advantages of twisted 
nylon in the construction of wo- 
men’s hosiery. Radio and direct 
mail is being used. 


Seagram Profit Declines 

Net profit of Distillers Corp.- 
Seagrams Ltd., Montreal, for the 
fiscal year ended July 31 declined 
to $34,766,292 from $54,735,660 for 
the previous year. Sales for the 
year amounted to $726,949,739. 


Barnes to Become Partner 
in Calkins & Holden Agency 
Effective Jan. 1, 1950, Z. C. 


(Jess) Barnes will become a part- 
ner in Calkins & Holden, New York 


agency. Present 
partners of the 
agency are: J. 


Sherwood Smith; 
Rene Clarke, and 
R. P. Clayberger. 
Mr. Barnes was 
formerly vice- 
president in 
charge of sales of 
Mutual Broad- 
casting Co, 
where he had 
been since 1943. 
Prior to that he 
was vice-president of Outdoor Ad- 
vertising Inc. for 11 years. 


Z. C. Barnes 


Arrow Van Starts Drive 


Arrow Van & Storage Co. Ltd., 
newly formed subsidiary of Arrow 
Transfer Co., Vancouver, B. C., 
has started a campaign of weekly 
advertisements in daily papers and 
trade publications in British Co- 
lumbia and Alberta. O’Brien Ad- 
vertising Ltd. handles the account. 
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you place on QUALITY! 


/ Flower scores by either a Whisker — 


or a Mile—depending on what value 


Since 1888 Flower has been delivering 
a premium in the form of QUALITY 
with every Flower Electro. 

This QUALITY-premium assures 
faithful reproduction of your 


forms and originals. 


If it’s QUALITY and Service at their best 
you're after, your best bet is... 


WAX 


UPTOWN PLANT 


461 Eighth Avenue (at 34th Street) 
New York 1, N. ¥. - LOngacre 3-3126 


e LEAD e 


TENAPLATE 


DOWNTOWN PLANT 


216 William Street (at B’klyn Bridge) 
New York 7, N. Y. + BEekman 3-1330 
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Los Angeles Video 
Families Desire 
Free TV Programs 


Los ANGELES—Three-fifths 0: 
Los Angeles’ television familie 
would not be willing to pay a fe 
to see telecasts of such events a 
football. or boxing, according to « 
survey of 2,000 families made by 
Woodbury College’s television re- 
search bureau. 

The study, second in a continuing 
series, disclosed that 66% of the 
respondents think the “literary” 
quality of television is on the same 
level or better than the movies and 
that 50% think TV’s “literary” 
merits are equivalent to or better 
than that of books. 

Set owners, apparently, aren't 
willing to pay more than the set 
cost and service charges to see 
programs. They consider TV “free” 
entertainment, as suggested by the 
fact that 86% said that they would 
be willing to pay as much as 25¢ 
to see TV on a large screen in a 
theater. 


m RCA sets are most numerous, 
with installations in 16% of the 
sample homes. Philco is second 
with 15%; Admiral is third with 
13%; Hoffman fourth with 9%; 
Packard Bell fifth with 7% and 
General Electric sixth with 6%. 
Other makes accounted for the re- 
maining 34%. 

When asked which station was 
tuned in most frequently, 26% 
said KTLA; 12% said KTTV; 11% 
said KNBH; 11% said KECA; 10% 
said KLAC; 8% said KTSL, and 
8% said KFI. The remainder made 
no answer. 

Students making the survey also 
asked the question: “If an away- 
from-home event were telecast, 
would you prefer to view it at home 
or see the actual performance?” 
Seventy per cent said they’d stay 
at home and 28% were willing to 
leave the hearth to see the per- 
formance, while the rest were un- 
decided. 


‘Star-Telegram’ Hits 
Peak with 480-Page 


Centennial Edition 


Fort WortH—The Fort Worth 
Star-Telegram, which planned to 
get out a “good edition” marking 
both the city’s 100th anniversary 
and completion of enlarged and 
re-equipped newspaper and new 
radio and television plants, ap- 
peared Oct. 30 with a 480-page 
record-setter. 

The 29-section, seven-pound 
Sunday edition was the largest 
ever published in Texas and sec- 
ond largest in U. S. newspaper 
publishing history. Only the Mi- 
ami Daily News exceeded it, with 
a 504-page edition back in 1925. 
The Star-Telegram topped a sim- 
ilar centennial edition of the ‘’. 
Paul Pioneer Press April 24 this 
year, which ran 420 pages. 

Star-Telegram executives said 
the big issue was produced in the 
plant without interruption of nor- 
mal operations, despite the fat 
that October was its biggest mon'h 
to date in advertising and circul: - 
tion. 

The centennial issue carried 2 | 
full-page advertisements. Pres 
run amounted to 230,000 copies. 


Issues Booklet on Postage 
Pitney-Bowes, Stamford, Con: , 
maker of postage meters and ma: - 
ing machines, has prepared 
booklet form a series of case hi - 
tories in direct mail advertisi: : 
testing of various forms of postag . 
“How to Increase the Prestige a’ ' 
Pulling Power of Your Mail” co‘ - 
ers the effect of an envelope > 
postage on the addressee, with 
special study of the response fro: 
promotional and research mailing 
Included is a chart showing t!: 
rankings of various types of pos’ 
age. 
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Which 
ad was 
best-read 
per dollar 


am 
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7 


Both of these 7-Up advertisements 
contain the same headline, art and copy. 
Which do you think was best-read 

per dollar...“A” or “B” ? 
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(to question on preceding page) 


| : . 
, Wa S t h e WI il i eC [ ses8 When 7-Up ran the same identical headline, illustration and copy 


in leading weekly magazines and in Puck (the only national comic 
weekly)... this is what happend on a readership per dollar basis: 


} 7 N Noted Seen-Associated Read Most 
| eres e S OF PUCK (¥% page) .......868.....837..... 521 
. Magazine A (1 page) 292 286 140 


Magazine B (2 page spread). 176..... RN 92 


_ And this is not an isolated case... 


In Puck, The Comic Weekly, “the most exciting comics in print” 
excite the reader into reading the ads too. 


= By “exciting” we mean “Popeye”! He put spinach on your table! 


. | By “exciting” we mean “Jiggs”! He sold America “corned beef and 
| cabbage”. He put it on your menu. 


By “exciting” we mean “Flash Gordon”! His glamorous Dale sold 
America upswept hair-dos and “wedgies”. 


By “exciting” we mean what happens to the 8,375,472 
Puck families in the more than 7,000 communities where 
83% of all retail sales are made...including men, women, 
teen-agers and millions of youngsters... when they get all 
het up about these /iving, exciting characters in the edi- 
torial pages of Puck. It’s like momentum... when you get 
people moving with you... get them excited and inter- 
ested ...they keep moving with you...they follow 
through from Puck’s all-star cast of characters to your 
advertisement. 


May we place before you the booklet of 
success stories “Getting More Out of the 
Dollar” a story on both readership and 
sales of leading American advertisers 
who, year-in-and-out, profit by the ex- 
citement that follows through from 
Puck’s editorial pages into their adver- 
tisements. 


Just phone or drop a note on your busi- 
ness letterhead... 


wy 


y+ 


THE COMIC WEEKLY 


America’s Most Powerful an Lelong Sales Force 
! ABC CIRCULATION MARCH 31, 1949: 8,375,472, 

INCLUDING PHILADELPHIA BULLETIN 

The Only NATIONAL Comic Weekly, A, Hearst Publication 

63 Vesey Street, New York; Hearst Building, Chicago 
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Advertising Age, November 7, 1949 


Temporary Licenses 
Granted by FCC to 
11 Network Stations 


WASHINGTON—Many of the key 
stations of three big radio chains 
vere on four-month temporary li- 
enses last week, as the Federal 
Communications Commission tried 
o determine whether networks 
1ave used national spot sales or- 
ganizations to elude option time 
limits of its chain broadcasting 
regulations. 

In letters to Columbia Broad- 
casting System, National Broad- 
casting Co. and American Broad- 
casting Co. Monday, FCC calls at- 
tention to charges filed by the Na- 
tional Association of Radio Station 
Representatives. Hearings on these 
charges held more than a year 
ago produced “uncontroverted evi- 
dence” that the networks were 
acting as representatives selling 
national spot advertising for some 
affiliates, FCC pointed out. 


FCC regulations adopted in 1943) 
prevent a network from exercising 
power over affiliates’ non-net- 
work time rates or option time. | 
Independent station representa-| 
tives contend that a network spot 
sales staff representing an affiliate | 
tends to push network program- 
ming at the expense of spot or se- 
lective time, and so circumvent 
the FCC rules. 


s Regular renewals will be with- 
held, the networks were told, until 
FCC determines whether their ac- 


tions in representing affiliates in|@ 


selling national spot and other 
commercial time has resulted in 
any option time rule violations. 

The CBS stations involved are: 
WCBS, New York; WCCO, Min- 
neapolis; WBBM, Chicago, and 
KCBS, San Jose, Cal. NBC sta- 
tions are KOA, Denver; WMAQ, 
Chicago; WNBC, New York, and 
KNBC, San Francisco. ABC sta- 
tions are WENR, Chicago, WJZ, 
New York, and KGO, San Fran- 
cisco. 


DROPS ACTION ON 
STATION'S GIVEAWAY 


WASHINGTON—The Federal Com- 
munications Commission last week | 
removed its sword from over the 
head of WARL, Arlington, Va., 
first station to be accused of broad- 
casting a “giveaway” incorporating 
a “lottery.” 

For nearly two years, WARL 


a 


4 conor PRINTERS 


*Comic Books 
32—40—48—64 pages 


- Commercial Comics 
with covers or stitched and 
trimmed self cover. 

16—32—48—64 pages 


Farm Magazines 
1 to 4 colors 


High speed 4-color news print 
‘nd cover printing presses. Largest 
indery in the EAST — saddle 
‘itch and side wire. 20,000,000 
= note SS-aage magesines. 
onthly pacity. Ww ippin 
»st— Central Location for . ail 
ad Overland Freight. 


LOWEST PRICES FOR 
QUALITY WORK—Inquiries _ 
solicited for COMPLETE 
BOOKS, CATALOGS AND 
MASS PRODUCTION COVER 
PRINTING AND BINDING. 


PRESS, INC. 


221 CONYNGHAM AVENUE 
Wilkes-Barre, Pennsylvania 
NEW YORK OFFICE: 
60 EAST 42ND ST. 
Phone: MUrray Hill 2-4912 


~_= “Brokers Protected” 
| CENTRAL COLOR 


operated on a temporary license 
while FCC tried to decide whether 


its telephone quiz, “Dollars for 
Answers,” violated lottery sections 
of the communications act. 

As a result of its study of WARL 
programming, FCC determined 
that a general statement of “give- 
away” rules would help broad- 
casters. In renewing WARL’s li- 
cense last week, FCC said that 
nothing useful would be accom- 
plished in further litigation of 
this case, because the entire “give- 


27 


away” question is already before 
the courts. 

It noted that WARL has dropped 
“Dollars for Answers.” 


Becomes Monthly Publication 


Effective with the February, 
1950, issue, Canadian Packaging, 
published by Maclean-Hunter, To- 
ronto, will become a monthly pub- 
lication. It was originally issued 
seven times a year. The new rate 
card shows the basic page rate to 
be $150. 


BIRTHDAY IN LOS ANGELES... 


Yes, the husky young Mirror is the talk of Southern 
California! Just one year old — and a record of growth 
that most newspapers would be proud to make in a 
decade! Over 7,250,000 lines of advertising in the first 


In Los Angeles 


you'll look BIGGER in... 


GOING PLACES! All Los Angeles celebrated The Mirror’s October 11 
birthday! And all of them knew The Mirror was going places, too! 


NO PLACE 
LIKE HOME! 
And that’s Pil 
where more and 7, Lee 
more folks are a i 


getting their 

Mirror. Over FLYING HIGH! Like the banners that proclaimed 

one-half of The The Mirror’s birthday, Mirror circulation and 
advertising linage are flying high, too! 


fee 


Mirror’s fast 
growing circula- 
tion is carrier 
delivered. 


i. 
- 


REACHING 
FOR A 
MIRROR! 

The Mirror’s big 
160 page birth- 
day issue was 
the talk of the 
town! Street 
sales hit new 
highs! 


“MIRROR 5 b 


~ 2a 


year .... and a 175,000 Guaranteed Daily Circulation 
Average for the first 6 months of the second year! No 


wonder advertisers are saying “The Mirror Moves The 
Merchandise,” and why we say, “TAKE ALOOK NOW!” 


REPRESENTED BY O’MARA & ORMSBEE, Inc. 


New York e Detroit °* San Francisco 


Chicago ° 
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el Readers return more often 
to the Post 


bos eee 
cans) OEE 
Uf 242 romes 


Average number of times picked up—total readers. 


For years, advertisers have sought more 0. 
Readers spend more time 


the size of its circulation, the quality of wee Sas Must ’ 


POST te 2 HRS. 54 MIN. 
a 
COLLIER’S al l 2 HRS. 38 MIN. 
LooK lal la 


Average time spent with one issue—total readers. 


information about a magazine than just 


its distribution, the amount of advertis- 


sn os 


aw TS Le co 


ing linage it carries. 


Now at last, in a recent comprehen- awe Figure 1 shows graphically that read 


sive survey, readers themselves reveal ers spend more time with the Post. Thé 


exactly what they think of leading weekly chart shows average time spent with ai | 


magazines ... how they read them... issue by all readers. When it comes ( 
A 1 HR. 35 MIN, ; ‘ , 
how they react to the advertising pages. duplicated readership—that is, where 


This new survey examines the compara- person reads both the Post and one ¢ 


tive effectiveness of the Post, Life, the other magazines—the Post’s margi 


Collier’s and Look . . . and shows the of leadership is even more pronounced 


impact of each magazine on the minds of matter of fact, so accurate is this new With women readers alone, the Po! 
scores better than two to one over Lil 


and Look! 


its readers. 


survey that, in estimating the total U. S. 


The most precise research technique 
known to science—the “Area Sampling” 
method—was used to obtain this infor- 
mation. It is the same technique used by 
the Bureau of the Census for its esti- 
mates of the national population. As a 


population of ten years of age and over, 
the reader survey varies from the U. S. 
Census estimate by only 1.46 per cent! 


Many interesting disclosures came 
out of this survey, but the most signifi- 
cant features are as follows: 


The number of times readers pick 4 
an issue is shown in Figure 2. ef 
again the Post is a definite win vet 
once more by a pronounced m -rgifffo « 
among women readers. : 
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The remaining charts reflect the 
nswers to the three questions asked of 
veryone surveyed who read two or more 

the four publications treated in this sur- 
ey. It is interesting to note that over 70 
er cent of all these readers expressed 

definite conviction about each of the 
ree questions! 


3. 


Readers believe the Post 
is more reliable 


86.8% 90.2% 


65.0% 


Post LiFe POST COLLIER'S Post tooK 
Per cent of impact —duplicated readers. 


R: aders were first asked, ‘“Which one 
ft ese magazines do you feel is the 
os reliable?” Figure 3 shows that, 


mo 1g duplicated readers, the Post rates 
Im 


st two to one over Life, almost nine 


0 « ie over Collier’s, and better than 
in 


~ 


to one over Look! 


4. Readers pay more attention 
to advertising in the Post 


90.8% 93.4% 


56.7% 


9.2% 6.6% 


POST COLLIER'S POST Look 
Per cent of impact —duplicated readers. 


Post LIFE 


Next, readers were asked, “In which 
one of these magazines do you pay most 
attention to advertising?” Figure 4 
shows the Post far out front in this cate- 
gory of vital importance to businessmen! 


The final question was, “Which one 
of these magazines gives you the great- 
est confidence in the products adver- 
tised?”” As Figure 5 demonstrates, the 
Post outscores Life by almost three to 
one, and completely over- 
whelms.both Collier’s and Look! 


Fully detailed findings of this 
nationwide reader survey are 
now available in an absorbing 
presentation entitled ‘The 
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oe ) 28S SSS SSEEEESESSSESEEEEEEEESEEEEEEEEEESEESEEEEEEEEEESSEESE SESE ESES 


Fn ee ee ee ee ee ag Fe a en Fp 9 G99 F999. 9.9.9.9, 9,9, 9.9.9. 9_9.9, 9,9, 9,9,9,9_9,9.9,9,9,9.9,' 


5. Readers have more confidence in 
products advertised in the Post 


91. 2% 97.4% 


74.0% 


Post LiFe POST COLLIER'S Post LooK 
Per cent of impact —duplicated readers. 


° 
——-*7e7o oe eee ee “oe 


Measure of a Magazine.” Be sure to see 
it before you spend another advertising 
dollar! Just contact your nearest Post 
representative and ask him to show you 
“The Measure of a Magazine.” It will 
convince you that America’s business 
leaders are using sound judgment as 
they continue to place more advertising 
linage in The Saturday Evening Post 


than in any other magazine! 
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Henry Slesar, 
Y&R ‘Veteran, 
Moves to Orr 


New Yorx—‘“Henry Slesar, af- 
ter five years with Young & Rubi- 
cam, has joined the copy depart- 
ment of Robert W. Orr & Associ- 
ates.” 

This release sounds routine 
enough, and would be, except that 
Mr. Slesar is a veteran copywrit- 
er, and is only 22. 

Slesar arrived at Y&R in the 
summer of 1944, when he was 17, 
and started right off in the 
copy department. He has a modest 
explanation for this break—there 
was a shortage of men at the time. 
While that’s true enough, the 
break came about pretty much 
through his own doing. In fact, 
Slesar, The Saturday Evening Post 
and Y&R somehow seemed destined 
to get together. 


ws In 1944, Slesar was going to art 
school and specializing in layout. 
For an assignment he pulled seven 
ads from The Post and, using them 
as a guide, prepared a series of 
ads for his class, complete with 
layout and copy. The instructor 
was pleased with the general re- 
sult, more so with the copy than 
the layout, and he suggested that 
Henry show the copy to an agency. 
So Henry checked the original 
ads and found that the whole 
batch had been turned out at 
Y&R. Henry appeared at Y&R 
with his portfolio and stayed there 
for some time. Before that year, 
1944, was out, he had written copy 
which appeared in The Post. 


ws Slesar first worked during his 
summer vacation. After finishing 
school, he returned to Y&R in 
January, 1945. He also took a turn 
in the Army from January, 1946, 
to April, 1947, which clipped quite 
some time from his copywriting 
but not enough to check his pro- 
gress. 

Now an old-timer in writing 
copy for national accounts, Slesar 
has worked on Arrow shirts, Life 
Savers, Life, Windex spray, and 
Simmons, to mention a few. And 
The Saturday Evening Post car- 
ried five full-color pages in one 
issue for which he wrote the copy. 


MONEY IN 
THE BANK 


+ + « « and still growing! 
St. Petersburg Bank Deposits 


er $ 4,616,512 
1936 $ 12,909,731 
1940..... $ 21,793,398 
er $111,363,726 
A growth of 2,312%—and— 
as of July 31, $5,000,000 
ahead... still growing! 


Advertise in the TIMES in this, 
America's newest and highly 
prosperous 100,000 market. 
It's money in the bank for you! 


ST. PETERSBURG, FLORIDA 
ty TIMES ~~ 


Theis & Simpson Co., Inc. 
New York Atlanta Chicago Detroit 
V. J. Obenawer, Jr. in Jacksonville, Fila. 


“Biggest kick I ever had,” he re- 
ports, understandably. 

Slesar is an engaging, modest 
fellow who looks quite at home be- 
hind his typewriter, but happily 
gives no suggestion of a youthful 
prodigy. He wears glasses, likes 
bow ties and jazz records. “I’m not 
a collector,” he says. “I just like 
what comes out.” 

Pleasantly also, Slesar attempts 
no profound comments on adver- 
tising. He simply says, “I get a 
great kick out of copywriting. I 


think it’s the heart of advertising, 
and I want to stay with it.” 


AANR Unit Elects Bares 

Wallace E. Bares, Detroit man- 
ager of the Chicago Tribune, has 
been elected president of the De- 
troit chapter of the American As- 
sociation of Newspaper Repre- 
sentatives. Other officers are: Don 
A. Jansen, Cresmer & Woodward, 
vice-president; C. F. Taylor, 
Hearst Advertising Service, sec- 
retary; and C. A. Miller, New York 
Times, treasurer. 


Canadian Oil Names Beamish 


R. L. Beamish, eastern manager 
of Canadian Oil Companies, with 
headquarters in Montreal, has been 
named sales promotion manager, 
transferring to the main office in 
Toronto. 


Joins William Carter Co. 

Bruce P. Fogwell, formerly with 
Gorham Co., Providence, maker 
of silverware, has joined the sales 
promotion staff of William Carter 
Co., Needham Heights, Mass., un- 
derwear manufacturer. 


Advertising Age, November 7, 194 


Telecasts Wrestling Matches 


County Chevrolet Dealers As 
sociation, Los Angeles, is sponsor - 
ing the main wrestling event at 
Ocean Park Arena Friday nights 
on KECA-TV, Los Angeles, for 13 
weeks, starting Oct. 28. Heasley « 
Heasley, Los Angeles, is the agen- 
cy. 


Langhammer Names Dunning 

Kenneth Dunning has been 
named art and production direc- 
tor of Langhammer & Associate: 
Omaha agency. 
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COVERAGE: 


Check ABC figures in 
Standard Rate & Data. 
Get the breakdown of 
actual farm coverage 
throughout lowa. 


68 : ae . ih - ‘ | 
QUALITY OF READER: 


00D PICKING 


See sfuuy titled "Meas- 
uring the World's 
Biggest Farmer” based 
on special U.S. Census 
Bureau Tabulations. 
Compares Wallaces’ 
Farmer subscribers 
with other farmers. 


Check your C:1- 
tinving Study of 
Farm Publicatic 1s 
No. 4, See read 
ship page by pc 7¢ 
and cover to co’ 2! 
for both lowa fo ™ 
men and women 
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Vames Bennett Advertising 
Bennett Advertising Inc., High 
Point, N. C., has been awarded 
Jorth Carolina’s $190,000 a year 
dvertising contract, which was 
eld for the past two years by 
,yer & Gillett, Charlotte. 


loins ‘American Home’ 

Charles H. Smith, formerly as- 
istant New England advertising 
manager of House Beautiful, has 
oined the advertising sales staff 
i American Home in its Boston 


iffice. 


Quaker Oats Makes 
‘Teamwork’ Appeal 
in Employe Report 


CuIcAGO—Today’s teamwork will 
shape tomorrow’s success, Quaker 
Oats Co. is reminding employes in 
a special, two-color “Quaker Re- 
port” being mailed not only to all 
workers but to stockholders and 
leaders in communities where it 
operates mills and grain elevators. 


In simple, easy-to-read style, the 
employes’ report for the fiscal 
year ended June 30 tells how Qua- 
ker workers can count on security 
through high, steady earnings, and 
the added benefits they have. 
Quaker Oats added a group life 
insurance plan during the past 
year; it has a 12-year-old retire- 
ment plan and a profit sharing 
system. 

A center spread, “Quaker in Fig- 
ures,” shows that of $31,200,000 


left to the company after costs and 


taxes, $23,000,000 went to payrolls, 
$4,900,000 to dividends and the re- 
maining $3,300,000 was retained 
“for the future security of both 
you and Quaker.” 


s During the coming year, an ac- 
companying letter explains, “we 
must all look for ways to cut costs, 
to work better and more produc- 
tively as a Quaker Oats ‘team.’ ”’ 
Donald B. Lourie, company pres- 
ident, in a letter to plant com- 
munity leaders says, “Our company 


CONTRES 


- FOR YOU, TOO 


_—————"——~~s sss + 


Facts and figures prove that Iowa is 


the nation’s top farm market. And 
facts and figures prove that advertising 
in Wallaces’ Farmer and Iowa Home- 
stead is the best way to sell to this rich 
market—to Iowa farmers and farm 


ie. 


ae - 


wives who are ready to buy your prod- 


uct. You’ll find valuable 


information 


EADER PREFERENCE: 


farmers. 


Send for study titled g 


“InFARMation Please” 
x eg = 
based onlowa State Pg * te few 4 om 
@Y let) tae, 
College survey to Shwetws eine Wet.0,¢ 
a - et hing Cfgret an Le 
determine the infor- eo Rieer me ty the 


mation: sources and 
preferences of lowa 


PICK IOWA'S TOP SELLING MEDIUM! 


»+. Judged Best by 5 Basic Measuring Standards 


about these people in the reports 
described below—reports based on 5 
basic measuring standards: Coverage, 


Reader Quality, Reader 


Reader Preference, as well as Dealer 
Preference. Write to us today for the 


reports you want. 


DEALER PREF 


fers. 


ERENCE: 


Tell us the kind of 
dealer in which you 
are interested and 
we'll give you the 
dealers’ own an- 
swer on the type of 
advertising he pre- 


Traffic, 


F rae ages le fio. see 
SRE PO IS RDS, Aan 


31 


likes doing business” in those 
cities and “I hope you always con- 
sider Quaker the good corporate 
citizen that it endeavors to be.” 


WOR Realigns Statf 
for Video Duties 


Robert Mayo, formerly sales 
manager of WOR, New York, has 
been appointed director of sales 
for WOR’s AM and TV operations. 
John P. Nell, account executive 
with the station, will become sales 
manager of WOR. 

Donald Hamilton, WOR’s assist- 
ant program director, has been 
named manager of program opera- 
tions for WOR and WOR-TV. 
Robert Brewster, formerly exec- 
utive producer, has been appointed 
program manager for WOR. 


Promotes Hery Woodburn 


Lannon, Roman & Thompson, 
New York, has promoted Herv 
Woodburn, formerly in the con- 
tact department, to sales manager. 
Otto Rebelee, formerly with Kent 
Studios, has been named to suc- 
ceed him as contact man on man- 
ufacturer and dealer promotions. 


Is frequency 
important? 


you bet it is! 


..and it’s doubly important 
in radio. For example, WHTN 
has Huntington’s most favor- 
able frequency (800 kc.) and 
is Huntington's only clear 
channel station. That gives 
WHITN the best.5 mv/m con- 
tour of any station in town, 
regardless of power, plus a 
clear, strong signal that 
reaches the homes of over 
100,000 families. Add to this 
an FM bonus on WHTN-FM, 
most powerful FM station in 
the Central Ohio Valley, and 
you've got a low-cost, high 
power medium for tapping 
the gold in these hills. Take a 
look at the Huntington Market 
...then make up your mind 
to get your share by using 


WHTN and WHTN-FM. 


THE POPULAR STATION 


\A/LAI TAI 
cone WWE ET EO. 


1,000 WATTS 33.000 WATTS 


HUNTINGTON, W. VA. 


For availabilities, rates and 
other information, wire, write 
or phone 


PACE-WILES, INC., 
Advertising 
Huntington, West Virginia 


National Representatives 
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List of Government 
Bureaus’ Retailing 
Information Issued 


WASHINGTON—A new compila- 
tion of government sources of in- 


f formation useful to business be- 


- 


came available Tuesday with the 
publication by the Department of 
Commerce of “Government Infor- 
mation on Retailing.” 

Since it lists material published 
by ten different government agen- 
cies, the 38-page printed booklet 
is of significance to business men 
outside the retailing fields. 

The publication was prepared by 
Joseph H. Rhoads, under the direc- 
tion of Nelson A. Miller, chief, 
marketing division, Office of Do- 
mestic Commerce. 

According to the department, it 
is of particular importance: 

1. To retailers who wish to ap- 
praise their own operations in the 
light of general trends, and who 
need information on marketing 
aids. 

2. Manufacturers, processors, 
wholesalers and other distributors 
who wish to analyze retailing pro- 
blems for merchandising purposes. 

3. Trade associations, trade pub- 
lications, advertising agencies, re- 
search organizations and manage- 
ment consultants. 


s The booklet lists publications of 
the Department of Commerce, 
Department of Agriculture, Fed- 
eral Reserve System, Federal Se- 


) curity Agency, Federal Trade Com- 


mission, Department of Labor, 
Library of Congress’ Copyright 
Office, Post Office Department, 
Securities and Exchange Commis- 
sion, and Treasury Department. 

The book is indexed by type of 
business and by operational sub- 
ject. Among the subjects covered 
are accounting, advertising, credit, 
displays, financing, merchandising, 
personnel training and many 
others. 

“1949 Guide to Government In- 
formation on Retailing” is avail- 
able for 15¢ from the Superin- 
tendent of Documents, Washington 
25, D. C., or from Commerce De- 
partment field offices. 


Stromberger Named V. P. 

T. L. Stromberger, senior ac- 
count executive for the past four 
years, has been named vice-presi- 
dent in the Los Angeles office of 
West-Marquis. 


THERE'S ‘CONCENTRATED 
BUYING POWER IN 
WINSTON-SALEM 

~~ LOOK AT THE EVIDENCE 


1948 
GENERAL 
MERCHANDISE SALES 
$18,179,000* 
SINCE 1940 AN INCREASE 
OF 
264% 


*SALES MANAGEMENT 1949 
SURVEY OF BSUYING 
POWER 


WINSTON-SALEM 


TWIN CITY 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 
KELLY-SMITH COMPANY 


Nationa’ Repres catatie 


Filene Retail Protessor's 
Chair Endowed at Harvard 


Harvard Graduate School of 
Business Administration has re- 
ceived a $300,000 endowment from 
Federated Department Stores and 
the Lincoln & Therese Filene 
Foundation for the esablishment 
of the Lincoln Filene professorship 
of retailing in the business school. 

Directors and officers of Federa- 
ted Deparment Stores initiated 
endownment of the chair, and trus- 
tees of the Filene Foundation en- 
dorsed the move. Lincoln Filene, 


now 84, is president of William 
Filene’s Sons Co., Boston; board 
chairman of Federated Depart- 
ment Stores, New York; honorary 
chairman of the Retail Research 
Association and of the Associated 
Merchandising Corp. 


Frank Best Names Lawler 


William R. Lawler, formerly 
with Frank H. Kaufman & Co. 
and Kudner Agency, has been 
named in charge of art and pro- 
= of Frank Best & Co., New 

ork. 


Lessing Appoints LaGrave 

Ed LaGrave Jr., formerly ac- 
count executive of R. H. Cary Inc., 
Des Moines, has been appointed 
radio director and account execu- 
tive of Lessing Advertising Co., 
Des Moines. 


Bates Joins WHLI, WHLI-FM 

Walter S. Bates, formerly sales 
manager of R. H. Donnelley Corp., 
Brooklyn, has joined the sales de- 
partment of WHLI and WHLI-FM, 
Hempstead, L. I., as an account 
executive. 
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Names Welsh-Hollander 

Welsh-Hollander Advertising 
Los Angeles, has been named t: 
handle the advertising of E. RP 
Wiggins Oil Tool Co., manufac 
turer of Wiggins Instomatic quic! 
disconnect couplings. Trade pub- 
lications and direct mail will be 
used. 


Pittsburgh Outdoor Names 3 

G. W. McCreary, Henry Posne: 
Jr. and William M. Smith have 
been named vice-presidents of the 
Pittsburgh Outdoor Advertising Cv. 


4. N. ADAM & CO., Buffalo, N. Y. 


NEIMAN-MARCUS, Dallas, Tex. 


PROVE HOLIDAY’S SUPER-SELLING 
POWER IN ALL FOUR SEASONS! 


(think of the point-of-sale opportunities!) 


SIBLEY, LINDSAY & CURR, Rochester, N. Y. 


HOLIDAY SELLS THE IDEAj! 


C. CRAWFORD HOLLIDGE, Boston, 55. 
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NBKB Adds Clients, 
Sees Profitable TV 
Around the Corner 


Cuicaco—Station WBKB added 
3 new clients this fall, bringing 
ne total number of video advertis- 
rs on the station to 106, including 
5 national program and spot ad- 
ertisers and 71 local program and 
pot clients. 

John Mitchell, general manager 


foot home freezer, to retail at 
$369; an eight foot combination 
refrigerator-freezer, priced at $360; 
and a 10 foot combination for 
$400 now are in production. 


a significant day for the industry. 
It takes perhaps 200,000 sets in a 
large market to bring a station 
around that long-awaited profit 
corner.” 

The number of sets now operat- 


of the station, is optimistic over 
the developing business and fore- 
casts that the station is moving 
rapidly toward profitable opera- 
tions. 

“Several television operations 
have announced lately that they|ing in Chicago, according to an 
are in the black,” he said, “but! Electric Association estimate, was 
these have been small stations or | about 218,000 on Sept. 31.- 
stations affiliated with AM opera- 
tions. When a large operator such GF Adds Three New Models 
as WBKB, with no AM affiliation,! General Electric Co.’s refrigera- 
begins to make money in a major,| tor division has added three new 
competitive market, that will be! models to its 1950 line. An 11 cubic 


Kleen-Stik Moves Sales Unit 


Kleen-Stik Products Inc., Chi- 
cago, manufacturer of moistureless, 
self-sticking adhesives, has moved 
its sales offices to 225 N. Michigan 
Ave. The sales offices were for- 
merly located at 2611 S. Indiana 
Ave., in conjunction with the 
Kleen-Stik factory. 


ONTH after month, for over three and a half 
years, Holiday retail promotions have chalked 


up records in every state in the country (and in 


Canada, too). 


It’s held true for every type of merchandise 
from furniture to fashion, from cameras to cutlery, 
from pipes to pajamas. In every kind of store, 
Holiday moves merchandise. 


The reason? Simple. 


votes itself so wholeheartedly 

fuller, the wider, the better life. 
zine so whets the appetite for new experience. 
other 
Holiday’s natural merchandising appeal. 


And, 


therefore, no 


No other magazine de- 


PECK & PECK, New York City, N. Y. BONWIT TELLER, New Yor'. City, N. Y. 


is read by people who are able, accustomed, and 
in the mood to buy. 

In the department store field alone, more than 
1,425 major Holiday promotions have been staged. 
Banks a4 windows, interior displays, millions of 
lines of newspaper advertising paid for by the 
stores, radio and television tie-ups, fashion shows, 
and direct mail have been used in these promotions. 


If you are in the retail field, it will pay you to 
find out about future Holiday promotions. If 
you're an advertiser, you'll want to know how 
you, too, can harness Holiday’s amazing ability 
to sell goods. Both these questions can be an- 
swered by writing to Holiday, Independence 
Square, Philadelphia 5 5, Pennsylvania. 


to glorifying the 
No other maga- 


IOSSESSECS 


And it 


magazine 


METROPOLITAN CLOTHING CO., Dayton, O. 
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Dow Chemical 5-Part 
Plan Boosts Plastic 
Sales by 25% to 40% 


New YorK—Sales have increased 
between 25% and 40% on plastic 
housewares as a result of a five- 
point program initiated by the 
Dow Chemical Co., Donald L. 
Gibb, plastic sales manager, said 
last week at the second annual dis- 
play of the company’s Styron prod- 
ucts houseware line. 

Outlining the present program, 
Mr. Gibb said it operates by eval- 
uating each product made, acting 
on all critical suggestions, carry- 
ing on a continuing business pa- 
per advertising campaign, and by 
installing displays in retail stores 
to aid in creating a permanent 
plastics center. 

Steps being added to the cur- 
rent program include _ specialty 
training of sales personnel so that 
salesmen can help retail store em- 
ployes increase store sales through 
greater knowledge of the mer- 
chandise and its uses. In addition, 
a concentrated effort is being made 
to persuade molders to adopt uni- 
form, informative labeling. 


a The use of a consumers’ panel 
has been found invaluable, Mr. 
Gibb said. This sometimes con- 
sists of as many as 200 house- 
wives, who are sent samples to 
test over a specified period and 
who report performances and use- 
fulness. Approximately 40% of 
the new products are rejected for 
various reasons, he disclosed. Last 
year, nearly 60% of the new items 
were found impractical or lacking 
in quality standards. 

The proposed uniform, informa- 
tive labeling program is making 
good headway, Mr. Gibb said. 
About 19,000,000 labels are be- 
ing used by the industry each 
month. 


Lewis to Aikin-McCracken 

Alf Lewis, formerly president 
of Exclusive Radio Features Co., 
Toronto, has been appointed radio 
director of Aikin-McCracken, To- 
ronto agency. He also will be in 
charge of television and film pro- 
motion. 


Vesta Names Lane Agency 
Vesta Underwear Co., Pawtucket, 
R. I., manufacturer of Athena un- 
derwear, has named Lane Ad- 
vertising Agency, New York, to 
handle advertising and promotion. 
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Al Wesley Bowman Studio, Inc. 
s’ 360 North Michigan Ave. « Chicago 
mm Phone CE 6-0233 


Le Blanc Names Agency 
and Merchandising Counsel 


Le Blanc Corp., Lafayette, La., 
manufacturer of Hadacol, a dietary 
supplement for rheumatism relief, 
has appointed Erwin, Wasey & Co., 
New York, to handle advertising 
in daily and weekly newspapers 
throughout the South. 

Hedrick & Towner, Houston, has 
been retained as merchandising 
counsel. Walter L. Rubens & Co., 
Chicago, formerly handled the ac- 
count. 


Art Directors Elect Fry 


Guy Fry, partner and senior art 
director of Gray & Rogers, Phil- 
adelphia, has been elected pres- 
ident of the National Society of 
Art Directors. He succeeds Gordon 
Aymar, New York art consultant. 


‘Get in Tune with 
Tomorrow,’ Stewart 
Tells Insurance Men 


Cuicaco—Life insurance admen 
were told that they “must be in 
tune with tomorrow’s society” and 
that they must identify themselves 
“to a greater extent with the basic 
aspirations and desires of the pub- 
lic for a better tomorrow” at the 
Life Insurance Advertisers As- 
sociation meeting here Oct. 29. 

Representatives of some 150 
American and Canadian life com- 
panies heard Harold M. Stewart, 
executive vice-president of Pru- 
dential Insurance Co. of America, 
assert that “reality takes us to the 


Many More 


ly EE eS EO TD 


eae Rs 


Sales “NATURALLY” higher 
in our Trading Zone 


73.1% of new births are to families living in 
the 8-County trading zone part of the 9-County 
San Francisco market (Bay Area Council re- 
search). And State Department of Education 
records show 77.4% of this market's school 
attendance is in the trading zone. 


Cn Na ee ie a aa eee 


With BIG family appetites, it’s lucky for 
: trading zone families they have more buying 
power (Sales Management's 1949 copyrighted 
survey)...with 6 of every 10 spendable dollars! 


Yes, there’s a difference between our San 
’ Francisco market and, for example, Washington 
D.C. Our market looks more like Cincinnati and 

Boston. Put The Chronicle top of your list! 


eS RE oe ieee = 


: San Jose 


Babies to Buy For 
in San Francisco’s “BEST CIRCLES” 


To sell where family needs 


multiply fast...and money's most plentiful 
...schedule The Chronicle Number One 


T'S NOT ALONE to baby food advertisers that high baby population 
| in our suburbs is important. Parents spend on an expanding 
scale, for most every type of merchandise. And our trading zone 
parents with their higher-than-city incomes daily consult The 
Chronicle before they spend. So don’t “write off” our newspaper 
because it’s not first in city circulation. The Chronicle provides 
plenty of city coverage—a distinctive, better-district kind. And out 
in the trading zone there’s no doing business, you might say, with- 
out The Chronicle! 
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conclusion that the public desire 
for security is genuine. Let’s make 
no mistake about that,” he ad- 
monished the group. 

“The aging population, the eco- 
nomic insecurities that arise fron 
industrialization, the public con 
cern for the underprivileged—a! 
are real. Regardless of how clever 
ly they may be manipulated b: 
left-wing propagandists, they arc 
not the inventions of the soap-box 
reformers. 


w ‘We can’t look squarely at our 
present problem,” he continued, 
“without concluding that we have 
underestimated the need for pub- 
lic education about life insurance. 
So let’s face reality.” 

He said that the life insurance 
companies had not been successfu! 
in selling the American people on 
the virtues of free enterprise, and 
added: “I recommend to you a con- 
tinuing barrage of thoughtful, 
truthful and constructive informa- 
tion in good times and bad until 
everyone in the nation knows the 
real contribution that life insur- 
ance makes to public welfare.” 

Mr. Stewart declared that the 
institutional story must be told. 
The’ public, he said, should be in- 
formed as to “What lies behind 
the industry? How does it oper- 
ate? What is its significance to the 
man in the street? What good does 
it accomplish?” The answers to 
these and similar questions, he 
said, must be broadcast through 
every medium—tfield underwriters, 
advertising and company publica- 
tions. 


Three Advertisers 
Join Fall Pie Drive 


New YorK—Joint promotion of 
coconut pumpkin chiffon pie as a 
fall recipe by Pet Milk Sales Co., 
the American Dairy Association 
and General Foods (for Baker's 
coconut) will be continued through 
November to catch seasonal de- 
mand for the dessert. 

Baker’s opened the campaign 
this month with “Cloud o’ Pump- 
kin” ads in Better Homes & Gar- 
dens, Capper’s Farmer, Country 
Gentleman, Good Housekeeping, 
Ladies’ Home Journal, Progressive 
Farmer and Woman’s Home Com- 
panion, 

ADA will advertise in The 
American Weekly Nov. 20 and 
the November issue of Better 
Homes & Gardens. Pet Milk is us- 
ing 130 newspapers during the 
week of Nov. 14. 

The pie will also be pushed on 
Pet Milk’s “Mary Lee Taylor” and 
“Pet Milk Show” radio programs, 
as well as on “Wendy Warren” 
and “When a Girl Marries,” spon- 
sored by Baker’s coconut. 

More than 7,500,000 recipes are 
being placed in stores by General 
Foods, and Pet Milk will distribuie 
another 1,000,000. Recipes feature 
both Baker’s coconut and Pet Mi'k. 
Both companies are offering 1e- 
tailers tie-in ads and mats. 

Young & Rubicam is handli 1g 
the campaign. 


Campbell Starts Jewish 
Drive, New Use Contest 


Campbell Soup Co., Camd'2, 
N. J., has launched a newspa er 
and radio promotion in New Y: rk 
City aimed at the city’s 2,500, 00 
Jewish residents. Weekly ads 1 
the Daily Forward, Jewish | W 
and Jewish Journal & Daily N:« vs 
plus a 15-minute, five-a-week p °- 
gram on.Station WEVD will bc °st 
the company’s tomato soup. 

In addition, Campbell has ina’ 3- 
urated a weekly recipe contest °F 
new recipes using Campbell’s >- 
mato soup as a sauce or cook '8 
ingredient. The weekly prize ‘5 
$50. Ads are scheduled to run 2 
the New York Daily News,. Jo: - 
nal-American and Mirror in alte°- 
nate weeks. The company’s ré ‘- 
ular spot radio drive in New Yo * 
will continue unchanged. Wed 
Wheelock Co., Philadelphia, ha- 
dles the account. 
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He buys and sells it every day 


This is a portrait of a new kind of salesman. He sells the products of corporations 
whose customers are corporations. Because he must know the hard scientific facts 
about his product he is a scéentific American. 

The chances are good that neither the board members, nor the officers—not even 
the advertising manager—of his company can follow his sales talk. But it is clear as 
a bell to the men he sells in his customer companies. For they, of course, are equally 
scientific Americans. These trained and gifted men write the specifications and see 
that they are met. They set the buying habits of industry. 

These are the men your salesmen have to reach—the ultimate customers in the 
firms with which you do business. Today you can reach the scientific Americans in 
every branch of industry through the pages of a single magazine. The new SCIENTIFIC 
AMERICAN, the nation’s first magazine of science, has brought them together for the 
first time in a single select audience. It’s the magazine they read to keep abreast of 
the major developments across the whole advancing front of science. It’s the maga- 
zine to put your important message over to the scientific Americans. 


*The punch-holes in the SCIENTIFIC AMERICAN Subscriber's Identity 
Card record his title, profession, company and industry. Write to 
SCIENTIFIC AMERICAN, 24 West 40th St., New York 18, N. Y., to see 
the business machine breakdowns of our subscription list. 


SCIENTIFIC [~~ 
AMERICAN 
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Offers Report on Dry Goods 
Wholesalers’ Operations 

The office of domestic com- 
merce, U.S. Department of Com- 
merce, has issued a 194-page re- 
port, “Dry Goods Wholesalers’ Op- 
erations,” which analyzes the dry 
goods wholesale business. The re- 
port shows how the more efficient 
dry goods wholesale firms operate 
and makes suggestions for improv- 
ing operations to reduce costs at 
this level of distribution. 

It is available at 45¢ a copy from 
the Superintendent of Documents, 
Washington 25, and from all U.S. 
Department of Commerce field 
offices. 


BUYS EYES for WISE GUYS! 


Mark'Andy Point-of-Sale Stickers are 
BABY BILLBOARDS that catch the eye 

where they buy. No wetting ... they're 
FREE STICKY... they sell anywhere. Printed to 
your order. Millions sold. Write MARK'- 
ANDY, Inc., Dept.AA!. St. Lovis 22, Mo. 
for details, samples. Do it, today! 


Record Dealers 
Think 3 Speeds 
Here to Stay 


Mostly Unhappy, They 
Have Varying Success 
with Different Types 


New YorK—Record dealers, by 
no means happy about the situa- 
tion, are nonetheless convinced 
that the three speeds of discs (con- 
ventional 78rpm, new 33%rpm 
and 45rpm) are here to stay. 

This was the most noteworthy 
finding revealed in a spot check 
made last week by ADVERTISING 
AGE reporters to determine the ef- 
fects on the industry of the “rev- 


olutionary battle’ between Colum- 
bia Records with its Long Play- 
ing 334%4’s and RCA Victor with 
its “distortion-free” 45’s. 

Introduced in June, 1948, LP 
records are now being labeled by 
Capitol, Decca, London, Mercury, 
Cetra-Soria—an Italian distribu- 
tor—and 16 other smaller com- 
panies, in addition to Columbia. 
The 45’s, which went on the market 
several months later, are offered 
by Capitol and RCA. 

Simultaneously with the intro- 
duction of LP’s, Philco Corp. 
showed a player for the new rec- 
ords. Retail price $29.95. Colum- 
bia now is marketing its own play- 
er attachment, which sells for 
$9.95. Decca also has an LP player 
on the market. ; 


= Retailers contacted put no cre- 
dence in reports, vehemently de- 
nied by Frank Folsom, RCA pres- 
ident, that Victor will stop making 


45rpm discs after Christmas. 

RCA, which has reduced its au- 
tomatic 45rpm player from $24.95 
to $12.95, started an intensive cam- 
paign for the records and the new 
system in October. It is estimated 
the company will have spent $2,- 
000,000 in this drive by Christmas. 

Weekly advertisements are be- 
ing used in 79 papers in 60 key 
markets. Radio spots are scheduled 
on a saturation basis in the same 
areas. “Kukla, Fran & Ollie’— 
RCA’s video salesmen—are plug- 
ging 45 heavily on NBC-TV. RCA 
has an educational film dramatiz- 
ing the new product. 


s “How long will it play?” is the 
theme of Columbia’s current push 
for the 3344’s. Fourteen magazines 
will be used to attract the pre- 
holiday trade. 7 

Like RCA, Columbia will supply 
dealers with all types of point of 
sale materials, posters and window 
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WOW-TV has the MARKET, the 
FACILITIES and the KNOW- 
HOW to do any kind of television 
production, at low cost to 


Let any John Blair man or 
WOW salesman tell you the 
complete WOW-TV story. 
It pays to buy on a rising 
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WOW-TV is a complete 
television operation, first in 


fits tield—just as Radio Station 
WOW has been for 26 years. 


Staffed by 40 full-time employees 

— with four years of intensive 
television training behind them — 
and by 70 more AM-TV workers, 
WOW-TV is operating 40 to 50 hours 


is a basic NBC affiliate, with 


a schedule of NBC and national spot 
kineoscope, plus local commercial 
programming which is growing every day. 


WOW-TV locally produced telecasts have 
included every big major event in the Omaha 
Area in the past two months. Among thera: 
University of Nebraska Football games, direct 
from Lincoln over a WOW-TV-owned micro- 


wave relay system (sponsored by General Electric 
Dealers); the AK-SAR-BEN Rodeo; “Little 


professional football; wres- 


tling; good dramatics; good variety; good musical 
shows; locally produced film news and special events. 


On October 7 there were 6,000-plus TV sets in use in the 
WOW-TV service area (within 75 miles of 
Omaha). Sets in use are increasing at the rate of 400 a week. 
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RADIO STATION WOW, Inc. 


John J. Gillin, Jr., Pres. & Gen’l. Mgr., 


John Blair & Co., & John Blair T-V, Inc., Representatives. 
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displays. 

L.P’s also are being featured i. 
cooperative newspaper and radi) 
advertising, and on “Masterwork ; 
of Music,” a dealer-sponsored ra- 
dio show. 

“Standard records are still the 
most important part of the bus.- 
ness,”’ a buyer for a New York de- 
partment store said. “It’s the buy - 
ers of 78rpm’s who make the hits ” 

Reporting that customers at fir + 
stayed away because they were 
confused by claims and counter 
claims for new systems, he said 
they are beginning to return, take 
their choice of what there is avai'- 
able and make a purchase. 

This store is emphasizing three- 
way players in its advertising and 
promotion. “Once people are able 
to buy records again without hav- 
ing to wonder whether they have 
something at home to play them 
on, we’re on our way,” he said. 


s Most shops said they are selling 
more conventional records than 
any other type. One dealer, how- 
ever, reported that “moneywise 
our LP sales are higher than 78's 
and 45’s combined.” This same 
store is giving more advertising 
attention to 33% than other sys- 
tems at the moment. 

Although convinced that RCA 
will continue cutting 45’s “be- 
cause of its obligation to the pub- 
lic which has bought a lot of ma- 
chines,” if for no other reason, 
some dealers feel the company 
eventually will make its classical 
catalog available on Long Playing 
discs. Lovers of symphonic music 
and operatic selections have ac- 
counted for more LP sales than 
any other group. 


sw Interesting reports submitted by 
AA editor-shoppers: 

A salesman in a major appliance 
store, which had three-way play- 
ers only in consoles, advised his 
customer to stick to the regular 78 
“because you can’t tell what will 
happen. A record dealer friend of 
mine has been going crazy. He's 
trying to stock everything. But 
few people are buying and he’s left 
with a terrific inventory on his 
hands.” 

A Jackson Heights radio-televi- 
sion dealer said: “I went out of the 
record business entirely, shortly 
after the different types of records 
hit the market. I had standard 
discs and took a licking as it was 
I never stocked 45’s since I didn't 
think they would last then. And | 
don’t think RCA _ accomplished 
much with its 45’s.” 


a When asked to recommend one 
of the new types of records, some 
dealers were strictly impartial. 
“We're stocking them all and they 
all have their advantages” was the 
typical comment of this group. 
Posing as a customer who was 
a bit confused by current claims 
and predictions for the future 0! 
this or that system, one repor'e! 
got this advice from a dealer: “YoU 
don’t really need to worry. There’s 
always WQXR.” (WQXR is ‘he 
New York Times station which 
specializes in classical music.) 


Skippy Hollywood Theater 
Will Be Aired on CBS 


Rosefield Packing Co., Alam: <a, 
Cal., will sponsor “Skippy He !y- 
wood Theater” on 50 CBS (ta 
tions starting Dec. 1. Time, Th 
day at 10:30 p. m., EST, was bo 
through Young & Rubicam. Sk 
peanut butter will be plugge< 
the 30-minute transcribed dr: ! 
which formerly was spotted 
stations throughout the countr 

The program, which features 
screen names, will be sold 0 4 
cooperative basis in CBS c: '& 
not included in the sponsored | + 


Haller Appoints Kook 


Newton Kook, sales execu 
with Schenley Distillers for 
past 16 years, has been named £ ' 
eral sales manager of W. A. Ha © 
Corp., Philadelphia, a subsidi 
of Publicker Industries Inc. 
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These days, by the time a woman gets to the 
»-televi- store, it’s likely to be too late to do much about 


it of the : 
shortly influencing her purchases. 


records For as more and more grocery and drug busi- 


tandard . , 
: it was ness is done through self-service stores, less and 


I ort less selling is done in the store itself. 
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They read 
House Beautiful 
because 

they want 

the most efficient 


appliances 


and they buy 
more appliances 


because they read 


House Bea utiful 


The magazine that creates more Sales Action 
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Results Always Speak 
For Themselves 


The Quickest Way to Write a Success Story 
is to Advertise in a Magazine People Read 


Orders—old fashioned, cash-on- 
the-line orders—are the test of care- 
ful reading. And the orders really 
roll in for the many thousands who 
advertise in House Beautiful. That’s 
because a whopping 64.5 %% of all its 
subscribers read House Beautiful 
thoroughly—line by line, page for 
page, cover to cover—every month 
in the year. And here’s what House 
Beautiful’s thorough readership has 
meant to a few delighted advertisers. 


2.736 coupon returns in 30 days 


A furniture manufacturer used a 
4-color page in House Beautiful’s 
April 1949 issue. The ad contained 
a coupon offering a booklet of color 
scheme advice. 2,736 requests for 
the booklet were received within 30 
days after the magazine was on the 
stands. More proof that the House 
Beautiful audience is an actively in- 
terested audience. 


2,000 requests for booklets 


A decorative fabric manufacturer 
ran a black and white page in the 
March 1948 House Beautiful. At 
the bottom of his advertisement was 
the line “‘Send For Free Booklet On 
How To Make A Slipcover.” Two 
thousand requests for the booklet 
had come in by May first, and 
more kept arriving. 


3,000 inquiries in 1/2 months 


A full-page, 4-color advertisement 
on curtains appeared on Page 150 
of the March issue of House Beau- 
tiful. Way down in the main body 
of the copy was the statement “If 
your dealer can’t supply, send for 
name of nearest store.’’ Three thou- 
sand inquiries were received within 
six weeks of the magazine’s publi- 
cation, and extra help had to be hired 
to answer this unprecedented vol- 
ume of mail. 


Advertising agency nonplussed 


Very much against the recom- 
mendations of its advertising 
agency, a costume jewelry firm pur- 
chased 4 page in House Beautiful. 
Two months later, agency conceded 
client picked a winner. The adver- 
tisement, which had appeared on 
the last page, opposite the third 
cover, had pulled inquiries from con- 
sumers and dealers in 37 of the 48 
states. Dramatic evidence that 
House Beautiful sells both sides of 
the counter—every kind of counter. 


$10,000 worth of orders from 
three 1/12 page ads 


An advertiser put 3 small-space 
ads behind a ten-dollar item, later 
wrote House Beautiful ‘We are not 
only delighted but amazed with the 
results achieved . . . replies came 
from all 48 states as well as foreign 
countries.” 


562 orders on the first try 


A new advertiser, selling a $5.95 
aluminum storage chest, was “‘over- 
whelmed with orders for 562 chests” 
on his first venture into House Beau- 
tiful. “Our appreciation to you who 
make House Beautiful and to your 
readers,”’ he wrote. “It is a very 
pleasant task to commend you for 
splendid results.” 


Surprise for the mail-order 
experts 


Disregarding the belief of mail- 
order experts that July is far from 
the best month in which to sel! 
housewares, the manufacturer of a 
silver detarnisher decided to sound 
out the market with a 1/12 page 
advertisement in House Beautifu! 
Although the product was new, un 
known, and had never previousl\ 
been advertised, it pulled 949 orders 
at $1 a piece from this single Hous: 
Beautiful insertion. ‘“This is not on): 
phenomenal for a July return,” sa 
the experts, “‘but also for a produc 
that sells primarily through person: 
demonstration.”’ 


4,000 dozen highball glasses 
from 2 small ads 


“Could you imagine,” wrote a) 


importer of china and glasswar 

“that over 4,000 dozen highba 

glasses would be sold by our tv » 
small ads in your October an 

November issues? The results fla! 

bergasted us! Be honest, now. You’: 

surprised, too.”’ 

So, being honest, we admit the 
the large orders our readers sen 
direct to our advertisers never fa 
to give us a big bang. Nothing give 
us a warmer glow than the know! 
edge that we’ve played a part i 
bringing success to advertisers i) 


their search for people who recog | 


nize a quality product when the) | 


read about it. 
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The Retailer's 
Point Of View 


More Than 50,000 Retailers 
‘Unanimously Endorse This 
Sales-Building Program 


More than 50,000 people in the 
retail trades throughout the country 
are listed as subscribers to House 
Beautiful. No other magazine has 
nearly so many subscribers in the 
| retail field. But it’s not surprising 
| that House Beautiful should play so 
|large a part in the sales-building 
‘plans of American retailers. Smart 
retailers know it pays to keep up 
with the magazine their customers 
consider most authoritative—and 
that magazine is House Beautiful. 

Retailers know the name House 
Beautiful signifies reliability, dis- 
tinction, and good taste to their cus- 
_tomers. That’s why they give more 
of the voluntary commendation of 
tie-in advertising to House Beautiful 
than to any other magazine in the 
field. 

And retailers carry their confi- 
dence in House Beautiful’s power to 
build sales one step further. They 
advertise in House Beautiful. Accord- 
ing to PIB, the retailers of America 
annually back up their belief in the 
sales-producing, customer-moving 
power of House Beautiful with over 
a million dollars worth of national 
advertising. (Incidentally, this is al- 
most twice as much as retailers 
spend in any other home magazine.) 

The more effectively you can sell 
both sides of the counter, the more 
successful you’re going to be. So 
why not let House Beautiful—the 
magazine retailers know their cus- 
tomers rely on—help you put your 
selling story across? 


Check Your 
Advertising 
Climate 


Sales grow fastest when 

readers warm up to the 

product advertisements 
they read 


Certainly a warm climate helps 
sales grow! But how can you tell 
whether a magazine’s readers are 
voing to give your advertisement a 

arm welcome—or the cold shoul- 

‘r? You’ ve got to check the climate 

efore you can plant a sales message 

ad expect it to take root. 

The temperature of House Beau- 


eee neageaeeaneate® 


tiful readers averages around 98.6— 
but everything e/se about them, par- 
ticularly income, is considerably 
above average. With nearly two- 
thirds of them earning over $7500 
annually, their group power to buy 
the things that make for better liv- 
ing is nothing short of overwhelming. 

To a man, and a woman, of course, 
they’re receptive to new ideas— eager 
to incorporate every significant trend 
in modern living into their own 
scheme of things. Where do they get 
their cue to these ideas and trends? 


From House Beautiful! 


House Beautiful has always 
pointed the way to better homes, 
better living, better ways of doing 
things. And House Beautiful’s read- 
ers—-whose numbers have steadily 
increased every year—have always 
affirmed their confidence in House 
Beautiful’s trend-setting editorial 
policies by investing in the quality 
products House Beautiful presents 
to them. 

Currently, House Beautiful is in- 
troducing Climate Control to its 
reader families and the building trades 
—showing both how to design a home 
for maximum health and comfort. It’s 
going to mean business for manufac- 
turers of heating equipment, air 


DON’T LET YOUR WIFE READ 
HOUSE BEAUTIFUL unless you 


want her to buy appliances... 


conditioning, roofing materials, and 
goodness knows what else. And 
that’s no idle boast! Because readers 
know a magazine that subsidized 
years of climatological research be- 
fore publishing a word about Climate 
Control isn’t going to give them a 
bum steer. 

Readers have faith in House 
Beautiful’s integrity, because House 
Beautiful has faith in its readers’ 
desire for the best. 

So, when the pages of House Beau- 
tiful tell readers that a certain type 
of product is worth investing in, you 
can expect customer action. If you're 
not doing so now you’d be wise to 
move into the climate where your 
product is certain to flourish —the 
hot-as-a-firecracker climate of House 
Beautiful. 


FREE ENTRY BLANK 
HUGE CASH PRIZES 
CAN BE YOURS 


Just complete this sentence in 25 words or less. 
; “Send your man around immediately to tell me how 
I can get more customer response per advertising 
; dollar for my product, the one and only_— 


(place for name and address) 


Tear ont and mail to HOUSE BEAUTIFUL, 572 Madison Ave., N.Y.C. 
*P. S. In case of tie, duplicate prizes will be awarded. 
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(Advertisement) 


The magazine that sells both sides of the counter 


Fa SIE ea eg ale Sia Oa HP ng SERS Ae 


He reads 
House Beautiful 


because 


he sells home 


appliances 


and he sells more 
home appliances because 


he reads 


House Beautiful | 
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NNPA Sets Central 
Meet for Nov. 7-9 


Rockrorp, ILti.—Panel discus- 
sions on circulation, editorial and 
advertising promotion problems 
and techniques will highlight the 
central regional meeting of the 
National Newspaper Promotion 
Association here Nov. 7-9. 

Speakers on the circulation pro- 
motion panel include William K. 
Todd, Rockford Morning Star and 
Register-Republic, and Otto Silha, 
Minneapolis Star and Tribune. 

Clarence W. Harding, South 
Bend Tribune; Miles Tiernan, In- 
dianapolis Star and News; Charles 
W. Kistenmacher, St. Louis Globe- 


ANS WARES | 


“ie AMERICAN LABEL CO. 


7435 Morte Sheffield Ave Chicago 14, Iitineis 


Democrat, and T. W. Summers, 
Omaha World-Herald, will take 
part in the editorial promotion and 
public relations discussion. 
Chairman of the advertising pro- 
motion panel is Edward H. Burge- 
son, promotion manager of the 
Madison State Journal; and Newell 
Meyer, research director of the 
Milwaukee Journal, will chair the 
discussion on newspaper research. 


RCA Plans Two-Month Drive 
for New TV Table Model 


RCA Victor, Camden, N. J., is 
planning a two-month campaign in 
Sunday magazine sections to cover 
every market in the country for 
its new 12%” television table 
model receiver with the metal 
cabinet. The campaign will start 
Nov. 13. 

During the same period, RCA 
Victor also will use the same space 
and additional newspaper space to 
push its 12%” console four-way 
combination. Late in November, a 
full page in The Saturday Evening 
Post will open a consumer maga- 
zine drive for the new metal cab- 


Adman’‘s Answer 


to Space Hound's Lament 


Dear Bill, I note on printed page 
In recent ADVERTISING AGE, 
That you are in a lukewarm 
rage 
About the space hound’s lot. 
Now if the peddler, as you say, 
Actually has a life not gay, 

He still collects a handsome pay 
For his part in the plot. 
The adman has no bed of flow- 

ers, 
Refining media bunk for hours. 
The transom thrills are yours, 
not ours. 
Be glad a transom you have 
got! 
S. E. VorAN, 


Advertising Manager, Parker Ap- 
pliance Co., Chicago. 


inet table model. This ad also will 
be placed in additional weekly 
magazines through the Christmas 
holidays. J. Walter Thompson Co. 
is handling the campaign. 


Storecast to Honor 
National Tea’s 50th Year 


Storecast Corp. of America, 
New York, will launch a “Sell- 
ebration” program soon in con- 
nection with the golden anniver- 
sary of National Tea Co., Chicago, 
using Storecast FM Station WEHS, 
and the “Grocery-Storecast Pro- 
gram” on WAIT, both Chicago. 

National Tea’s newspaper ad- 
vertisements will feature the 50th 
anniversary theme during this 
period. Storecast programs in 100 
National stores on WEHS will 
give highlights of the company’s 
growth since 1899. 


Sponsors ‘Helpfully Yours’ 


The Four Broadway Department 
Store is sponsoring ‘“Helpfully 
Yours,” a one-hour television show 
over KFI-TV, Los Angeles. Heard 
from 2-3 p.m., Mondays and Fri- 
days, the show will include house- 
hold hints, cooking demonstrations, 
beauty aids, Hollywood guest stars, 
fashion shows, etc. The show was 
packaged and produced by Gross- 
man, Mills & Associates, Los An- 


geles. 


Monsen-Chicage at 22 E. Illinois Street 


Monsen-Los Angeles at 928 8S. Figueroa Street 


Monsen 


THE 


IS IN THE 


proof 
prooting 


eA 


The finest ingredients mixed by the most experienced 
chef is not a guarantee of successful results. The 
proof is in the pudding. 


And so it is with typography. Correct type faces 
and proper spacing are the ingredients, typographic 
craftsmen are the chefs but the proof of success 

is in the proofing. 


Monsen-Chicago can supply you with a variety of 
quality proofs—all Multi-Checked for accuracy, 
color and style. Black and white “etch” proofs for 
reproduction are meticulously pulled for sharpness. 
Transparent impressions enable you to convert 
expensive letterpress plates to offset. Trans-Adhesive 
impressions can cut art costs considerably. 


East of the Reckies it’s 


On the Pacific Coast it*s 


CHICAGO 
LOS ANGELES 


Monsen-Chicago is superbly equipped to give you 
“etch” proofs that are unequalled for every kind of art 
work and any method of reproduction—proofs that 
are bound to earn the praise of your clients. 


Advertising Age, November 7, 1949 


Esso Standard Gets 
‘Financial World’ 
Gold Industry Oscar 


New YorK—Esso Standard Oi 
Co. received Financial World’s gol 
Oscar-of-Industry award for it 
1948 annual report at the fift) 
annual awards banquet held at th 
Hotel Statler Oct. 31. Frank W 
Abrams, board chairman of Stand 
ard, accepted the Oscar on behal 
of management. 

Second place in the competition 
went to Philip Morris & Co. Ltd. 

The grand ballroom of the Stat- 
ler was filled with more than 1,20) 
corporation officals, advertisin: 
and public relations executives, 
who witnessed the presentation of 
bronze and silver trophies to pres- 
idents and officers of 100 corpora- 
tions. 

Dr. Lewis Haney, professor of 
economics of the School of Bus- 
iness Administration, New York 
University, and chairman of the 
board of judges, acted as tcast- 
master. Weston Smith, originator 
and director of the annual report 
surveys and awards. banquet, 
served as master of ceremonies 
and awarded the trophies. 


s Brown & Bigelow, St. Paul, 
Minn., took top honors for corpora- 
tions in distribution and adver- 
tising. Gamble-Skogmo, Minneapo- 
lis, was runner-up, and Food 
Fair Stores, Philadelphia, came in 
third. 

Of the more than 300 annual 
report advertisements judged, Bor- 
den Co., New York, won a silver 
award for an institutional message 
from Elsie, the Borden cow. New 
York Life Insurance Co. came in 
first for a bronze award for the 
best annual report advertisement 
of a financial institution. Colum- 
bia Gas System, New York, topped 
the public utility field and Erie 
Railroad, Cleveland, was first in 
the transportation classification. 

John C. Loeser was managing 
director of the annual awards ban- 
quet for the third successive year. 
Maurice DuHamel served as chair- 
man of the reception committee, 
and William R. Brand took charge 
of the committee on arrangements. 

Walter A. von der Lieth was bus- 
iness manager for the Financial 
World annual awards, and Ar- 
thur E. Voss acted as chairman of 
the committee on finance. Louis 
Guenther, chairman and- publish- 
er of Financial World, is sponsor 
of both the annual report survey 
and the awards banquets. 


James Zuber Appointed 
Business Manager of ‘Steel’ 


James W. Zuber has been ap- 
pointed business 
manager of Stev!, 
published by 
Penton Publish- 
ing Co., Clev 
land. He join 
Penton in 1933 
the circulati 
sales departme 
of Steel. Later 
was made advcr 
tising represen’ 
tive of Steel 
the eastern ter i- 
y. 


'eonmeasat 


— ry 


James Zuber 


tor 
In 1938 Mr. Zuber was appoin °4 
circulation manager and since 1! $5 
has been director of circulat 
and research of the company. 


Finlayson Leaves WLS 


Donald E. Finlayson, who 
the past five years has been sé °5 
promotion manager of Stat 
WLS, Chicago, has resigned. ©& 
is succeeded by John C. Dra °®, 
who was Mr. Finlayson’s ass! - 
ant. Mr. Drake also handles ‘| © 
station’s publicity. 


KOTV Appoints Young 


KOTV, Tulsa, has appoint 4 
Adam Young Television, WN‘ 
York, as its national represent 
tive. The station was to begin co! 


SC 


mercial operations on Oct. 30. 
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ASK almost any group* of America’s best prospects 


and best customers for consumer and industrial goods 
.+« the answer is always the same: 


* idence on request. Among the three above-men- 


ned groups and other best-customer groups like 
°m, more than 120 surveys of magazine readership 
d magazine-preference have been made. Write for 
rveys on the groups in which you are interested to 
tomas E. Ryan, Research Manager, Time, 9 Rock- 
ller Plaza, New York 20, N. Y. 


AOVERTISING OFFICES: Atlanta + Boston « Chicago 


. - - about its Circulation Vitality 
TIME is the only major weekly whose circulation 
has doubled since the beginning of World War II. 
(ABC Circulation, June, 1949: 1,573,622.) 


THREE VITAL FACTS ABOUT TIME EVERY BUSINESSMAN SHOULD KNOW* 


aa, 
- « » about its Editorial Vitality 


America’s most important people have recently 
voted that TIME is America’s most important 
magazine—and their own first-choice. * 


- - - about its Advertising Vitality 

Here is how TIME stands among all U.S. magazines 
in terms of the advertising dollars invested in it by 
U.S. business during the first six months of 1949... 


TIME THE WEEKLY NEWSMAGAZINE —— 


1—Life; 2—Saturday Evening Post; 3—TIME; 4—Ladies’ | 
Home Journal; 5—Better Homes & Gardens; 6—Collier’s; 
7—Good Housekeeping; 8—Look ; 9—McCall’s; 10—Woman’s 


Home Companion; 11— Newsweek; 12—Country Gentleman. 


+ Cleveland + Detroit - Los Angeles + New York + Philadelphia + St. Lovis + San Francisco + Toronto + Montreal « London 
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Mounting Costs Are 
Major Threat, Store 


Survey Emphasizes 


Ann ArzBoR, Micu.—Control of 
expenses is the most important 
problem confronting smaller de- 
partment stores, the School of Bus- 
iness Administration, University of 
Michigan, concludes in its latest 
study of departmental merchan- 
dising results in these outlets. 

The survey, covering 1948, points 
up the fact that even though sales 
volume increased 7.4% over the 
previous year, increases also were 
recorded in expenses for buying, 
selling and delivery. Advertising 
expense was practically unchanged, 
while administration, general and 
occupancy expenses declined some- 
what. 

The study, which is available at 
$1 a copy from the University of 
Michigan Press here, covers non- 
competing, independently-owned 
general department stores located 
in the Great Lakes region. The 
bulk of their business is done in 
medium and better-than-medium 
quality merchandise. 


ws The increase in sales volume 
last year was “rather unexpected,” 
the report says, because, since 


Soviet Will Study 
U.S. Social Classes 


Cuicaco—The Soviet govern- 
ment apparently is interested in 
social classes after all. 

Science Research Associates, 
which recently published “Social 
Class in America” by W. Lloyd 
Warner and associates (AA, April 
29), has received an order for the 
book from the Soviet Department 
of Importation. 

The volume is designed as a 
guide for determining the social 
stratum to which an individual be- 
longs. Only one copy was ordered. 


World War II, most department 
store managers have timed their 
merchandising “as though a re- 
cession were in the immediate 
future, and were rather happily 
surprised when month after month 
passed with gains instead of de- 
clines in volume of sales.” : 
As a result of such timing, it 
adds, the department stores prob- 
ably lost considerably in sales vol- 
ume during 1948 but entered this 
year, when sales started declining, 
with merchandise inventories in 
a condition “which would mini- 
mize the effects of a recession, at 


least in its initial stages.” 

While 1948 business of the stores 
was highly successful, profitwise, 
“merchandising operations for 1949 
will be a different story,” the re- 
port says, explaining that “depari- 
ment stores are entering at least 
a temporary period of declining 
sales volumes that will cause sub- 
stantial changes in the margin and 
expense percentages that have 
changed but little during the past 
three years.” 

The expense percentage, it con- 
cludes, may be increased to a point 
where the typical prewar net 
profit—ranging from 2% to 4% 
of net sales—will again be typical 
in the department store business. 


Issues Industry Directory 


The industrial development di- 
vision of the Tennessee State 
Planning Commission, 417 Seventh 
Ave., Nashville, has issued the 
1949 edition of “Directory of Ten- 
nessee Industries,” listing 3,539 
industrial concerns. Listings are by 
towns and cities, cross-indexed by 
products and firm names. The di- 
rectory is available at $5 per copy. 


Saks-34th Signs for TV Show 


Saks-34th, New York, is spon- 
soring the first 30-minute seg- 
ment of “Your Television Shop- 
per,” seen Mondays through Fri- 
days, 11-12 a.m., over WABD. 


during the past eight years. 


along with its phenomenal population gain, Florida 
has benefited by substantial increases in almost 
every other phase of its economic life. 

Florida’s tourist business, once limited to a brief 
winter season, has become year-round in character. 
And it has been supplemented by an industrial, 
commercial and agricultural growth that is creat- 
ing steady payrolls right around the calendar. 
Every day more advertisers are realizing that the 
growing Florida market offers a sales potential 
that cannot be overlooked. Every day, “Florida” 
is being added to more and more advertising 


schedules. 


To reach the bulk of Florida’s buying power— 
and at lowest cost—use the pages of Florida’s three 
The Florida Times-Union, 
Miami Herald and Tampa Tribune circulate in the 
markets where 78 percent of Florida’s effective 
buying income is concentrated. These three morn- 
ing newspapers give you family coverage* in 
Florida’s three major markets and their rich trade 


big morning dailies. 


areas. 


For more readers per dollar ... for more dollars 
per reader ... in one of America’s fastest growing 
year-round markets, use Florida’s three leading 


morning newspapers. 


* From 20 percent to 100 percent family coverage in 53 of Florida's 
67 counties. 


Take another look at Florida’s amazing growth 


FLORIDA 


As Compared — 


You’ll discover that 


MIAMI 


TIMES - UNION 


Jacksonville - 


ITA MPA MORN 


ONE OF AMERICA’S 
2202 FASTEST GROWING 


YEAR-ROUND 
MARKETS 


FLORIDA 


National Representativese Reynolds-Fitzgerald, Inc., 


ING TRIBUNE 


National Representatives - Sawyer-Ferguson-Walker Co. 


HERALD 


National Representatives -Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 
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The Creative Wan? Corner 


Maybe this is a trend. Maybe agencies are turning to 
numerology. Or maybe they’ve taken seriously the adage 
that “there’s safety in numbers.” 

Anyway, here’s Fleischmann’s gin saying it makes Amer- 
ica’s most delicious gin drinks because it’s the gin “that gives 
you all 4.” At the same time, Fleischmann’s whisky says 
it’s the one blended whisky “that gives you all 3.” 

In the outboard motor division, Elto claims to be the one 
motor “that gives you all 3,” while in the cleanser division 
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Dot cleanser claims to be the only cleanser that “offers all 
6.” So far, Dot cleanser wins, hands down, by offering twice 
as much as most of the others. 

This kind of advertising, in The Corner’s opinion, is just 
one step removed from advertising showing a picture of the 
factory or the founder. Granted, it winds up by listing con- 
sumer advaniages of the product—some of them pretty vague 
and general when you get down to them. But, all in all, The 
Corner susnects this digital distinction is much more exciting 
to the adver-iser than it is to the people advertised to. He also 
suspects that if the advantages listed were important enough, 
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they would be featured instead of their sum total. 


Se aan 


Appoints Herbert Philbrick 


Herbert A. Philbrick, fornierly 
assistant advertising director of 
the American Theatres Corp., has 
been appointed advertising and 
sales promotion manager of Main- 
tain Store Engineering Service, 
Boston, store planning consultant, 
effective Nov. 1. 


To Build New Printing Plant 


The Lord Baltimore Press, Bal- 
timore, has begun construction of 
a $1,250,000 one-story plant to 
occupy four acres of floor space 
on a 33 acre site at Edison High- 
way and Federal St. 


Schroeder to Knapp-Monarch 


C. L. Schroeder, formerly ex- 
ecutive vice-president and genera! 
sales manager of McLaughlin- 
Gormley King Co., Minneapolis, 
has been named sales manager of 
the Sparklets and Chemical Pro- 
ducts division of Knapp-Monarch 
Co., St. Louis. 


Luick Ice Cream to Baker 


Jim Baker Associates, Milwau- 
kee, has been retained by Luick 
Ice Cream Co., Milwaukee, to han- 
dle the advertising of Luick Sea!- 
test ice cream. Luick is a division 
of National Dairy Products Corp 
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THE WALL STREET JOURNAL 


DOUBLE DUTY DOUBLE—How adequate space helps copy win fast 
acceptance for a selling point is illustrated by the Wall Street Journal’s dou! 
page spread in the Chicago Tribune Oct. 18. Making a pitch both for subscr: 
tions and advertising, the Journal devoted an entire page to photos of 62 of 

executive-readers who recently have moved up in their jobs. The rest of t! 
double was devoted to short copy suggesting why they have moved up and w! 
they represent an important market. Placed by Bozell & Jacobs, New York. 
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Agencyman Says 
Europe Is Gaining 
Ground Economically 


New YorK—Europe is not on the 
way out. It is coming back, H. 
Paniguian, manager of the inter- 
national department of J. Wal- 
ter Thompson Co. of London, has 
reported to members of the Export 
Advertising Association here. 

Mr. Paniguian, now in this 
country on a brief trip, urged 
American exporters and advertis- 
ing men to take an active part in 
promoting European imporis into 
this country. He advocated this 
for two reasons—because Europe 
must sell goods if it is to get dol- 
lars to buy American goods, and 
because “reestablishment of in- 
ternational trade is the only solu- 
tion of the current world economic 
situation.” 

Europeans, for the most part, 
Mr. Paniguian said, do not know 
how to sell in the American mar- 
ket. They need suggestions, ex- 
perience and cooperation, he said, 
and everybody interested in any 
category of international trade 
should appreciate that it is simply 
a matter of self-interest to do 
everything reasonably possible that 
will promote international trade. 


a Speaking of selling American 
goods in Europe, Mr. Paniguian 
emphasized that the same basic 
appeal that will sell goods in this 
country applies to selling in Eu- 
rope, but that the appeal must 
be fundamental and deal with bas- 
ic human needs and motivations. 

Supermarkets are unknown in 
Europe, he said, and the American 
manufacturer of consumer goods 
who wants to sell Europeans should 
think in terms of the small busi- 
ness man. 

While Europe has and will con- 
tinue to have many difficulties, 
economic and political, he ob- 
served, it has made _ substantial 
progress in recovery, which, he 
said, he is confident will continue. 


Acquires Ottumwa Iron Works 

Lou Mervis, head of Pittsburgh 
Gear Co., Pittsburgh, has acquired 
controlling interest in the Ottumwa 
Iron Works, Ottumwa, lIa., man- 
ufacturer of speed reducers, sykes- 
herringbone gears, hoists and other 
products for mines, steel mills 
and other industrial plants. Mr. 
Mervis becomes president of Ot- 
tumwa Iron Works. Other officers 
are: E. R, Phillips, vice-president 
in charge of sales; Francis Knuth, 
vice-president; Myra Mervis, 
treasurer, and John Thurlow, sec- 
retary. 


*STATISTICS: 
1686 manufacturing 
ants who produce 
ndy valued at $7,500 
more per year... 
298 do 85.03% 
of the total business 
252 do 8.69% 
285 do 3.53% 
oning 851 do 2.7% 
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INTERNATIONAL. CONFECTIONER 
THE TORS tEAF @ MODERN SUNDRIES 


\0 WONDER DALLAS 
IS FOOTBALL GRAY 


AND “FOOTBALL IN THE NEWS” IS 
THE HOTTEST NEWS IN TEXAS 


Eight major college games plus the nation’s third largest 
New Year classic in the Cotton Bowl seating 75,000.. 
that’s Dallas’ football menu this season! Down here 
everybody's a fan, and The Dallas News satisfies 
voracious appetites with “Football in The News,” 
the most spectacular gridiron coverage ever attempted 
by a Southwestern newspaper. Put your advertising 
where this tremendous extra readership swells its value. 


Smyy. 


TEXAS - OKLAHOMA 


Les | 
NTUcky | SMU-ARKANSAS 


= ¥ Cresmer & Woodward, Inc. 


Representatives 
New York, Chicago, Detroit, 
San Francisco, Los Angeles 
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The Dallas Morning News 


& BREAKFAST TIME HOME DELIVERY IN 218 TEXAS TOWNS ALONG OUR MOTOR ROUTES 
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Dolcin Signs for 6 Shows 
over Yankee Network 


Dolcin Corp., New York, has 
signed with Yankee Network for 
12 quarter hours a week. The 52- 
week contract on WNAC and the 
complete Yankee web includes six 
different programs. 

The six programs are: Marvin 
Miller, human interest stories, 
Monday, Wednesday and Friday, 
10:30-10:45 p.m.; Cedric Foster, 
news, Tuesday and Thursday, 1:45- 
2 p.m.; “Bill’s Scrapbook,” poems 
and organ music, Monday and Fri- 
day, 8:15 a.m., and Saturday, 
10:15-10:30 a.m.; World News, 
Wednesday, 7:15-7:30 a. m.; Hymn 
Singer, Sunday, 9-9:15 a.m., and 
“Deems Taylor Concert,” Sunday, 
1:30-2 p. m. 


KLX 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1, 000 


Represented nationally 
by Burn-Smith Co., 


Inc 


NBC Research Dep't 
Says 2,500,000 TV 
Sets in Operation 


New YorkK—Approximately 255,- 
000 television sets were installed 
in the U. S. during the month of 
September, bringing the total num- 
ber of video receivers in Ameri- 
can homes to 2,565,000, according 
to Hugh M. Belville Jr., National 
Broadcasting Co. research director. 

According to the “Television 
Data Chart” issued monthly by 
NBC, 31% of the sets are located 
in the New York area, whereas 
New York had 46% of all the sets 
in the country a year ago. 

Mr. Belville asserts that in- 
stallations now are far ahead of 
NBC predictions. In June, the re- 
search department forecast that 
2,425,000 sets would be installed 
in homes as of Oct. 1. 

There were 48 market areas 
covered by TV on Oct. 1, the re- 
port continues, an increase of five 
new video stations and three néw 


markets, Dallas, Johnstown, W. 
Va., and Greensboro, N. C. 

Not included are four stations 
which have gone on the air since 
Oct. 1. 


REPORTS VIDEO SET 
BUYING PLANS IN D. C. 


WASHINGTON—A substantial num- 
ber of Washington metropolitan 
area residents are holding out for 
improved television and stabilized 
prices, according to a survey con- 
ducted here by the American Re- 
search Bureau. 

One fact was evident in the 
cross-section of non-TV homes 
studied, the bureau said: “Many 
prospective buyers hesitate to shell 
out the considerable amount of 
money required for a set because 
they feel a lot of refinement is 
still necessary to give them bet- 
ter reception, eliminate flicker and 
interference and reduce eye 
strain.” 

The sample involved interviews 
with 1,000 persons from non-TV 
homes. American Research Bureau 


was set up recently by James Sei- 
ler, former NBC research chief 
here, as a broadcast audience and 
market research firm. 

Three out of four homes in the 
area are without TV sets, the bu- 
reau said, 44% for financial rea- 
sons. An additional 22.2% said they 
are “not interested at this time, un- 
der these conditions and at these 
prices”; 11.8% are waiting for 
technical improvements, including 
color; 5.1% want “program im- 
provement”; 4.7% are waiting spe- 
cifically for color; 3.2% object to 
“eye strain.” 

Only 4.1% said they expect to 
buy in the near future. 


Two Join Addison Lewis 


William Dobson, formerly in the 
sales and advertising department 
of J. F. Anderson Lumber Co., 
Minneapolis, and Herschel V. 
Jones, formerly advertising man- 
ager of the Daily Chronicle, Boze- 
man, Mont., have been named 
junior account executives of Ad- 
dison Lewis & Associates, Min- 
neapolis. 


Forty-Nine will probably go down in history as the first big 
Post war competitive year—the kind of a year when extra ef- 
fort and extra service will pay off. Cash in on the “extras” in 
Pittsburgh’s Post-Gazette, the newspaper with the BIG Circula- 
tion that also routes your advertising as you route your sales- 
men to help sell the million central city people—and then 
travels beyond to sing the same selling song to the two million 


more who live in and around the 144 cities and towns of 


Se — es CC 


REPRESENTED NATIONALLY BY MOLONEY, 


1,000 to 75,000 population. 


BY FAR THE LARGEST CIRCULATION OF 
ANY PITTSBURGH DAILY NEWSPAPER 


Yow 7 Days 4 Weg 


REGAN & SCHMITT, 


INC. 


Advertising Age, November 7, 1949 


Economist Says 
Inventory Changes 
Led to ‘Recession’ 


ANN ARBOR, Micu.—Business 
policies and management will be 
more severely tested in the next 
year or so than at any time in the 
past decade, Dr. Paul W. Mc- 
Cracken, professor of business 
conditions, told a University of 
Michigan conference of retail mer- 
chants. 

Dr. McCracken said that the 
“settling down” of business dur- 
ing the major portion of 1949 has 
ended and that since August there 
has been a reversal of the sagging 
price level and of slackening 
manufactures. 

The so-called recession of early 
in the year was mainly a period 
during which business was low- 
ering its inventories, he said. Dr 
McCracken pointed out that in the 
last quarter of 1948, inventories 
were being built up at the rate 
of $9 billion a year. 


ws At the end of the second quar- 
ter of 1949, inventories were being 
reduced at the rate of $3 billion a 
year. The difference between these 
figures was almost the total of 
the recession, he explained. 

“Production has been running 
ahead of demand,” the economist 
continued. “In 1949, when cus- 
tomers became more reluctant to 
let go of their dollars, we had an 
adjustment period during which 
merchants reduced the inventories 
they had been piling up and pro- 
duction was cut down to approxi- 
mately equal current demand.” 

The business decline of the first 
half of the year was no worse than 
it was largely because the automo- 
bile industry maintained its pace, 
because residence construction re- 
mained high, and because indus- 
trial capital expansion programs 
were continued, Dr. McCracken 
asserted. 

“There is no 1933 around the 
corner now,” the educator de- 
clared. “The conditions which pro- 
duced that depression do not exist 
now, but we may expect some re- 
duction in the volume of business. 

“Although the automobile in- 
dustry should continue to prosper, 
it cannot retain the production rate 
of the first postwar years. A 10 to 
20% reduction seems probable. In- 
dustrial capital expansion is near- 
ing the end of its boom period, 
and we are beginning to catch up 
on the demand for residential con- 
struction.” 


ms The conference heard a com- 
plaint that merchandising policies 
of many manufacturers of nation- 
ally advertised goods discriminate 
against the small store in favor 
of the large one or of the chain. 

E. W. Parmalee, Niles, Mich. 
said this was particularly true 
in the case of high fashion lines 
in clothing. The small store ma) 
place an order for an assortmer' 
of sizes and colors with the stipu- 
lation that delivery be complete‘ 
within three months, he said. 

He charged that unless the mar - 
ufacturer is one concerned wil | 
the success of the little stor, 
the delivery probably will be a - 
ranged so that all the items of : 
single color or size arrive at on: ° 
with other colors and sizes arrivi! ‘ 
after the peak selling period 
ended. 

Because of their large ordei 
chain stores receive preferenti 
treatment on deliveries, Mr. Pa 
malee explained. 


Two Name Towell Agency 


Ohio Chemical & Mfg. Co., Mac 
ison, Wis., has appointed Arthu 
Towell Inc., Madison, to handle it 
advertising. The agency also ha 
been named to direct the medica 
division of Airco Corp., Ohi 
Chemical’s international represen 
tative. 
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This is the Result... 


“Our pups sold for $350.00 
each because of the imported 
blood lines from hunting stock 
they carry.” 
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Potential § 
ONE MILLI 
DOLLARS 


*. 


_ from one ad... 


MORAL: When you sell to 
men, use the magazine men* 
trust completely--even when 


it comes to selecting their 
“best friend.” 


*3,400,000 Spend-o-crats— 
sportsmen with an appreciation 
of the finer things of life—and the 
leisure and means to enjoy them. 
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Advertising Age, November 7, 1949 


Book Publishing Is 
an Ailing Business, 
J. K. Lasser Finds 


New YorK—Book publishing “is 
a large but ailing business,” ac- 
cording to J. K. Lasser, tax an- 
alyst, writing in the Oct. 29 is- 
sue of The Saturday Review of 
Literature. 

Mr. Lasser points out that total 
book sales in 1947 were three times 
those of 1939, and that sales were 
even higher in 1948. But, in ex- 
amining the trade-book division, 
one of the largest in the industry, 
Mr. Lasser finds that “trade-book 
publishing has become a consist- 
ently losing business at the very 
time it has been making new highs 
in sales volumes.” 

The explanation lies in these 
facts: In 1948, paper costs were 
80% higher than in 1939; cost of 
composition was up 100%; elec- 
trotypes cost 85% more; printing 
and binding costs were up 75%; 
and salaries had risen 65%. 

“These five items,’ Mr. Lasser 
says, “account for four-fifths of 
the costs of book publishing other 
than authors’ royalties and book- 
sellers’ discounts. The other one- 
fifth of the costs—rent, furniture, 
transportation, traveling, advertis- 
ing, taxes, and the like—have risen 
altogether by more than 25%.” 


as “The combined effect of all 
these increases is that it now costs 
55% to 65% more to manufacture 
and market the same book in the 
same quantity than it did in 1939.” 

Having considered the dark as- 
pects of the picture, Mr. Lasser 
tackles the question: “What is go- 
ing to become of American book 
publishing if present conditions 
continue?” He answers it in en- 
couraging fashion by pointing out 
ways in which the publishing in- 
dustry can help itself. 

One way, he says, is through 
industry-wide cooperation to im- 
prove selling methods, spurring 
the bookseller to better use of dis- 
plays, direct mail, and local news- 
paper advertising. And Mr. Lasser 
notes that there is a “trend to more 
effective advertising. by publish- 
ers.” 

There has been much merited 
criticism in this respect, for poor 
ad copy and other promotional 
shortcomings. But, he says, “for- 
tunately, that part of the design 
for better selling is in the hands of 
experts in our advertising agen- 
cies—many specializing in book- 
selling.” 


a Other suggested improvements 
are: Experimentation and research 
on new processes for book manu- 
facture; new and cheaper materials 
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for preparing electrotypes; faster 
printing presses and ways of re- 
ducing expensive hand labor. 

Also, Mr. Lasser emphasizes the 
importance of scrapping inefficient 
internal methods and getting bet- 
ter budgeting, cheaper accounting 
records, eliminating needless paper 
work and finding cheaper ways to 
warehouse and ship stock. 

Mr. Lasser concludes, “With all 
of this we still are a long, long 
way from the certainty of reason- 
able profits. Maybe it will come 


one of these days through all these 
efforts to get new efficiencies and 
to reorganize.” 


Schedules Candy Campaign 

Wilbur-Suchard Chocolate Co. 
will use 67 metropolitan dailies in 
its fall campaign. A new product, 
a mint flavor chocolate square, 
and a stainless steel steak knife 
premium will be featured. The 
knife is offered for 25¢ and a cou- 
pon from the Suchard squares bag. 
The agency is Foltz-Wessinger, 
Lancaster, Pa. 


Givner to Gamble-Skogmo 


Joseph Givner has been named 
to the executive staff of Gamble- 
Skogmo, Minneapolis, as counsel- 
lor on its branch store and dealer 
operations in merchandising, dis- 
tribution and field supervision. 


Shaw Joins Conde Nast 


Mrs. Naomi Donna Shaw, for- 
merly with Mademoiselle, has 
joined the Conde Nast Publica- 
tions, New York, as advertising 
sales executive of Vogue Pattern 
Book and Vogue Knitting Book. 
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Lawrence-Phillip Moves 


Lawrence-Phillip Studios, Chi- 
cago, photographer, has moved to 
321 S. Plymouth Ct. 


ica's first engraver 
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Crops & Props 


Farm Surplus Pile-Up | 
Threatens Higher Cost 
For Vast Support Job 


U. S. Has More Wheat, Corn, quest 
Cotton Than It Can Use; 
Federal Ownership Soars *‘«\y. 7” 


Wanted: Another $1 Billion 


By KENNETH SCHEIBEL m 

Staff Correspondent of THE WaLt STREET JOURNAL . 2 
WASHINGTON—Memo to taxpayers: You 

=v soon find your federal government using 
“our money to keep farm prices high ' 

‘ally, your grocery bill. ry Agate 

~ Department's $4,750,000, 

“-g up farm prices is 
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Graham Patterson 


President, Farm Journal, Inc. 
Publishers of Farm Journal 
and Pathfinder Magazines. 


“Today, as never before, business leaders every- 
where are looking for new customers. More and 
more of them are discovering the huge sales po- 
tential of Rural America. The Wall Street Journal, 
with its usual editorial leadership, has covered 
this market opportunity most forcefully. Serving 
literally hundreds of widely diversified businesses 
as we do, we find The Wall Street Journal is an 
essential in keeping abreast of the news of busi- 
ness. With its broad coverage and daily reporting. 
it answers our need for this information as no 
other publication can.” 


Asien ion 


The Wall Street Journal is 
your best source of information 
on the markets of America. 

It is your best advertising 
medium, too—if you have 
something to sell to business. 


Published at 

44 Broad St., New York 4 
911 Young St., Dallas 2 

415 Bush St., San Francisco 8 
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%¢ The Journal-American, for the 
first 1O months of 1949, pub- 
lished more total advertising 
linage than -any other New 


York evening newspaper. 
Source: Media Records 


% The Journal-American, New 
York’s largest home-going 
newspaper, reaches an audi- 
enceof 700,000 families every 
day...virtually twice the circu= 
lation of the second evening 


newspaper. 
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quarter century that a New York evening 
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Corporate Christmas 
Gift Buying to Gain 
30%, Ekco Predicts 


Cuicaco—Corporate Christmas 
gifts to workers and customers will 
run up an aggregate bill of $96,- 
800,000 this winter, a 30% jump 
over 1948, according to a survey 
conducted by Ekco Products Co. 

Arthur Keating, president of the 
Chicago company, a major manu- 
facturer of kitchenwares, said the 
increased buying figures are based 
on the average gain expected by 
key department stores, which have 
set up special business gift depart- 
ments, and on reports from cor- 
porations. 

The survey showed that al- 
though a larger number of busi- 
ness gifts will be purchased this 
winter, the cost per item will be 
about 10% less than in 1948. The 
total, $96,800,000, is about $24,200,- 
000 above last year’s figure. 


ws Mr. Keating said other surveys 
had revealed that one out of four 
companies gives presents, other 
than bonuses, to employes at 
Christmas time. Two out of five 
give presents to customers. Most 
popular gifts, he said, are food 


products, liquor, jewelry, glass- 
ware, leather goods, silver and cut- 
lery. 


Stores which provided figures 
for the Ekco study reported that 
their corporate gift business may 
amount to 2% of their total vol- 
ume, with some predicting that 
this type of business may gain as 
much as 50%. 

Part of the business gain, Mr. 
Keating said, can be credited to 
the installation of special retail 
departments in the stores which 
handle this type of holiday sales. 
But the main reason for increased 
sales, he added, will be the in- 
creased tempo of competition re- 
sulting from the return of the buy- 
er’s market. 


Adler Associates Designs 
Camera Shield for Bulbs 


Nathan-Adler Associates, New 
York, industrial designer, has de- 
veloped a flash shield of non-shat- 
terable plastic for photographic re- 
flectors to protect the cameraman 
and those being photographed from 
the danger of exploding bulbs. The 
shield will be manufactured by 
Central Tool Co., Hartford, Conn. 

Elliot Himberg, N. A. Standard 
Products, New York, has been 
named sole manufacturer’s sales 
agent. Four agencies appointed as 
distributors in this country and 
Canada include: Raygram Corp., 
New York; Hornstein Photo Sales 
Chicago, Dallas, and Kansas City, 
Mo.; Farnan & Seemann, Los An- 
geles and Seattle, and Hodkinson 
Enterprises, Toronto, Canada. 


CEDERGREEN FROZEN FOODS 
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CEDERGREEN 


SPEARHEAD— Hard-hitting copy as- 
serting the advantages and benefits of 
frozen foods over market-fresh produce 
was banged across in the newsprint 
color page (above) with which the 
processors of Cedergreen Frozen Foods 
launched their fall drive in the Chicago 
Daily Tribune, October 28. Honig- 
Cooper Co. is the agency. (Adv.) 


FROZEN FOODS 
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Krey Packing Names R&R 


Krey Packing Co., formerly 
Tiedemann & Harris, San Francisco 
meat packing concern, has named 
the San Francisco office of Ruth- 
rauff & Ryan to direct a newspaper 
advertising campaign. 


Names Zimmer-Keller 

Michigan Racing Association has 
named Zimmer-Keller, Detroit, to 
direct its advertising and public 
relations program. The MRA cur- 
rently is building its new racing 
plant in suburban Detroit. 


Hansen Reports ‘48 
Danish Ad Budgets 
Were Double 1935's 


CopENHAGEN—Advertising ex- 
penditures in Denmark during the 
past ten years have increased from 
about $11,350,000 (in American 
money) to almost $23,000,000, ac- 
cording to a new book written by 
Dr. Kjaer Hansen in connection 
with the 25th anniversary of the 


Danish Advertising Association. 

Dr. Hansen, professor and head 
of the sales and advertising de- 
partment at the Commercial Hois- 
kule of Copenhagen, reports that 
the total amounts spent in various 
media are: 

Periodicals and newspapers, 
56.2% of the total or about $12,- 
750,000 (at an exchange rate of 
seven Kroner to $1); direct mail, 
brochures, folders and throwaways, 
10.8% or about $2,414,700; movie 
films and slides, 3.1% or about 
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$728,500; outdoor, 2.4% or ap- 
proximately $525,000; window dis- 
plays and exhibitions, 23.3% o. 
about $5,257,000 and other medi 
about $285,700 or 1.3%. 


Ronson Appoints Watley 


E. J. Watley, formerly with ( 
D. Peters & Co. of Canada Ltd. 
welding rod manufacturer, hi 
been appointed advertising an | 
sales promotion manager of Ror - 
son Art Metal Works Ltd., Toror - 
to. 


' 


Topeka, Kansas ° 
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Arthur Capper, Publisher 
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- ap- Publishers Printing 
ys | Expands N. Y. Plant 


medi New York—Publishers Printing 
“o. celebrated the formal opening 
f its expanded and remodeled 
printing plant occupying five floors 
ith ( it 207 W. 25th St. with a reception 
Lita. ind tour Oct. 26. 


, he Sampson R. Field, president, 
zy ani aid that $1,000,000 had been in- 
Ror - vested in additional equipment to 
foron - provide large printing buyers with 


a diversified and conveniently lo- 
cated printing service. 

The plant now has three separ- 
ate, self-contained pressrooms, one 
to a floor. They include a job 
pressroom, a single color press- 
room, with flatbed presses, and a 
color pressroom devoted to multi- 
color printing. 

Through the purchase of addi- 
tional machines and the replace- 
ment of old models with new and 
faster ones, the company has in- 
creased its productive capacity 


60% with an increase of only 20% 
in floor space. 


Inland Daily Press Adds 3 


The Standard-Examiner, Ogden, 
U., the Citizen, Linton, Ind., and 
the Mail, Olney, Ill., have been 
elected to membership in the In- 
land Daily Press Association. 


Koontz Joins ‘Seventeen’ 

Walter G. Koontz, formerly with 
Good Housekeeping, has joined 
the sales staff of Seventeen. 


Launches Employment Guide 


General Motors’ Service Sec- 
tion, Detroit, has published a 39- 
page illustrated booklet titled “Au- 
tomotive Jobs in Yourtown, USA,” 
which outlines opportunities in 
the local automotive service and 
sales business. Prepared for voca- 
tional guidance, employment coun- 
selors, and students seeking infor- 
mation, it is being distributed to 
federal, state and municipal de- 
partments of education and to in- 
dividuals who request it from Gen- 
eral Motors. 


part of the house 


partof H()USKHOL 


\ 


* 2,107,586 reader families 
* 3,764,000 primary adult readers 


* 2,635,789 children 


* Women 81% housewives 
* Families 62% home owners 


* 87% with gardens 
* Eat three meals a day 
at home 


* 82% in communities under 25,000 


... One article in every seven is on home building and modernization. 


> new homes or additions—fully two-thirds planned to modernize. They 
bought 15,472 Household blueprints in a single eight-month period! 

Bear in mind that these are the families of communities under 25,000, 
where 60% of all non-farm homes are built. Household has the 


a profit combination in this market—home editorial, home families—and 


* Fiction, inspirational, community 


improvement.............-+e+++++2 


Yes, everything that goes into home construction goes into Household home editorial 


: Why? Household home families! At the most recent count, almost a third planned 


ee . _ only Household concentrates it here. Household has that /ow cost per 


PAS. page per 1,000, too—four colors, $3.20; black and white, $2.40. 


+'| HOUSEHOLD'S profil combination 


HOME FAMILIES sacl HOME EDITORIAL 


*% Home furnishing & management.... 
Oe Gc cccccccccccccccessencnecoecet 
* Home buliding & modernization..... 
% Gardening. .... 6.16. cece cece eeeeees 
Pe CRN COPE... ccc cccccccsccccccveecs 
*% Beauty, fashion............---5se08. 


7% 


53 


CREATIVE 
MEN 


work faster, better... 


when they follow this 


9-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS” 


This remarkable 6l-page book by James W 
Young, Senior Consultant of J. Walter Thomp- 
son, is worth its weight in uranium to every 
man who must produce ideas. Gives you the 
positive 5-point program used by one of the 
highest paid men in the agency business, fer 
developing ideas that sell. Acclaimed as the 
biggest little book ever written for advertising 
men, new in its fifth big printing. A must fer 
you if you are a creative man. $1.00 on 10- 
day money-back guarantee. 90c each in quan- 
tities of 10 or more. 


INSPIRATION FOR EVERY MAN 
IN THE AGENCY BUSINESS 


“The Diary of an Ad Man” 
(The Jim Young Classic) 


A practical volume for the man who is broad- 
ening his horizons tn the advertising business. 
As Victor 0. Schwab says, ‘‘a book about busi- 
ness which emits flash after flash of penetrat- 


ing insight .. . day by day guidance .. . 
pithy case-history experiences .. . usable sug- 
westions.”’ .. . In all 578 diary entries made 


during trying times, any one of which may 
suggest a solution to your current problems. 
$3.00 on 10-day money-back guarantee. $2.70 
each in quantities of 10 or more. 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 
AND PUBLISHING 
“Teacher of Business” 


What were the ideas and ideals that underiie 
the impressive success of McGraw-Hill? Here 
‘a the whole inspiring and useful story, in the 
words of the late James H. McGraw, Sr. with 
m tntreduction by G. D. Crain, Jr., publisher 
of Industrial Marketing, Advertising Age, ete. 
A basie book in the library of every man whe 
writes, edits, sells, or promotes in the busi- 
ness or industrial fields. $1.00 on 10-day 
money-back guarantee. 90c each In quantities 
of 10 or more, 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 


“Successful Sales Training” 
By Eugene Dynner 


Here is the complete, practical, and usable 
outline of the proved method for (1) getting 
new salesmen into high gear quickly, (2) de 
veloping a uniformly good performance pat- 
tern. (3) making each man pay off in higher 
‘verage production. An easy-to-use program for 
ales managers who want more results start 
ing now. $2.00 on 10-day money-back guar- 
untee, $1.80 each in quantities of 10 or more. 


NOTE TO COPY CHIEFS 
Judging from the number of orders for 10, 
25, and more copies of these various books, it 
1s clear that they are filling an important 
veed in training prexrams. We suggest you start 
with a copy of the ‘'5-Point Technique’ for 
each member of your creative staff. 


MAIL ORDER NOW 


Advertising Publications, Inc. 
100 &. Ohio St., Chicago 11 


Please send me books as ordered below. I 
enclose remittance with the understanding that 
{ may return books for full refund in ten 
days if not delighted in every way. 


.. copies, ‘*5-Point Technique 


| 

| for Producing Ideas’”’.......... @ svas 
| .. copies, ‘‘Diary of An Ad Man’’...§..... 
| .... coptes, ‘Teacher of Business’’...8..... 
| .. copies, **Successful Sales 
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Each time you look at radio it’s bigger. 
You turn your head away and before you turn 


it back it’s bigger than ever.’ 


Radio is bigger than anything— 
bigger than magazines, bigger than newspapers, 
bigger than both of them put together. 


Yet in measuring the bigness of radio, 


people still use obsolete yardsticks. 


Yardsticks, for example, which compare 

the circulation of a whole magazine with 
the audience of a single network program. 
(It’s like saying my apple-tree is bigger 
than your apple, as Variety recently put it.) 


CBS 


= i $< = 


Or take a yardstick like “cost-per-thousand 
listeners.” In radio a more realistic gauge 

is “cost-per-million.” In radio there is 

no such thing as only “a thousand” listeners. 
(It’s like using a ruler to measure the distance 


between the stars.)’ 


Sometimes the only way you van tell anything 
is bigger than anything is by discovering 

that it’s smaller. The cost of customers 
delivered to advertisers in network radio 


is smaller than in any other major medium. 


1 People are buying 
radio sets at the rate 


And CBS is both bigger and smaller than of 650,000 a month! 


“CBS reaches 34 
million families each 
week! The country’s 


anything in radio—bigger because it delivers 


more millions of listeners to advertisers largest magazine 
has a readership 
than any other network; smaller because of about 15 million 
families per issue. 
it does so at the “lowest cost-per-million.” ‘ CBS’ “cost-per-million” 


actually delivered 

to advertisers 

comes to only $1670— 
or one customer for 


—where 99,000,000 people gather every week one-sixth of one cent! 


The Columbia Broadcasting System 
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For Love and Romance 
See Angostura Story 


Bitters by the Billions 
Dashed in 125 Years; 
Tars and Ads Helped 


New YorkK—Angostura Bitters 
marked its 125th anniversary here 
with fitting ceremonies. Arthur B. 
LaFar, president of the Angos- 
tura-Wuppermann Corp., received 
a commemorative scroll signed by 
top executives in the liquor in- 
dustry; and the company was 


KLX 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co., Inc 


awarded the Brand Names Foun- 
dation’s Centennial “Certificate of 
Merit” for its long and stimulating 
service to the public. 

Mr. LaFar had other things, be- 
sides the anniversary, about which 
to be pleased. The company’s sales 
in 1948 were up 13% over 1947, 
and had doubled in volume since 
1939. This year the concentration 
is on getting the product better 
displayed and more rapidly used. 

Part of this sales success was 
due to an interesting advertising 
shift in 1947. During that year, 
liquor sales had begun to slide 
and bitters sales also went down. 
At this point Angostura, which 
had previously centered its ad- 
vertising in the more esoteric mag- 
azines, switched to Life and its 
large circulation. As well, ads in 


home economist publications were 


run advocating bitters for cook- 
ing. 

The result was that sales for the 
first quarter of 1948 were over 
those of the same period in 1947. 
Now the company is using two 
colors in Newsweek, The New 
Yorker and Time, and sales are 
progressing nicely. Robert W. Orr 
& Associates is the agency. 


@ The company has other im- 
pressive figures to report, such as 
that some 500,000,000 dashes of 
Angostura Bitters plunked into 
Manhattans, Sours and Old Fash- 
ions last year. But the story of the 
company itself continues to have 
as much or more dash and stimu- 
lant than the product. 

From the time a veteran of the 
Napoleonic Wars, Dr. Johann Gott- 
lieb Benjamin Siegert, moved from’ 
his native Germany to the little 
seaport town of Angostura, Vene- 
zuela, the Angostura saga has gone 
on like a romantic novel, though 
much better than most. Dr. Sie- 
gert got to Angostura in 1820, 
and became surgeon-general of the 


Gx 


i 


PUFF—Arthur B. LaFar, president of Angostura-Wupperman Corp., had some won- 

derful help in blowing out the candles on the 125th Anniversary, cake recently at 

a birthday party for Angostura Bitters at the St. Regis Hotel, New York. The cele 

bration was attended by Hollywood notables and leaders of the licensed beverage 
industry. 


military hospital of Guayana, on 
an appointment by General Si- 
mon Bolivar. It was here that he 
coricocted the secret tonic from 


SUPPLEMENTS Ps 


NATIONAL 


ATTENTION, 


SUNDAY 


- SALES MANAGERS! 
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THE DAILY 
OKLAHOMAN 


ONLY THE DAILY OKLAHOMAN TESTED ' 


SUNDAY MAGAZINE SECTIOW 


GIVES YOU MASS COVERAGE IN THE RICH OKLAHOMA MARKET! 


BIGGEST SUNDAY CIRCULATION 
of any newspaper in the southwest regardless of city size 


*Oklahoma 
statement to 


eee 


LOOK AT 


THE DAILY OKLAHOMAN no oe 
METRO MAGAZINE 
THE AMERICAN WEEKLY (All 21 papers) 
PARADE (All 26 papers) 

THIS WEEK (All 27 papers) 


**National Sund 
from latest ov 


HE BOX SCORE! 
: 237,888" 
rs) 
GROUP (All 23 pape 7,822** 
3,853** 


's 

from publisher 

lation figures 9 
ABC. 4 er ending March 31, 1 ; 
ent circulation in Oklahom 


ay Supplem 


ailable published figures. 


TESTED for over a year 
by local advertisers with 
outstanding results. Ask 
a Katz man for the story. 


FAMILIES EVERY SUNDA 
read The Daily Oklahoman 


OKLAHOMA CITY: TIMES 
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aromatic herbs which nourishes 
Manhattans today. 


@ There are at least two versions 
as to what prompted him to make 
his tests with herbs, spices and the 
bitter roots of the blue gentian 
flower. One was that his wife, 
Donna Siegert, was a victim of 
“female complaints”; he whipped 
up the potion on her account. An- 
other was that he made it up to 
restore the vitality of war-weary 
veterans. 

In any case, British and Amer- 
ican sailors on the clipper ships 
always went for a bottle of Angos- 
tura when they hit the port of 
that name. And their enthusiasm 
added up to such extensive word- 
of-mouth advertising that, in 1824, 
Dr. Siegert decided to go into the 
bitters business, though he con- 
tinued to practice medicine on the 
side. 

There are many changes of 
scene in the Angostura story and, 
at this point, it is necessary to 
shift to New Haven, Conn. It was 
here, in 1825, that Jerry Thomas 
was born. And Jerry, of course, 
went on to become the world’s 
greatest bartender. In 1862, un- 
disturbed by the war in progress, 
Jerry went ahead and published 
what is considered to be the first 
reliable book on mixing drinks. 
Later editions were called “Jerry 
Thomas’ Bartender’s Guide,” and, 
since the book became the bible 
of bartenders all over, it is cred- 
ited with bringing the pleasant 
expression, “a dash of Angostura 
Bitters,” into widespread use. 


@ Meanwhile, back in Venezuela, 
dating from 1824, Dr. Siegert was 
actively in the bitters business, 
along with practicing medicine. He 
continued on in this way for about 
20 years, with the tonic gaining 
more fame all the time. In 1853, 
however, the younger Siegerts be- 
gan edging into the business, prin- 
cipally sons Carlos D. and Al- 
fredo. And, in 1875, five years «f- 
ter their father died, the boys 
moved the firm of J. G. B. S»°- 
gert & Son to Trinidad, B. W. I 

One reason for the move wv 
supposed to have been that 
current revolutions in Venezu 4 
made steady bites on compa 
funds. But whatever the reason, ‘ © 
year of the shift was import: 1 
because it toincided with the « - 
rival in Trinidad of George Wi - 
permann, an American. 

Wuppermann and the Siegerts ‘| 
it off at once and soon beca ie 
great friends. Wuppermann also °- 
came friends with Josephine D: ‘- 
ley Hancox, a New Yorker, v 
came to Trinidad on one of 
first Caribbean cruises. 


@ Miss Hancox was well-to-do, 
that her family ran a line of Ht 
son River steamboats. But t 
Hancox family did not approve 
Wuppermann, who apparently h 
no money to speak of. Carlos S) - 
gert, however, saw to it that ar’ 
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inancial bar to the romance was 
emoved. Wuppermann and Miss 
fancox were married in Trini- 
iad and, for a wedding present, 
‘arlos gave them the distribution 
ights for Angostura Bitters for 
ljorth America. This was the start 
of the American branch of the 
business, now known as the An- 
gostura-Wuppermann Corp. 

The business flourished under 
George Wuppermann and, upon his 
death in 1915, his widow became 
president. There were 11 children 
in the family, including several 
sons, and she naturally turned to 
them for help. But only the eldest 
—the late A. Edward Wuppermann 
—was of much use since the others 
preferred acting to Angostura. An- 
other son, Carlos, who wanted to 
be an actor, was killed in the first 
World War. 


s Best known among the Wupper- 
mann brothers, of course, are 
Ralph and Frank, who became 
famous in the movies under the 
name of Morgan, having decided 
that Wuppermann was too heavy 
for a marquee to handle. In 1934 
the late Frank Morgan was elected 
vice-president of the corporation 
and managed the company’s af- 
fairs in the West while continuing 
in pictures. Now the Wuppermanns 
are no longer in control of the 
North American branch, but the 
Siegerts are still managing the 
parent company in Trinidad. 


« Angostura Bitters Ltd. still oc- 
cupies the same building in Trini- 
dad which it took over in 1875. 
And only three members of the 
Siegert clan know the secret of how 
the bitters are prepared. The three 
are Alfredo and Albert Siegert, 
grandchildren of the founder, and 
Alfredo’s son, Robert. 

Passing the secret from father 
to son, in this way, makes for an 
interesting sidelight in the story. 
But for the principals it entails 
more red-tape than glamor. The 
three living keepers of the secret 
cannot meet together under any 
circumstances. They must take 
separate boats, planes, or trains. 
And they can’t even meet to have 
a Manhattan together. However, 
though the trio alone know the 
formula, sealed copies of it are 
kept in the vaults of banks in 
Trinidad and New York. 

All of which brings us back to 
the anniversary party again, where 
Faye Emerson obliged by receiv- 
ing the 25 billionth dash of An- 
gostura Bitters in her Manhattan 
glass. It was a sight the good Dr. 
Siegert would have enjoyed. 


‘Finish’ Opens NY Oftice 


Finish, published by Dana Chase 
Publications, Chicago, has opened 
a business office in New York at 
45 Fifth Ave., with Jack Bain 
as eastern advertising representa- 
uve. Mr. Bain was formerly na- 
honal business manager of the 
Anerican Electroplaters’ Society 
anc publisher of the society’s of- 
fic al organ, “The Monthly Re- 
vieyv (Plating).” 


Ge's Shoe Account 


+. §. Kreider Shoe Co., Ann- 
vil , Pa., has named Michener & 
mnor, Harrisburg, Pa., to han- 
dle its advertising. Newspapers, 
trae publications and magazines 
Wi be used, featuring the Polly- 
anr . line of footwear for infants 
“young grownups.” 


drich Adds Stations 


! F. Goodrich Co., Akron, is 
40: carrying “Celebrity Time” 
21 ABC-TV stations. Seven 
sta ons recently were added to the 
‘St through Batten, Barton, Dur- 
‘ti » & Osborn. The program is 
‘el cast Sundays at 10 p.m., EST. 


wo Appoint Edwards Agency 


isterson Engineering Co., man- 
uf turer of hobby lathes, and 
Ki'-hen Charm, mail order, have 
Dla ed their advertising with Ed- 


Receives CDNA Recognition 


Ben Sugarman Ltd., Toronto 
agency, has been granted recogni- 
tion by the Canadian Daily News- 
paper Association. The agency has 
moved to new offices at 430 King 
St. West. 


Ivey to Clark & Rickerd 


Mare C. Ivey, formerly with 
Bert S. Gittins Agency, Milwau- 
kee, has been named an account 
executive of Clark & Rickerd, De- 
troit. He will serve on the Kasco 
Mills account. 


Rembrandt Names Lazarus 


Harry J. Lazarus & Co., Chicago, 
has been named to direct the ad- 
vertising of Rembrandt Lamp 
Corp., Chicago. Newspaper and 
trade publication advertising will 
be used. 


Joins Brisacher, Wheeler 

Mrs. Marilyn Wilzbach, formerly 
with Station WLW, Cincinnati, has 
joined the Los Angeles office of 
Brisacher, Wheeler & Staff in 
charge of radio and television traf- 


fic. 


Editors to Meet in Montreal 


The national conference of the 
Business Paper Editors’ Associa-| has moved 


tion will be held 


Hotel, Montreal, Nov. 23-24. 


Squier & Davis Moves Office 
Squier & Davis, Buffalo agency, 

its offices from the 

at the Windsor — Bldg. to 259 Delaware 
ve. 


Ad Showeard 


17 MORTH Wasatn ave 
cmrcseo 


DEarborn 2-3137 


AND DISPLAY STUDIO 


+ POSTERS - SIGNS — 
+ SALES PRESENTATIONS 


wa ds Agency, Los Angeles. 


SALES HATCH QUICKEST 


ae Onygeles 


in this 


44 


Sales ‘hatch’ best where people and 


buying power are concentrated. In Los Angeles 


the sales ‘nest’ is the A.B.C. City Zone 


which accounts for 60 per cent of the population 


and over 64 per cent of retail sales of the 


entire Los Angeles city and retail trading zones. 


And get this:—In the vital city zone the 
Herald-Express reaches 45,952 more families than 


any other daily—its combined city and retail 


trading zone daily circulation leads the field, too. 


So here is your Number One medium in America’s 


third largest and richest market. 


Lod dager 


ERALD-EXPRESS 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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How good is 
a coupon deal’? 


PERCENTAGE OF TOTAL PURCHASES 
ENJOYED BY BRAND X TOILET SOAP 
IN CHICAGO AND SUBURBS BEFORE 
AND AFTER A COUPON DEAL OFFERED 
LATE IN 1948. 


22.8% 35.0% 23.3% 19.1% 
3rd quarter 4th quarter ist quarter 2nd quarter 
1948 1948 1949 1949 


Youngest Families 
Are Biggest Buyers, 
Fawcett Study Shows 


New YorK—The most important 
years to the manufacturer of home 
appliances and equipment are those 
of the newly created family, al- 
most regardless of income or age, 
Fawcett Publications emphasizes 
in a new survey, “The Buying 
Years.” 

The study, undertaken for Faw- 
cett by Cornelius DuBois & Co. 
in the Springfield, O., market, 
demonstrated that while families 
generally do not reach their maxi- 
mum earnings during their early 
years, their modest budgets affect 
the acquisition of appliances very 
little. 

Figures compiled by interview- 
ers who talked with the female 
heads of 800 Springfield house- 
holds last summer show that wo- 
men of both upper and lower in- 
come families have made their 
first purchases of 7.5 out of a pos- 


sible 12 equipment items by the 
time of their 35th birthday. After 
age 35, the study revealed, upper 
income families continue to ac- 
quire additional appliances, but 
only to the extent of 0.8 items. 


a The general redistribution of in- 
come in the past decade, since 
the last federal census, has bene- 
fited the lower economic classes 
and especially young family heads, 
Fawcett points out, “making them 
possibly the most coveted ‘volume 
market’ for household equipment 
as well as many other items.” 

A special cross analysis of the 
survey data showed that, while 
age revealed certain variations in 
ownership, marriage was the pri- 
mary buying influence. More than 
half of all the average family’s 
appliance purchases were made 
before the fourth wedding anni- 
versary. 

The report shows the per cent 
of original purchases by years of 
marriage and per cent of ownership 
by age of women, for baby car- 
riages, carpet sweepers, kitchen 
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ranges, electric irons, phonographs 
or record players, pressure cook- 
ers, radio-phonographs, refrigera. 
tors, sewing machines, electri: 
toasters, vacuum cleaners, washin; 
machines, automobiles, living roon 
rugs and mattresses. 


Issues Labeling and 
Advertising Booklet 


The Committee on Consume 
Relations in Advertising, Nev. 
York, has issued Part V, contain- 
ing two lessons (Labeling Informa. 
tion and Advertising Information) 
of the Consumer-Buyer and Dis 
tribution Series, which deals wit! 
the various aspects of marketing 
and merchandising in relation t: 
the consumer. 

The lesson on labeling covers 
the various kinds and types of 
labeling, the reasons for using 
them, the characteristics of a good 
label, consumer goods standards in 
relation to labeling and related 
subjects. The advertising section 
shows how advertising utilizes 
scientific research and how it 
functions as a consumer-buyer 
guide. The booklet is available at 
25¢ a copy. 


How much do coupon deals help? What selling methods develop and 
maintain brand loyalty? Light on these and other merchandising and 

: selling operations is available in the bi-monthly reports of the Chicago 
Tribune Consumer Panel, a scientifically constructed sample of metro- 
politan Chicago. Reflecting with accuracy the changing buying habits of 
consumers in this market, the Panel findings provide bi-monthly reports 
on 50 food classifications and quarterly reports on 20 drug and toilet 
requisites which enable advertisers to plan and evaluate their Chicago 
sales efforts with greater effectiveness and economy. (Adv.) 


TO CUT YOUR AUTOMOTIVE 
* SERVICE INDUSTRIES = 
ADVERTISING COSTS 


For the first time... 


jobbers tell you 
who actually 


¥ Marner Dara 
¥ BUYING WABiTs 
V RtaveRsy:> 


does the buying... 
whom you must sel! 


Average total retail 
sales per family in the 
DAKOTAS was $3,944.00 
in 1948. When compared to 
the national average of 
$3,131.00, average retail 
- a Recrui sales per family in the 
DAKOTAS were higher in 
1948 than in any other state 
in the United States. * 

70 per cent of this rich 
Dakota population . . . over 
100,000 farm families prefer 


*Statistics from survey ‘‘Upper 
Midwest Food Sales’’ conducted 
by Professors Roland S. Vaile, 
and Edwin H. Lewis, Univer- 
sity of Minnesota Economics 


Send to Automotive Digest | 
for Your Free Copy Today 


Department. THE DAKOTA FARMER, 
the periodical edited in the 
J. P. MALONEY, Adv. Mgr. Dakotas for Dakota Farm 


families. 


Over 100,000 Paid Circulatic ' 
... Largest in the Indust: / 


22 East 12th Street + Cincinnati, Oh > 


Se ay PEN os aera ea Wee ot ae Ne AS rage een Syulien te as 
Tee enh k Re ioc RAS oye is . ae i Mes A ee COE 


, Py - z ao ¥ 7 . % ET ; ‘ 5 a te * Ee aa : by . = : E £ rd iy : ? ae . i : oe 4 , -F : 
ee le i Aiea Sie ai LS oe eee - dy fsahircsigusilinn iad a gee : : ei a sa ; a a a : a is ae tad 
cl aie °s ay eae) ? Nees de - : * " a Ae rd eae a J 2” aa 7. toad 2. ae fs ee case ai Te eee ' aa ss: ae ee eee 2 a ee = ie re eh e ae fhe ee ea vis sen SS ete es te _ ae, F 
a oa od Se ' : : — * . . 4 : Ke ; 
per: oa . - « 

sie 58 ee 
a ? cena eae ne a NN a | 
A ee ee 
ee = | 
Phe ) 
ree he : ¢ . 
coe sf] 
ae 
aes ee 
a : Ce waged 
. ; rae nae 
: med eel > 
aie ! as ips oe : 
nee en oe eet = 
RAPT pes eae : ; : 
ee gee ? sad ) e s oe et " 4 | 
; ce: | <a> Ba. ne i Deciatobeiis ie ‘se aie : a ee i ee oe : vo : 
a : ae! ae it ae pie Spe el ; i. “yo ae 
“. i hee Sip Ae pe ta hen , ne ; ra : aoe . - ze =a8i) By : ¥ ee “ - 
a ’ Bay = 
ce er m f “a 
_ | : 
: | ag 
eS ’ : : 
ian a 
ee | q 
ae ‘ ; 
nese = wie f. * r i i 
Pe aa) Pe pe ca 
te ; baci f eh : e ¢ 
2 ee . ws : phar gia ee siete oe ets oe ale #8 eee ; Ce ae Sat Pass ee es gts Bs oe ; ; . = eee i ; Be : 
.. ae a 4 ast © 1 , 1 ee . 
me, 4 ' 7) e : bys 
Li ae Z } : \ Sg 
oa ; \ \ ) ce : 
oe Se 3 et va ‘i in | | : 
i , 4) (LAG / A Z } ° 
| wn UTom acer a: 
| e ABERDEEN, $0. DAKOTA TIVE AFTER.Mary | ; 
ie eT i e 
| 7 
— FOOD MARAT) _ —i ADVER} NGC ees 
eerie at G u hrough M 
side ees 4 4 ag era 77 J ' ; Ore Prod, . 
te j i 2A ves hor Fal Uch; 
Peace oe Sy ’ mn rere: ; = bas - | “aia eee !/VO Advert; Hy 
ue : b : -~ ae? \ . ee Ising 
Beat ; .. we ee S a y 
ad # ~*~ J — = be F 
Rete ta i — ~ iy ; 
e . >. rise i 
a a | 74-2 ‘ 
ele { . (j di . me oe, | 
meee 4 y : | . 
a — j- / j ' ; | ye 
ages / pa 31). \ : 
ia BS LA al pw ~ ae 
cei 1: & = ; ie pom oe | . 
; 7 Ss —4 fe 4 : ea . Ps 
ins 4 j | . 
J ie fas — | . 
‘ ’ t ] Pi, = . 
Bee i: | ° 
a ea . 
a pis ? : er . 
‘a es ? 2 “ . 
a y! * 
ei 7 a 

2 rad | 

a - pe: Bas ge , ; 
jl } A tteretes Aas eerens 
a Aimee DIGEST | 

i ae r e P -o.e ” . - — 
oe og 5 q 
cae Hi ~~ i P . ‘a 
a Ce ee ae ey 
my rts sere rete . i est uf eee ‘ Es eee mM, UY 3 Re Leyes Ske aes eae x ts ‘ et SRE eT Lee en pce a Ea Fat ee et Mig PPE Ny a ata Ne gt PT NSE ees ee he ay) Oe ee eee Ne Oa as es Oe OP orice Bea ree pene ~ + pe aces aa BEY, Fy eee : 4 re Sx oe fet 
aye : el alata RL ge ae Ni Apt 4 isk FEET ee ee TT RL, ke CRY ee Oe aie ie a 


r 7, 1949 


\ographs 
re cook- 
-frigera. 

electri: 
washin; 
ng roon 


onsume 
g, Nev 
contain- 
nforma. 
mation ) 
ind Dis 
als wit! 
arketin: 
ation to 


fF covers 
ypes of 
r using 
f a good 
dards in 
related 
section 
utilizes 
how it 
2r-buyer 
ilable at 


atic) 
usti / 


, Oho 


\dvertising Age, November 7, 1949 


DRESSED UP—Armour & Co.'s Christmas 

promotion will double-feature its hams— 

as practical gifts as well as for home use 

—and pack them in special holiday 

wrappings and decorations. Folders of 

menus and recipes are available to 
dealers. 


French Newspaper 
Readership Drops 
Almost 1,000,000 


Paris—lIn an article titled, “Why 
Frenchmen Have Stopped Buying 
Newspapers,” L’Echo de la Presse 
thrice-monthly advertising busi- 
ness paper here, found that the 
largest number of respondents gave 
as their reason: “I haven’t time 
to read it.” 

Next in order were, “the news 
is biased’”’; “too much sensational 
news,” “the paper is not worth 
the money,” “too much political 
and too little real news,” “lack of 
earnestness,” “the present press 
disgusts us” and “too much Am- 
erican material.” 

L’Echo de la Presse asserts that 
between 1935 and 1939, the French 
press lost between 20% and 25% 
of its readers, and that in 1939 the 
aggregate print order of the Paris 
press was about 7,000,000 and of 
the provincial press, 3,800,000. 


s Noel Jacquemart, editor of the 
advertising journal, declares that 
the present print order is 5,- 
750,000 for Paris papers and 5,- 
250,000 for the provincial press. He 
adds, however, that in 1939 re- 
turns averaged 12% to 14% of the 
print order and now they run be- 
tween 20% and 25%. Thus the total 
drop in newspaper buyers is 
somewhere between 700,000 and 
1,000,000. 

Of the ex-newspaper readers 
513% stopped buying papers in 
1948 and 1949; 14.7% in 1947 and 
10.31% in 1944. 

In answer to specific questions 
65°% of the ex-reader respondents 
thought papers too expensive now 
and only 15% thought not. About 
44°, said that the papers held no 
interest for them and only 13% 
Said that they were interested. 


® Only 57% of the former readers 
Sa’ | that they replaced their news- 
paver reading by radio listening, 
w! le 30% did not. Finally, 6.5% 
of the faithful readers formerly 
bo.ght two papers and now buy 
on ¥ one. 

-ading papers and their circu- 
lations for July (French Audit 
Bu eau figures) are: France-Soir, 
41 000; Equipe (sports), 370,000; 
Le Parisien Libere, 310,000; Le 
Fic ro, 308,000; L’Aurore, 291,000; 
Pa s-Presse, 248,000; Ce Matin, 
17. )00; France Tireur, 171,000; 
Ce Soir, 169,000; L’Humanite, 167,- 
00 and seven other dailies with 
‘i ulations of less than 100,000. 


Tc Sponsor ‘The Pet Shop’ 

_ vanger Kennel Food Co., 
W eeling, Ill, maker of fresh 
'r zen horse meat, has signed to 
‘} nsor “The Pet Shop,” Tues- 


as, 5:30-6 p.m., over WNBQ, 
- Cago television station, effective 
Nov. 15. The company is building 
a <nning plant in Wheeling with 
: is ~ begin the canning of its 
duet. 


393 Transit Radio 
Advertisers Counted 


New YorkK—Transit Radio has 
added 128 new sponsors since Sept. 
1, Frank E. Pellegrin, vice-presi- 
dent in charge of sales, has re- 
ported. 

This figure covers bus and street 
car radio advertising in the 12 
cities reporting. Transit Radio now 
has stations in 16 markets. Total 
sponsors in the cities reporting was 
393. 

National advertisers which have 
recently joined the list of transit 
radio users are Swift & Co., Fanny 
Farmer Candy Shops, Ford Deal- 
ers Association, Musterole Co., 
Bond Stores, Colgate-Palmolive- 


Peet Co., Fehr Baking Co., Miles 


Laboratories, Mrs. Filbert’s may- 
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onnaise, and Feltman & Curme 
shoes. 

Allentown; Baltimore; Evans- 
ville, Ind.; Houston; Huntington, 
W. Va.; St. Louis; Worcester, Mass.;: 
Topeka; Washington; Wilkes- 
Barre, Pa.; and Tacoma, Wash., 
stations were covered in the report. 


Plaracot Announces Officers 


Plaracot Corp., Chicago, maker 
of Plaracot towels and cloths, has 
announced the following new of- 
ficers: Herbert F. Jordan, presi- 
dent and general manager; How- 
ard W. Schendorf, vice-president 
in charge of sales, and Margaret 
V. Jordan, secretary and treasurer. 
Earl Witt Inc., sales representa- 
tive, no longer represents the com- 
pany. All sales will be handled di- 


WE produce printed labels exclusively 
with brand-new press and finishing equipment. 
The men in charge of this equipment, however, are old hands 
in the label field. New machines, old hands . . . here 
is a combination you will want to know more about. Why 
not reach now for your telephone, or dictate a short note to us? 


¢Y Maley, Printing Company 


abel Division 


CHICAGO 16 7 


2001 CALUMET AVENUE 
Victory 2-0300 


rect. 


Here’s the ticket for sales results 
in northern Ohio. It’s the winning combination of 


CBS and WGAR! 


The line-up of top CBS shows is the nation’s Number 
1 listening habit. Outstanding WGAR programs and 
personalities rate Number 1 with northern Ohio listeners 
according to a recent radio poll. So, when you plan 
your advertising for northern Ohio’s six-billion dollar 
market, don’t overlook this perfect parlay for listeners... 
CBS—WGAR. Ask your Petry man for the facts...now! 
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50,000 WATTS Cleveland 
\\ 


Represented Nationally by Edward Petry & Co. 
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New Commonwealth 
Shoe Line to Bow 


Cuicaco—Commonwealth Shoe 
& Leather Co., Whitman, Mass., 
manufacturer of Bostonian, Foot- 
saver and Mansfield lines, will 
launch a heavy schedule of na- 
tional advertisements next spring 
for the introduction of its Don ’n’ 
Doff model as a Bostonian style, 
which is being shown at the Na- 
tional Shoe Fair here. 

The first elasticized shoe in the 
history of the footwear industry, 
the Don ’n’ Doff model is a dress- 
type slip-on shoe designed to blend 
with tropical weaves and rayon 


materials. 

No definite advertising plans 
have yet been made as to market 
coverage or media plans. 

Young & Rubicam handles the 
account. 


Clary Appoints Three 

Martin L. Cowan, formerly dis- 
trict manager of Victor in Dallas, 
has been named manager of the 
Dallas factory branch of Clary 
Multiplier Corp. Charles Watkins, 
formerly manager of Clary’s New 
York branch, has been appointed 
in charge of the trade-in machine 
division, making his headquarters 
in the home office in San Gabriel, 
Cal. Kenneth A. Adams has been 
named director of the dealer di- 
vision. 


IRVING WOOLF & CO. 


Photo Gelatin DOES THE TRICK 
ONE TO FULL COLOR PRINTING « INEXPENSIVE 


CHICAGO: 35 $. DEARBORN ST. 
LOS ANGELES 6769 LEXINGTON-AVE S 


Premiums Will Boost 
Perfex Sales During 
Early 1950 Campaign 


SHENANDOAH, Ia.—Perfect Co., 
whose premium promotion during 
the current year has produced 
“highly successful” results, has al- 
ready lined up the new premiums 
it will use early in 1950 and is 
testing others for possible later use. 

The premiums will be offered to 
consumers, for both cash and box 
tops, in campaigns promoting the 
company’s Perfex cleaner, Gloss- 
Tex liquid starch and Shina Dish, 
dish washing preparation. Perfex 
markets these household items in 
more than a dozen midwestern 
states and uses radio, newspapers, 
trade publications and dealer aids, 
in addition to the consumer pre- 
miums. 


a During the Jan. 2-Feb. 25 pe- 
riod, Shina Dish sales wiil be 
stimulated with an offering of an 


assortment of five plastic food 
saver bags, for a box top and 25¢ 
in coin. Flower seeds and bulbs 
also will figure prominently in 
the premium plan. The GlossTex 
premium, offered Jan. 30 through 
March 25, will be a Burpee flower 
garden seed offer; ten packets of 
seeds, retailing normally at $2.10, 
will be offered for a GlossTex 
label and 25¢. 

The gladiolus bulbs which have 
become a traditional offer for 
Perfex cleaner users will again 
be featured. A Burpee collection 
of 15 varieties, valued at $1, will 
be sent to consumers for a Perfex 
box top and 25¢ during the Feb. 
28-April 22 period. 


Heads New Display Company 
Frederic D. Amour has been 
elected president of Vision Dis- 
play Inc., 107 W. Wacker Dr., Chi- 
cago, a new concern associated 
with Vision Inc., art studio. Other 
officers are Boris Hamilton and 
Sol J. Berger. The new company 
will serve as designer and producer 


of display advertising. 


Sales Bloorn 
‘in this Climate 


_— 


“rte 


EQS ree 


Americas 4* Rint of Sale , 


HEN people open 


the pages of this mag- 


azine, their wants come bursting forth. 


For here they find a buying aid that helps them 
fulfill their own desires for better living in 


better homes. 


Here they learn, from 


useful things—and then, 


to do them with. 


editorials, how to do 
from ads, what to buy 


Here they are spurred on, by 100% service 


Is it any wonder, then, 


content, to take steps now that will make them 
better homeowners, neighbors, parents. 


that Better Homes & 


Gardens is today “America’s |st Point of Sale”? 


That its buying climate starts sales blooming in 
more than 3,000,000 homes of above-average 
income? That the homes are fertile field for any 
product from breakfast food to furniture, from 


galoshes to gasoline? 


If you'd like to hear how 


Gardens representative. 


: 
* 


\ 
oA 


over 1,425 advertisers 


have discovered the answer this year alone, 
make a date to see your Better Homes & 


og 


yt 


mere thou 3,000,000 


“Buty Hou 


ALL READY—One of Glenmore Distilleries 
Co.'s special Christmas gift packages is 
this “mailbox,” which is lithographed in 
six colors and holds two fifths of Ken 
tucky Tavern bottled-in-bond bourbon. 


Justice Department 
Drops Anti-Trust 
Case on Baseball 


WASHINGTON—The Department 
of Justice has announced that it 
is halting its anti-trust investiga- 
tion of alleged restraints in the 
broadcasting and telecasting of 
major league baseball games. 

The department says it believes 
that new rules’ adopted by the 
leagues this year, and tested dur- 
ing this fall’s World Series, have 
removed the cause of complaints. 

For several months, anti-trust 
investigators questioned a_ big 
league rule which enabled a club 
to veto the broadcasts of other 
major league games by stations 
within 50 miles of their home ball 
park. 

Under the new rules, the veto 
may be exercised only when the 
home team is playing in its park, 
or when it is providing television 
coverage of its away games. 


ws The complaints also resulted in 
..amendments voiding the kind of 
contract which gave Mutual net- 
work exclusive rights to broad- 
cast the 1948 World Series. 

Under the rule tested during 
1949, the commissioner of base- 
ball, when selling World Series 
rights to a network, must require 
that the broadcast and _ telecast 
be available, on a sustaining basis, 
to any independent station serving 
an area inadequately served by 
the network, provided the inde- 
pendent station arranges its own 
tie-in facilities. 

The department said this rule 
has resulted in the greatest World 
Series coverage in history, with 
more than 700 network and i- 
dependent stations in North Ame: - 
ica participating in the 1949 cla:- 
sic. 


Fossum New General Manag:°r 
of Stewart-Warner Division 


Erling G. Fossum, with Stewa '- 
Warner Corp. since 1926 and : - 
sistant to the president for 
past year, has 
been named gen- 
eral manager of 
Stewart-Warner 
Electric, Chicago, 
radio and televis- 
ion division of the 
company, effec- 
tive Nov. 1. He 
succeeds Samuel 
Insull Jr., who 
has resigned to 
return to the in- 
surance business. 

In his new po- 
sition Mr. Fossum will be resp: ~ 
sible for all phases of engineer: 
production and marketing of ra 
television and other electr« 
products. 


Erling Fossur 


Appoints Denham Agency 


The American Society of T 
Engineers has named Denham - 
Co., Detroit, to direct the adv« 
tising and publicity of its ind\ 
trial cost-cutting exposition sche 
uled for next April. 
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nt 38.7% in the previous study; deli- % 
it catessens declined from 6.1% to “a 
a 4.7% during the two-year period, . e = 
he and all other outlets accounted for 
of 7.3%, compared with 6.1%. | 
! 
es s The survey points up the fact ) 
he that, among Dell readers, chain and | 
a self-service stores of all kinds are / es 
ve most popular with middle and up- 
‘ per-income groups in medium-size aie 
ist cities. 
18 The consumer study, tabulated 
ub by John Felix Associates, reports 
er on a total of 116 products used in 
ns the home and includes, for the 
all first time in the series, data on 
baby foods, furniture, carriages, 
to shoes and various clothing items; 
he frozen vegetables; mixed flour 
‘k, products; soap and _ detergents; 
on wine and beer; sewing machines: 
silverware; cedar chests; linoleum - 
and electric clocks. The final sam- 
in ple included 3,435 completed ques- 
of tionnaires which had been in- 
at - serted into newsstand copies of 
d- November, °48, issues of Modern 
Sereen, Modern Romances and : ry 
ng Screen Stories. —— , ae . a — 
e- SPOT MOVIE ADS in theatres sell Gibson refrigerators, home LIKE A STORE DEMONSTRATION, specially staged, Gibson 
ies s The baking mixes have caught freezers and ranges for local dealers. Produced like Hollywood Spot Movies in theatres get across the features of Gibson products 
ire on fast, with almost half of these — — ne pe —- _ ange sper ge Spot while prospects are — receptive. They guarantee virtually 
ast younger. families reporting that ovie ads provide the only national medium that sells by demon- 100%, attention because they are like a movie short in the theatre's 
is i . Pia stration — sight, sound, action —in color or black and white. program. Each carries the name and address of the local dealer. 
1S, they used biscuit mixes. Bisquick 
ng is the outstanding leader, with i mr 
by 74.2% of the market. Among the } if 
le- cake mixes, used by 34% of all f 
vn families, Duff’s is out in front with 
22.4%. The big city families make sreteess 
ile the most use of pie crust and muf- 
rid fin mixes, with Flako accounting 
ith for 25% of the former, Duff’s lead- 
n- ing the latter group with 38.7%. 
Te frozen fruits, increasing their 
A popularity, are used by 38.4% of 
families, but Birds Eye (67.6% 
of the market) has lost some 
er ground to home-frozen items, 
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Self-Service 
Stores Gaining, 
ell Study Shows 


New YorK—Self-service food 
s ores have reached a new peak in 
popularity, attracting 82.4% of the 
families last year as compared with 
only 41.3% in 1939, according to 
the 1lth “Survey of Homemak- 
ing” published by the Dell Modern 
Group. 

In the last previous study con- 
ducted by the Dell magazines in 
1946, 70.9% of the families re- 
ported buying food and food prod- 
ucts at self-service stores; in 1944, 
the figure was 64.4%. 

By types of stores, chain out- 
lets increased their lead last year 
over the independents. Of all fam- 
ilies, 53.6% buy at the chain 
stores, compared with 49.1% in 
‘46. The independent outlets ac- 
counted for 34.4%, compared with 


Wihich account for 3.7%. In frozen 
vesetables, used by 47.1% of fam- 
ili's, Birds Eye is again a stand- 
ou, with 68.8% of the market. 
Hi ne-frozen varieties head all 
ot'er brands. Use of frozen meats 
ha dropped back since 1946, but 
Bi ds Eye has jumped into a com- 
m. nding position in this field, go- 
in. from 19.1% to 49.9%. Home- 
fr’ en meats account for 8.7%. 


® .mong canned spaghetti prod- 
uc’ , Franco-American, a perennial 
lee er, lost ground in 1946 but 
‘ae back last year to lead with 
22 % of the market; Heinz re- 


comer, Delrich. 

Proctor, a relative newcomer in 
the small appliance field, has 
come along fast since the last re- 
port and now is in third place, be- 
hind Toastmaster and General 
Electric, in electric toasters. Proc- 
tor’s irons moved up from 7th to 
4th position last year, behind GE, 
Westinghouse and Sunbeam. 


To Advertising Engineers 


Mrs. Lee Partridge, formerly a 
medical copywriter with Henri, 
Hurst & McDonald, has _ been 
named copy chief of Advertising 
Engineers Corp., Chicago. 


Joins Audit Bureau 


Practical Builder, Chicago, has 
joined the Audit Bureau of Cir- 
culatiens. 


Ofters Appraisal Service 


The American Association of In- 
dustrial Editors is offering an ap- 
praisal service, designed to help 
industrial editors produce better 
publications, editorially and tech- 
nically. The service covers layout 
and makeup, headline treatment, 
graphic illustrations, typography, 
editorial content and attainment 
of editorial objectives. The service 
is free to AAIE members, $12.50 to 
AAIE affiliated associations and 
$25 to others. 


Cooper Alloy Promotes Two 


Jack Victorine, sales manager, 
has been promoted to general sales 
manager of Cooper Alloy Foundry 
Co., Hillside, N. J. Morton C. Mey- 
ers, assistant to Mr. Victorine, has 
been named assistant sales man- 
ager. 
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profit and save for ideas. Advertisements 


have an average life of 120 days. 


FURNITURE AGE 


Dealers read for 


Gibson Sells Home Appliances 


ACTION demonstrates special advantages of Gibson appliances. 
Movie ads are adaptable to your sales approach. You can use them 
in selected markets or on a national scale in over 13,000 theatres — 
in big cities and small towns. You can use them with or without 
local distributor or dealer signatures. 


ATTENTION ADVERTISING EXECUTIVES! Get all the facts about Spot Movie Advertising. Call or 
write for your free copy of The Story of the $100,000 Continuing Study of Theatres for Movie Advertising. 


PRODUCED with professional skill, Gibson Spot Movies are also 
professionally distributed. Movie Advertising Bureau Members 
sign up the dealers, help them select theatres, create the “trailers” 
which show the local store’s name, and handle scheduling and bill- 
ing. Bureau Members can do the same for you. 


NATIONAL OFFICES 


a ta. .ed second place, with 11.7%. 
‘ nation, as usual the top brand 
'n -vaporated milk, hit an all-time 


NEW YORK 
70 E. 45th St. 


CHICAGO 
333 N. Michigan Ave. 
®} Phone: MUrray Hill 6-3717 Phone: ANdover 3-3022 


NEW ORLEANS 
1032 Carondelet St. 
Phone: Magnolia 4545 
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hi } ; BU R if A UJ KANSAS CITY 
with 38.8% of the market MOVIE ADVERTISING —. . seer 
largarine turned in its best rec- Phone: Harrison 5840 Phone: Main 9333 Phone: YUkon 6-6164 


°! 1 since the survey was started, i 
“th 60.4% of all families re- 
P “ted among its users. The pre- 
uS peak, in 1946, was 52.5%. 
P «kay took over the lead from a 
gtime favorite, Nucoa, which 
“> Was outpaced by both Blue 
inet and a comparatively new- 


MEMBER COMPANIES 
UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 
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Cone Reviews 12 Ads 


‘I Wish We 


FC&B Principal Puts 
Laurel Wreath on Some 
Outstanding Campaigns 


Solving the Problem of 
Low Product News Value 


If there is any news in the fact 
that Life Savers are built around 
a hole, that they come in five fruit 
flavors—pineapple, wild cherry, 
orange, lemon and lime, and a 
few others—that they cost 5¢ and 
that they await you on every candy 
and cigar counter in America, it 
can only be news to a very few. 

And yet—this seems to me a 
thrilling series. 


Had Done’ 


It seems to me implicit in its 
acknowledgment that here is no 
news. It is reminder advertising— 
and as such it rises high above the 
average. 

Each of the advertisements in 
the series is different. Each is im- 
aginative in its own way. Each 
makes its unmistakable promise 
wholly by suggestion. An under- 
standing on the part of the mak- 
ers that there are probably no 
other words in the world that 
could add really important argu- 
ment to the suggestion. 

The result (at least in my own 
case) is a complete and continuing 
acceptance of the promise. 

Very much in the same school 


A fruit cocktail for your pocket ! 


the magazine campaign for|and integrity; we are also crea- 


Green Giant peas. tors.. 
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done.” 


At the Four A’s meeting in Chicago, Fairfax 
M. Cone of Foote, Cone & Belding performed 
some interesting mental gymnastics by de- 
scribing a dozen current campaigns (none of 
them by FC&B clients) which “I wish we had 
Making it clear that he was not trying 
to single out any campaigns or commercials 
as “the right way to do it,” 
the campaigns he would have liked to have 
done contain advertising “that sells me.” His 
choices of campaigns that he would be proud 
to have done are described and illustrated here. 


he stressed that 


The promise has heen centered 
in a label—and it has been made 
with telling effect. 

The constantly changing adver- 
tising seems always to say: We, 
the packers, are people with taste 


. we don’t simply pour peas 
Here, however, the competition] into tins—any old peas; we put 


is with products that have no vis-| up the cream of the crop, lovingly, 
ual difference. 


for you. 


ND YOU CAN LAY TO THIS, mates: sale-ing is 


mighty smooth when you keep a weather eye on BMB. 
It proves that ABC delivers the big city markets As WELL 
AS the towns outside. Long Beach is one good example; 
73% of its radio families are ABC listeners, says BMB, 


RUISING UP THE COAST to Vancouver, Washington, 
we find that 70% of the radio families in this busy port 
tune-in ABC regularly according to BMB. Proof again 
that ABC’s big-time programs build big audiences in 
smaller centers—and deliver the big cities, too. 


Ab 


New York: 30 Rockefeller Plaza - 


d 


eve TNT 


PRUPea te vsey “is. 


= i 


OATING ABOUT THE BAY AREA you find practically 
every cove is an ABC anchorage. In Oakland, for in- 
stance, BMB shows that 87% of the radio families are 
regular ABC listeners—and it’s just one of 42 Coast 
cities where ABC has 50% or better BMB penetration. 


On the coast 
you cant get away from 


ABC 


FOR COVERAGE... ABC’s booming Pacific network 
delivers 228,000 watts of power—44,500 more than the 
second-place network. This power spells coverage — 
ABC primary service area (BMB 50% or better) covers 
96.7% of all Pacific Coast radio homes. And ABC’s 
Coast Hooper for 1948 was up 9% or better both day 
and night. 


FOR COST...a half hour on ABC’s full 22-station Pacific 
network costs only $1,228.50. Yet you can buy as few 
as 5 stations for testing or concentration. And ABC 
is famous for the kind of audience-building promotion 
that helps slice the cost-per-listener. 


Whether you're on a coast network 
or intend to be—talk to ABC 


PACIFIC NETWORK 


e 7-5700—Derrorr: 1700 Stroh Building - CHerry 8321—Cutcaco: 20 N. Wacker Drive 
DElaware 1900--Los ANcELes: ABC Television Center + NOrmandy 3-3311—San Francisco: 155 Montgomery St. - EXbrook 2-6544 


I know that no advertisement in 
the series has ever said any such 
thing. If it had it would probably 
have been a very bad advertise- 
ment. But the implication is there, 
clear and strong. And I don’t think 
the high position of Green Gian‘ 
peas in the retail sales figures is 


Zor V hat pit, 
ecrigPelacs dor is” 


' pene 
oe me 
Wm omni y 
— 
cme 
ne ; my od 
nme t . 
Ten tes : : ae ‘. 
et he s ~ ; 
Green vcon $a is cet Saal suse Rs ik 


purely coincidental. 

This is another campaign that I 
would like very much to have 
made. 


# A third series in which the lack 
of real news value has been no 
handicap whatever is the cam- 
paign for the Ladies’ Home Jour- 
nal, under the continuing caption: 
“Never Underestimate the Power 
of a Woman.” 

In a field where argument is 
consistently dull and often spec- 
ious, the Ladies’ Home Journal has 
none of it. 

Each of these advertisements has 
been based on a smile. But it is a 
very different kind of smile than 


haf ’ 
\ r ae 
& Wila a IN Ie 
| a ae 
| | | 
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Mer the Power of the Magerine Women Beheve in 
Mare women havy Ladies’ Hoene jesmmal, bentamar ity sthanlerin 


oe Lode mm JOURN: 


eaght by semrly © MALION MORE women then any ether meperine 


bs on important part in women's lives 


en en 


the ones elicited by the Life Sa\ 
advertisements or the more flip 
the Green Giant series. It is 
privileged smile. It is a smile t! 
we—advertising people—share ‘ - 
gether. It is a little, patronizis 
conceit. 

And if it goes a little beyond t!) 5 
and socks us repeatedly with t & 
weight of the numbers of ‘ & 
Journal’s huge circulation—this ‘5 
little enough to pay for the f 
Moreover, the Journal is well p / 
off, too. 

This is gay, confident, convin« 
advertising in a field where b 
reason and originality frequen 
seem to have been buried—f 
ever, at opposite ends. 


s Last, in this group of campaig 
minus dramatic product news, 
the Li’l Abner series for Cream 
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Wheat. 

This isn’t the first or the only 
ontinuity strip for a breakfast 
ereal. But it is the only one I can 
hink of that combines the radio 
erials’ cliff-hanger approach and 
he radio comics’ patented ex- 
ggeration of situation and solu- 
‘\ion—into believeable advertising. 

Contrary to possible first im- 
»ressions, I think there is no kid- 
cing of the product here. The series 
and the exaggeration are all Li’l 
Abner’s. Since he is Li’l Abner, 
they are as they should be. And 
so is Cream of Wheat. 

I may be reading something into 
this series that its makers never 


thought of. But I don’t think so. I 
believe they saw in Al Capp’s Li’l 
Abner the one character in current 
fiction who could endlessly ex- 
aggerate their story without ever 
blunting the point—that Cream of 
Wheat is a proved good food. 

After all, no one questions the 
existence of the great Northwest— 
just because Paul Bunyan is a 
myth. 

This is another example of the 
makers of a product and the mak- 
ers of advertising getting together 
with their readers and their cus- 
tomers for a series of minor cele- 
brations in honor of a_ product 
whose reputation is clearly and 
happily established. 

! would like to have planned as 
well, 


Overcoming Established 

Advertising Competition 

In my second group of cam- 
pe igns, there were four. 

Now there are only three. 

for one of the campaigns (and 
! \ad read a dozen or more of the 
ac vertisements) did me a terrible 
w ck when I went to look for a 
bp! of. 

couldn’t remember the name 
Oo! the advertiser. I know it now, 
to be sure, but not because of the 
ertisements. They were bright 
fresh and readable. But they 
di n’t register. Perhaps they were 
Ju | too bright. 

ly three campaigns in this 
& up are campaigns that have 
te en a new tack against estab- 
li ved advertising competition. 


® The first is a campaign that G. 
C Crain’s and Sid Bernstein’s Cre- 
ave Man gave a long, low leer 
in the Oct. 3 ADVERTISING AGE. 
laybe The Creative Man was 
ht in this case; the case of a sin- 
£ - advertisement. Maybe this par- 
\ ular piece of copy—for the New 


York Life Insurance Co.—got 
pretty soupy before it was done. 

But I still would like to have 
planned the campaign. For against 
the long-time great series for the 
Metropolitan, the Travelers, North- 
western and the Mutual campaigns 
that cast the shadows, I think any 
new insurance campaign is a very 
tough challenge. 

New York Life has met it with 
a series that sells the agent. 

First of all, it sells the agent to 
his clients and his prospects. Sec- 
ond—and hardly less important— 
it sells the agent to himself. It 
lifts him up. It makes him a pro- 
fessional man. It makes him proud 
of himself. And it should make 
him proud of his company. 

Instead of you—the prospect— 
it talks about the salesman and 


ee em 


the problems he has helped to 


meet. 

Against today’s insurance adver- 
tising competition it is a unique 
and warm approach. 


@ My second campaign in this 
group is somewhat less warm than 
unique. 


It is a kind of trade paper cam- 
paign to women whose trade is that 
of the housewife. It is the maga- 
zine and supplement campaign for 
Pillsbury mixes. 

In a field where almost every 
picture is impossible—they seem 
to have been taken through lorg- 
nettes, and where headlines try to 
talk with Park Ave. accents—here 
are straight pictures and here is 
straight talk. 

It is perfectly easy to under- 
stand why canned spiced luncheon 


ew 
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meats and Jell-O, say, have to be 
dressed up. 

But a cake is something differ- 
ent. A cake is a cake. It doesn’t 
need fancy plates or candle sticks 
or green tablecloths or crystal 
goblets to make it look good. It 
looks good all by itself—the way 
it turns out of a pan—the way a 
woman sees it first. 

The problem is how to make it. 

And Pillsbury tells her in a 
second—without an unnecessary 


KLX 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 


Inc 


by Burn-Smith Co., 


ADD 50 MILLION TO PITTSBURGH’S BILLION-DOLLAR LOOK 


You saw the news 


a big insurance company will rede- 


velop 23 acres adjoining Pittsburgh’s Point Park. First 


project is three office buildings worth $50,000,000. 


And it’s no longer news that, up the Allegheny River, 


the VA will put 20 million dollars into a new hospital. 


And the Allegheny County Sanitary Authority will spend 


more than 42 million dollars for a sewage disposal system. 


All America knows of the millions that are going into 


Pittsburgh’s fabulous building and expansion programs. 


But the biggest news of all continues to be that industry 


is pouring far more than a billion dollars into new plants, 


expansion and modernization in 


the Pittsburgh district. 


Far more than a billion for new jobs, new income oppor- 


tunities, new markets for you. 


Three 20-story office buildings—a $50,000,000 project—will be the first step in 
redevelopment of 23 acres adjoining Pittsburgh's new Point Park. 


It’s more than coincidence that the big projects are in 


the close-in Pittsburgh market. 


Experienced marketers know that Pittsburgh market 


activity increases in direct proportion to nearness to the 


heart of the market. And experienced advertisers know 


that, whether you define your close-in market as City 


Zone, Metropolitan Pittsburgh, Allegheny County or 


Retail Trade Zone, The Pittsburgh Press is No. 1 by 


every standard. Not just in circulation, not just in linage 


... but No. 1 in infiuence and results, too. 


Ask your Press Representative to show you why The 


Represented by the General 
Advertising Department, 
Scripps-Howard Newspa- 

rs, 230 Park Avenue, New 
fork City. Offices in Chi- 
eago, Cincinnati, Detroit, 
Fort Worth, Philadelphia, 
San Francisco. 


The Pittsbur 


Not 


Press leads by such a 


Howard Representative 


wide margin. 


Sheeran 


Every Scripps- 


is a Press Representative. 


1948 
PRESS (e) 9,878,548 
PRESS (S) 4,536,686 
Post-Gazette (m) 5,562,745 
Post-Gazette (S) — 
Sun-Telegraph (e) 6,623,370 
Sun-Telegraph (S) 3,952,715 


Sunday figures include all supplements 


TOTAL ADVERTISING LINES 


published in first 7 months 


1949 Change 
10,537,030 +-658,482 
4,648,084 +111,398 
5,390,108 —172,637 

1,351,083 _ 
7,099,695 +476,325 
3,841,058 —111,657 


Source: Media Records, Inc. 


General Advertising 


oh Press 


in City Circulation — in Classified Advertising — in Retail Advertising — in 
in Total Advertising 
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word or gesture. most every other whisky was try- x 28 lines—wherein little ople, ° . . a 
It’s straight talk and straight|ing to put over some kind of sym- butchers and bakers and pct om Fills Bill for McGill ’ 
pictures for busy women with/ bol—or just making an idle boast. ; ee stick makers, said one little thing i 
hungry families—and to hell with| Schenley had a rooster—all done in 2 Jlavors - s , | over and over again, about Calvert.| B= ©) Be ay Ce es r 
Mrs. Astor. up in a dress suit. Three Feathers, nS = | Under their pictures, and over their eas 1 
= I don’t know what percentage| following Four Roses, had three names and addresses, they said t 
* of American families eat most of | feathers. P. M. was trying to decide only this, in effect: “I’ve switched 
i‘ their meals in the kitchen. But| between bellboys (or room ser- to Calvert—because I like it bet- i 
I do know that the kitchen is/ vice) and orchids. Hunter had its ter.” al 
where all the meals are made.|jumper, Carstairs had a _ white All that happened was that Cal- 
And I doubt if it’s fun to make| seal. Old Granddad had his bust— vert—without any change in label 
; them. with spectacles on it. Seagram had or taste, while the symbols grew 
5. Pillsbury, just for a change,|its mammoth 7. White Horse had sadder and the claims went sour— 
2 doesn’t pretend that it is. its stallion. Black & White had moved into second place. (It was 
i scotties. Old Charter had clocks. a little too cheap for first.) 
i # Last, in this group, I offer you| Golden Wedding had a wedding 
’ the Calvert switch campaign. cake bride and groom—under An Old Story With 
If you will think back a little,| glass. And — one eg the A New Advertising Twist 
you will remember that this ser-|magazines—had animals (every- cont gabemnite hee anbe anal ee 
‘ ies started in newspapers when al- | thing but a panther). an TERE CRRGTES, HCE, SOR OMAHA, Nebr.— John McGill, con- } 
E _ ema It i ues : struction superintendent, likes his ‘ 
ws To be perfectly fair, this wasn’t Philip. ball omellanaies w  Rar peng gee Mag why I switched 
(Si MPSON-REILLY, LTD. | the fault of the advertising people | “more and more people are calling a very old story has been given a 4 fils a an aa wey he says. ; 
Publishers Representatives nearly so much as the Alcohol} for Old Cistern,” and the like, in| brand new advertising twist. y- F 
; Tax Unit. You almost couldn’t do|big space and big type—Calvert} To anyone who can either see| CALVERT RESERVE Blended Whiskey ’ 
since 1928 anything else. did everything differently. or hear, it now must be clear that: | 786.8 Proof—65% Grain Neutr@! Spirits. j 
LOS ANGELES HALLIBURTON BLDG. But Calvert did. They started an almost entirely| Lucky Strikes are mild. Camels Distillers Corp.. New York City . 
(SEATTLE NEW WORLD LIFE BLDG.) the oar the dreary businesg of|new kind of testimonial campaign.|are mild. Chesterfields are mild.| oreover: Luckies are kind to ‘ 
e symbols and the bleary boasts} A campaign of little ads—1 col.|Old Golds are mild. your throat. Camels guard your T a 
Zone—‘“30 day tests reveal not one ‘ 
— No. 1 of a series devoted single case of throat irritation due ; 
7 apna awe enn to smoking Camels.” Chesterfields ' 
re ee ee are the best cigarets for you to " 
smoke. And Old Golds (for some 
reason that I will never under- 
stand) cure nothing but fine to- ; 
x bacco. P 
‘ a The point is, almost every lead- te 
: ing cigaret offers primarily to be ‘ 
5 least harmful. And so did Philip | 
Morris until recently—-when they 
broke with a new, positive promise Mr 
in just three words: 
“No cigaret hangover.” 
The old throat story is there, all 
right, but the thought is all he 
wrapped up and tied tight and de- a 
livered in a brand new package— "A 
“ 
ess ~ 
: | ic 


Your Advertising SELLS MORE in these 2 publications because 


EACH STICKS TO ITS OWN LAST? 


ments subscribe to BSN—why more contractor- 


The owner may want your product, but if the whole- 
saler and the dealer don’t handle it and the builder 
doesn’t know about it—it’s NO SALE. To bridge 
the gap between your factory and millions of con- 
sumers, you need the readers of both BUILDING 


builders pay to read PB. That means extra value, 
greatest buying power for your advertising dollar! 


Take a cue from leading advertisers who use both 
publications to sell their products to this huge, 


HANGOVER 


when you smoke PHILIP Morris! 


tow mets pow om 
WERES “Qh 
meres 
f. - 


es 
tee trend you're 


in words that every smoker knows. 


And without saying—as the other 
leaders have so many times seemed 


' SUPPLY NEWS and PRACTICAL BUILDER. sy ae to—all cigarets are bad, but ours L 
; i multi-billion dollar market. It’s just fundamentally are less bad. th 
Talk the language of wholesalers and dealers in good selling: Unless you sell each group—the whole- Philip Morris says, “You like to - 


BUILDING SUPPLY NEWS, of contractors and 
builders in PRACTICAL BUILDER. No horizon- 
tal, all-purpose publications, these. Each is indi- 
vidually tailored to serve the specific interests and 
problems of its own class of readers. 


That’s why more lumber-material dealer establish- 


saler and dealer in BUILDING SUPPLY NEWS 


and the contractor-builder 


in PRACTICAL 


BUILDER—you haven’t completed the sale. Re- 
member, split interests in one publication mean 
split results for your advertising dollar—less than 
you have a right to expect! Think it over! 


INDUSTRIAL PUBLICATIONS INC. 5 South Wabash Ave., Chicago 3, Ill. 


For over 32 years exclusive publishers to the Building Industry, also publishers of BSN Dealers’ Directory Issue, 
Building Material Merchant & Wholesaler, Brick & Clay Record, Ceramic Industry and Ceramic Data Book 


smoke and we have removed ihe 
only bad after effect. Smoke 
Philip Morris with nothing but 
pleasure—guaranteed.” 

It is a tough campaign—i! 4 
tough league. And I would like to 
have made it—to use against com- 
petition that is almost all the sae. 


A New Type of 
Service Campaign 
My fourth category also has ©’ 'Y 
one entry. It is a super ser, ce 
campaign, with the typical ser. cé 
campaign’s basic quality of e d- 
less regeneration—but with a nv n- 
ber of important additions. 


It is still, I guess, only a ast y 


The “How-To-Do-it” 


: campaign. But I am sure tha it , 
roa PRACTICAL BUILDER =e od 
80 00 “these change at all, in conception, in °'- | 
; Building M MORE BUILDERS PAY TO READ PB THAN ANY OTHER PUBLICATION mat or layout, and with the s “ 
tiding Men unchanging headline. “ 

It is the Betty Crocker colt "% a 

that appears daily—Mone 4 

The Ist through Friday—in the wom: ° : 


“How-To-Sell-More” 
Magazine for 
Lumber and Building 
Material Dealers 
and Wholesalers 


section of the Chicago Tribune, 
General Mills. 

It is a column of advice fr ™ 
Betty Crocker’s kitchen, and it 
done with all the professional) ™ 
of a department in one of the wo: '- 


BUILDING SUPPLY NEWS 


DEALERS PAY MORE MONEY TO READ BSN THAN ANY OTHER PUBLICATION 
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en’s service magazines. 


For while it appears with day- 
ime radio program frequency, it 
juite reverses daytime radio tech- 
iique. It is strictly business. And 
he business is news: 

How to make better cakes and 


biscuits and pies and whatnot, 
and how to serve better meals, 


Bet FROM 
Cy greens Manneapolis, Seps. 27 
The rich mellow favor of caramel is aivays popular. 
© We like it expecially in thu “benny bonny” Butter. 
~~ ~*~ pay pow wy heap he caramel by using browa sugar 
im the cake as well as the ing 


‘This golden cake is made by our or strainer before you 
Double-Queck methodaad withSorta- measure ut. Or crush the 
sax Cake Fiour. You wse just one lumps with a rolling pon 
bowl. You mix the cake im only 4 mine You con moke hard 
wtes. And you'll get a beuter cake than try, soft by beat 
ul you followed the old method! ing it in the oven. You 

Our recipe for Butterscotch Cake; can heep brown sugar 
and Penuche Jeng rarer onthe soft by storing it in an air-tight con- 


wn sugar 


you ve used our Softasdh Coke 
Flour, you know whet « superior cahe 
it makes .. . high, light and fully... 
moist and delicious eating 
‘TIPS ON BROWN SUGAR 

‘When you use brown sugar in any 
cake, be sure the sugar is free of lumps. 
Press the sugar through @ coarse eve 


Quick bread, served het from 
Ce roan 
meal eeern more of an occamon As 
these Cheese Diamonds do. The 


tainet with a screw-top bu 

Use a dry” measuring cup to meas- 
ure brown sugar. Pack it well, thea 
level off the top. 


HAVE YOU HEARD 
A hot kmufe is best to cut fresh bread, 
2 wet knufe for soft cake. and a tua, 
sharp knife to slice cooky dough. 


tender, flaky. diamond shaped bis- 
ee 
.» «tnd se good to eat with soup 
or a maled 


Mux ae directed for biscuits on the 
Biequick package Roll out dough 
about '/yinch thick into an Binch 
square. Cut diagonally inte dia- 
monde with « floured sharp knile 
Place on greased baking sheet 
Bake im hot oven (450°) 10 to 15 
mun until golden brown Makes |. 


11-YEAR-OLD COOKS FOR DAD 


A leche girl wrices: “My mother 
was away this summer. | stayed 
home and cooked and baked for 
my Dad. We had Betry Crocker Veg- 
ctable Noodle Soup each day. i'm 
eleven years old and love to cook.” 

START WITH LUNCH 


An easy way to begin teaching 
children to cook is to let them get 


you're home. They'll have no 
difficulty making their own soup 


Brsquick cuts time and work in bak- 
ang — but best of all we the sssurance 
of excellent results. We use ingredi- 
ents of very high quality m Brsquick, 
and théy are blended just right Di- 
rections for twelve different bakings 


an 


with our packaged Betty Crocker 
Vegetable Noodle Soup Ingredi- 
= The package contents are 
imply emptied into boiling water, 
‘Stok o teenie besteer, and sim: 
And the children will feet very 
set-up at having made euch a de- 
Hctous soup! 


Coa How te make geod nownd 


Visitors to and it will come out an even round 
our kitchen with no untidy 
trequently tell ue they have trouble 
rolling out pre crust to an even round 
of pastry. "Mine ie so ragged and it 
tears easily,” they Il often say 


Our pre crust mia —which you get 
in Apple Pyequick. together with 
quick dried apple sices—s unusual: 
ly easy tohandle And count on cnep. 
flaky pastry every tume—eleo a deli- 
cove tart apple hiling 

Try Apple Pyequick. You can 
make such « delicious apple pe with 


Actually pre dough 1 easy to roll 
and shape if you handle it right to 
begin with 

First round up the dough in your 


hands to form a emooth ball (as ii- *** #84 8 quickly 
pane ‘ Gnnatentieens 
hestrated on the pie crust carten in Cooking will always be an art. Mod- 


side our Apple Pyequick peckage 

Then flatten it slightly into « patty, 
with emooth edges. Next roll it out 
on @ hghtly floured. cloth-covered 
board Rolf dough im all directions 


ern streamlined methods help us to 
enjoy this art more fully. 


But Crecksr. 


of ewes) Mille 
ook for Betty Crocker's columa every day, im this poper, Monday through Friday. 


with the help of Betty Crocker’s 
hints and the packaged foods of 
General Mills. 

The series is a friendly service. 
And it is a highly usable service, 
from the reader’s standpoint. 

For General Mills it goes con- 
siderably beyond the conventional 
newspaper campaign that tries 
either to sell new products to old 
customers or old products to new 
ones. 

I am told by the Tribune that the 
campaign has had remarkabie 
reading. The result is that it works 
to sell goods on the pantry shelf 
as well as the goods in the grocer’s 
stock. 

Like every other campaign that 
I have cited here today, this Gen- 
eral Mills series works on custom- 
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ers as well as prospects. It recog- 
nizes these customers as the very 
best prospects for future sales. And 
it works to keep them sold. 


‘Campaigns Where Interest 
Is Difticult to Start’ 

Now for the last of my cate- 
gories. 

These are campaigns where in- 
terest is difficult to start, as well 
as to sustain. 

One is for a product that has al- 
ways meant work and is hardly a 
thing of continuing interest. The 
other is for a thing of infrequent 
interest, infrequent purchase and 
infrequent use. 

The first needs little comment. It 
is the campaign on radio for John- 
son’s wax. 

By amusingly interrupting the 
repetition of the story weekly for 
almost as many years as I can re- 
member, it has got that story lis- 


tened to, in a manner that has 
made the Harlow Wilcox commer- 
cials the whole nation’s conscious 
favorites. 

That these have also been among 
the most consistently hard sell- 
ing makes them a must in my list. 


a The other campaign in this final 
group is the current series that ap- 
pears in Time and Newsweek for 
Rand McNally & Co. to sell their 
world atlas. 

It takes the unique approach of 
making the reader work. If he wins 
the quiz—a most unlikely result— 
he will congratulate himself for 
the knowledge he shares with Rand 
and McNally. If he comes out bad- 
ly, it’s a cinch he needs their help. 
Either way they are friends. 

Advertising has made them 
friends—and the continuing series 
can only serve to cement the bond. 

This, for a thin series of two 


column, black and white advertise- 
ments, is quite a job—and I would 
like to have done it. 
4 > > 

I would like to have had a part 
in planning and working out each 
one of these campaigns for five 
specific reasons: 


First, no one of them fits exactly 
into the pattern of any other cam- 
paign. Where any one follows 
tradition in any way at all, there 
has been something changed or 
something added, to make it stand 
out. 

Second, each one has been made 


WILL SELL 


details write 


BOX 7489, ADVERTISING AGE 
11 EAST 47TH ST., NEW YORK 17, N.Y. 


MIAMI SPECTACULAR 


High-spot location 
Roof bulletin — Biscayne Blvd. 
65’ long — 20’ high 
Willing to sacrifice, as advertiser 
is giving up Miami market. For 


feces ae ee ae 


business! 


myself!” 


BOSS: “Our customers would never read this! It's 
so blurred and messy | can scarcely make it out 


ASSISTANT: “But that's the best we can do with 
the paper we have.” 


BOSS: “Well, run it again.. 
change to Hammermill Mimeo-Bond.” 


you can put your message on a 


distinctive colors, so 
‘signal system”’ color that will stand out... and be 
readily identified. 


.and this time let's 


Test Hammermill Mimeo-Bond in your own office 


Blurred, hard-to-read mimeographed mailing pieces 
are a waste of postage...and of your customers’ time! 
Be sure your mailings are the kind that invite 


reading. Put them 


You can get more than 5,000 clear, legible copies 
from a single stencil. 
Hammermill Mimeo-Bond comes in white and six 


ai c0-son 
MIMEO-BOND 


HAMMERMILL MIMEOGRAPH PAPER 


Send coupon today for 
For the name of ber of the Hammermil! Guild of Printers, s 
and willinn rr Aa otatin needs on Hammermill FREE trial packet of 
Papers, call Western Union by number and ask for “Operator 25.” Hammermill Mimeo-Bond 


A HAMMERMILL PRODUCT 


FREE! Simply send the coupon below for a FREE 
100-sheet test packet of Hammermill Mimeo-Bond. 


With it we'll include the helpful 
Hammermill idea-book ‘Better 
Stencil Copies, ’’ which shows how 

to get best results from your 
stencil duplicating equipment. 


on Hammermill Mimeo-Bond. 


Hammermill Paper Company, 
1459 East Lake Road, Erie, Pennsylvania. 


Please send me— FREE —the 100-sheet packet of Hammermill Mimeo- 
Bond and a copy of “‘Better Stencil Copies.” 


Name 
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with imagination—real imagina- 
tion about the products and the 
services to be sold, and about the 
kind of people to whom these are 
offered. 

Third, each one seems to have 
been made with a clear under- 
standing of. the circumstances of 
purchase. Each one seems to have 
been made with a clear under- 
standing of the appeal of competi- 
tive products and competitive ad- 
vertising—or the lack of it. 

Fourth, each one of these cam- 
paigns is a confident campaign. 
Its promise is made without hesi- 
tation—and for keeps. 

Finally, each one has either 
proved—or promises—to be equal- 
ly effective, in its present form 
and format over a long, long haul. 


ws The “Kid in Upper 4” was a 
great piece of copy. 


So was “Somewhere West of 
Laramie.” 

But neither could ever be fol- 
lowed up. 


Perhaps none of the current 


campaigns that I have mentioned 
today stands quite on a par with 
Getchell’s “Look at all three” for 
Plymouth, or “She’s lovely. She’s 
engaged. She uses Pond’s,” or the 
Travelers series. Or some others 
you all might name. 

Nevertheless, I would like to 
have done every one. 


* * * 


And now, if I may be permitted 
a postscript, there is a twelfth 
campaign that I would like to have 
signed. 

One of the things I have learned 
in this business is that you can’t 
match smart dimes successfully 
with even the dumbest dollars. 

When the dollars are smart, too, 
it is great to be on their side. 

This is why I would like to have 
done the opening and continuing 
newspaper and comics and radio 
campaign for Procter & Gamble’s 
Tide. 

I may be only a copywriter, but 
I would love to have spent all that 
dough. y 


Nesco Promotes Ericksen 


J. T. Ericksen has been named 
western district manager of the 
housewares and stove divisions of 
National Enameling & Stamping 
Co., with headquarters in San 
Francisco. He succeeds George M. 
Douma, who was recently named 
assistant sales manager of Nesco’s 
electrical division in Milwaukee. 
Mr. Ericksen was formerly sales 
representative of the Nesco house- 
wares and stove divisions in the 
Los Angeles area. J. E. England 
sales representative in the San 
Francisco area, will replace Mr. 
Ericksen in Los Angeles. 


Marlboro Changes Agencies 


Marlboro Shirt Co., Baltimore 
has appointed Kastor, Farrell 
Chesley & Clifford, New York, to 
handle advertising of the Marlboro 
line. S. A. Levyne Co., Baltimore, 
formerly handled the account. 


Carpenter Joins R&R 


Clinton Carpenter, formerly of 
Grey Advertising, has joined the 
copy and creative staff of Ruth- 
rauff & Ryan, New York. 
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The Eye and Ear Department 


it pays to use 


both hands 


to wrap up 
the Big St. Lovis market 
(America’s 8th largest). 


Cut the 

“knotty” problem 

of costs 

with substantial schedules 
in the St. Louis Star-Times. 


182,755 responsive 
Star-Times reader families 


give the essential 
low cost PULLING POWER. 


in big St. Louis 
that means 
THE ST. LOUIS STAR-TIMES 


Represented Nationally by The George A. McDevitt Co. 


@ Do you hove an institutional 
story to tell St. Lovisans? Re- 
serve space now in the out- 
standing ‘‘Forward In '50” 
edition of The Star-Times com- 
ing December 30, 1949. 


IN 1948 THE STAR-TIMES CARRIED 34.7% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. LOUIS. 


Dray-ma, on television, has suffered slightly from the restric- 
tions of space and camera mobility. It has lacked the flexibility 
of Hollywood cutting and editing—yet has suffered to some ex- 
tent when its dray-ma has been presented on film. 

If you don’t demand too serious dray-ma, however, you can’t 
do much better—production-wise—than to tune in “Suspense,” 


Robert Stevens and 


Producer-Director 
Lilli Palmer, star of “Suspense,” confer 
backstage with Rex Marshall, who de- 
livers the Auto-Lite commercials dressed 

as a service station attendant. 


proper cultivation. 


and spark plugs do a sprightly march to music, the spark plugs 
falling into line like a regiment of soldiers. 

This is television reaching maturity, both entertainment-wise 
and commercial-wise. It’s a pleasure to report this fact—a distinct 
pleasure—in a field still woefully untilled and in sore need of 


every Tuesday night, over 
CBS. The actors are excep- 
tional and the writing and 
direction perfectly attuned 
to the medium. 

“Suspense,” is presented 
by Auto-Lite, and the com- 
mercials are delivered by a 
pseudo-service station at- 
tendant. The middle com- 
mercial is sufferable, but the 
final one—taking a cue from 
Lucky Strike’s animated cig- 
arets—does an excellent job 
of injecting interest into a 
review of the various auto- 
mobile parts made by Auto- 
Lite. Batteries, distributors 


ABP Business Paper 
Clinic Scheduled 
for Nov. 28 and 29 


New YorK—A two-day “shirt- 
sleeves” meeting to discuss prob- 
lems in each major department of 
business paper publishing will be 
held Nov. 28 and 29 at the Biltmore 
Hotel here for representatives of 
member publications by the Asso- 
ciated Business Publications. 

Departmental clinics will be held 
Monday, Nov. 28, each clinic in its 
respective meeting room. On Nov. 
29 there will be an all-day meet- 
ing ending with a dinner. A num- 
ber of speakers, both from within 
and outside the association will 
deal with various phases of busi- 
ness paper practice. 

William K. Beard Jr., of the 
McGraw-Hill Publishing Co., will 
be general chairman of the meet- 
ing. Chairmen of individual clinic 
meetings include: 

Editors, Julian Elfenbein, Haire 
Publishing Co.; sales managers, 
Robert E. Kenyon Jr., Printers’ 
Ink; salesmen, E. F. Coffey, Mc- 


Graw-Hill Publishing Co.; circula- 
tion managers, William Hunter, 
Haire Publishing Co.; accountants, 
Lawrence W. Bell, J. K. Lasser 
& Co.; promotion managers, T. Du- 
Plantier, Chain Store Age; pro- 
duction managers, Dwight Monaco, 
McGraw-Hill Publishing Co. 


Bars Parking Meter Ads 


A proposal to place advertising 
place cards on parking meters has 
been turned down by the Port- 
land, Ore., city council. The pro- 
posal came from Meter-Ad Corp. 
of America, which offered $8 a 
meter annually for the privilege. 


Name Edwin Mitchell 


Edwin Mitchell, formerly sales 
manager of Edwinger & Wycoff, 
has been named to head the new- 
ly created retail promotion divi- 
sion of Pathfinder and Farm Jour- 
nal, Philadelphia, with headquar- 
ters in New York. 


To Griswold-Eshleman Co. 


Girdler Corp. and Tube Turns 
Inc., both in Louisville, have ap- 
pointed Griswold-Eshleman Co., 
Louisville, to handle their adver- 
tising. 


207 N. MICHIGAN AVE., 


CHICAGO 1 * 


Lollias 
Miler and 


Matchings 


INCORPORATED 


FRANKLIN 2-5854 


le ee me ee pee “ ye : : eee a rn sey oo é i tae Ie: ; ss x =f 3 - : a Pecan =e es, a — <<" i ‘vie: ‘ : a ; oe. te. ee. 
a Ad 
J ee 
66 ‘ 
is » 
= EEE 3 
| : 
E wb j 
i oat : TY fact 
che! bill 
Gg ) pay 
‘ ; me : op 
re ie ae to 1 
. - ee Sa A Pre 
psp? - nn “ “% 7. 7 as R 
: \ "= Par 
FS Cor 
' got a4 
. Pet 
_ = sje We 
| » ya my tion 
oy the 
i ee nd 
ey cha 
ba, ing 
; lica 
: ee | call 
“ ee ee ee ee ee ee ing 
. | a pra 
4 | L0G; | site 
olin 
of opi 
OD) "s |Z are 
a lh 
| att st \ S uati 
| - es tain 
: SR lyr 
Bt de Fe a whi 
a pie im > pe 
| = me | or 
: Z i “i “i 
| | i % _- mer 
_ = 4 ae I z chal 
2 = » Best 3 ee of t 
3 ‘a / - ” * adv 
. bg 2) “Baal a cal 
, y = - rate 
a ‘ <A i, ' 7)) Ms . . 
| re 4 . AK\ Bi Aor. tisir 
| . + ae See ' - = loca 
: J ¥, EG > “ 
_ NWS : 
ONO | que 
p furr 
: = Q “a a 
7 —A LIN: XS = ing 
i SSF oO Tata i on rate 
; ) eo A SLPS ag ee Spe at Vv 
4 ” \ es SS > 2? {3S — | was 
: “ | The 
: PY <> | a 
o nati 
ae y 
part 
EO man 
i ennai atone nee a anc smaenmnmenmanemn tas ee eee nee een = rein 
 - —E a hi 
ee thar 
| | char 
: | | a ogee local 
‘ Ps lr ie lishe 
' ee eae trib 
: | : i. 3 of b 
oe a does 
zt : “e ae the 
— ; au‘ 
i as) 
ee F : ; lis! ¢ 
| * a A. fs suc | 
— es hit 
a : i cri c 
; . fac 
: Y 
; Z f uf 
2 : ve) 
. he 
: ; é in 
| i ‘ ; tio 
— Ne wh | 
; : bu s 
a < pu 
} 2 Same ‘ to t 
: . Bi ee halter a i ture 
. : a. 
: 4 ee ° fig: 
. 7 Pad 
i i ° t Buch 
| t AMERICA’S FINEST PHOTO-ENGRAVING PLA‘ te. 
| ee 
were Zz poe Sere Ee I ee eae es Aa erry kes LIES ER oS) Fes, GAMES ee eh apiee nie si fe SERS SRS ee ota ea fgg Sta Pe ates rey pees PEERS Pei a eae Soot cape 


we 


Advertising Age, November 7, 1949 


North Carolina 
Publisher Told 
Billing Tricks 


Anoskigz, N. C.—Many manu- 
facturers are victims of a false 
billing practice by which they 
pay all, or too large a part, of co- 
op ads in some papers, according 
to the October issue of American 
Press. 

Based on a report from Mayon 
Parker, publisher of the Hertford 
County Herald here, the billed 
manufacturers include Sinclair 
Petroleum, Sherwin-Williams, 
Westinghouse, Goodyear, Perfec- 
tion Stove and Firestone. 

Mr. Parker became aware of 
the situation when, in soliciting 
co-op advertising, he had mer- 
chants tell him it cost them noth- 
ing for co-op ads in some pub- 
lications and radio stations, be- 
cause of rigging the bills. Learn- 
ing this, he took steps to fight the 
practice by asking William C. Las- 
siter, attorney for the North Car- 
olina Press Association, for a legal 
opinion. 


s Mr. Lassiter discussed the sit- 
uation in the following terms: 

“A local merchant places cer- 
tain advertising with a semi-week- 
ly newspaper in North Carolina in 
which nationally known products 
are advertised. The manufacturer 
or distributor of the particular 
products agrees with the local 
merchant to reimburse the mer- 
chant for a specified percentage 
of the advertising cost ... Since the 
advertisement is placed by a lo- 
cal merchant, the local advertising 
rate, less than the ‘foreign’ rate, 
is charged for the national adver- 
tising. The bill...is paid by the 
local merchant at the local rate. 

“The local merchant has re- 
quested the said newspaper to 
furnish a statement or bill cover- 
ing this same advertising but 
showing the national advertising 
rate... rather than the local rate 
at which the advertising actually 
was paid by the local merchant. 
The local merchant indicates to 
the publisher that he proposes to 
send this bill showing the higher 
national rate to the manufacturer 
or distributor, which has agreed to 
participate in the advertising cost. 

“Under his plan or scheme the 
manufacturer or distributor will 
reimburse the local merchant on 
a higher basis and at a higher rate 
than that which the local mer- 
chant paid to the newspaper. The 
local merchant indicates to the pub- 
lisher that the manufacturer or dis- 
tributor is aware of this method 
of billing, but the local merchant 
does not show any authority from 
the manufacturer or distributor 
au‘horizing a billing on this basis.” 


# Ur. Lassiter warned the pub- 
lis er against participation in any 
such plan because it could make 
hi: subject “to both civil and 
cri ainal liabilities in the event it 
sh ald develop that the manu- 
urer or distributor had not au- 
br this plan of submitting 
1 e pointed out that, if the man- 
é turer is willing to make ad- 
ve: ising payments on any basis, 
he hould so notify the publisher 
in vriting or simply get the na- 
to al advertising rate card on 
Ww! ch he could base his reim- 
bu sement of the local merchant. 

\r. Lassiter further warned the 
Pu lisher against submitting a bill 
to the local merchant which he 
co ld forward to the manufac- 
tu er or ad agency for reimburse- 
moat, if the bill showed a higher 
fig ‘re than the merchant actually 
Pai the publisher. Submitting 
Such a bill, Mr. Lassiter said, 


“would certainly involve a viola- 


tion of both state and federal 
laws in the event the manufac- 
turer or distributor making the 
disbursement was not fully aware 
of the plan.” 


Issues Comic Strip Book 

Fairchild Publications, New 
York, is making available in book 
form the highlights from its car- 
toon strip, “Sally Jones,” which 
appears daily in Women’s Wear 
Daily. The comic strip covers prob- 
lems which occur in selling in a 
big store and offers selling tech- 
niques in solving these problems. 
The hard cover edition is priced 
at $1 a copy and the soft cover 
edition at 50¢ a copy. 


Wilbur to Parkin Agency 
William Wilbur, formerly execu- 
tive member of Wilbur-Sheffield, 
has joined the agency formerly 
known as Edwin Parkin Advertis- 
ing, New York, as executive vice- 
president and secretary. The agen- 
cy name has been changed to Par- 
kin-Wilbur, with Edwin Parkin 
continuing as president. Plans call 
for additional space and personnel. 
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WHEN SALES APPEAL WEARS THIN 


A test campaign in the South Bend market has given many 

an advertiser the answer to falling sales. “Test Town, U.S.A.” 

aa presents a perfect cross-section of the nation’s industrial- 
agricultural structure. Distribution here is closely controlled. 

, , The market is free from outside influences—the people who 

r live here, buy here. One newspaper—and only one —covers 

~ this great market to saturation. Write for free market data 


book entitled “Test Town, U.S. A.” 
seh. 
Soulh Mend 
Tribune | 


Don't miss Sales Management's November 10 “Survey of Food and Auto- 
motive Markets.” On per capita food sales, particularly, note the rating 
of California's Billion Dollar Valley of the Bees: 


SACRAMENTO — i: 


7th in the entire country, with a quality index of 142. (That's 42% above 
the national average — based on ratio of food sales to population.) Sac- 
ramento City index is ‘way up at 234 — underlining Sacramento's impor- 


tance as a center of food 


FRESNO — its 4-county wholesale grocery trading area ranks 9th in the 
entire country, with a quality index of 136. (36% above national aver- 
age.) Fresno City index is 217—another great shopping center where 
distribution and advertising coverage are “musts.” 


MODESTO—Do Modestans really eat four times as much as average 
Americans? No— but unless you understand this unusual market that's 
the conclusion you'd draw from Modesto’s almost unbelievable city food 
sales index of 423. (Yes, that’s 323% above the national average!) The 


zone ... half of all 
“inside” on Modesto is this: its city food stores serve most of Stanislaus families in Stanislaus 
. How's your distribution in Modesto? County 


County's 130,000 people 


National Representatives . . . O'Mara & Ormsbee, Inc. 
Los Angeles * 


New York ° 


... like California without the 


illion ollar alley the ees 


(WHERE FOOD SALES LEAVE “AVERAGE” FAR BEHIND!) 


—~_—  —= 


THE SACRAMENTO BEE 


is home delivered to 

9 out of 10 families 

in the ABC city zone. 
Reaches half of all 
families in the 19-county 
Sacramento trading area 


19-county wholesale grocery trading area ranks 


shopping. 


THE FRESNO BEE 


reaches 9 out of 10 
families in the ABC city 
zone... half of all 
families in the 4-county 
trading area 


THE MODESTO BEE 


reaches 8 out of 10 
families in the ABC city 


c latchy  cwspapers 


THE SACRAMENTO BEE 
THE MODESTO BEE 
THE FRESNO BEE 


Detroit * Chicago * Sen Francisco | 
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Instant Koat to Geissinger 


Instant Koat Co., manufacturer 
of professionally used auto polishes 
and finishes, has named W. B. 
Geissinger & Co., Los Angeles, to 
direct the advertising and mer- 
chandising of its newly created 
consumer lines of auto and house- 
hold polishes. Newspaper, spot ra- 
dio, television and trade advertis- 
ing will be used. 


Joins Pendray & Leibert 


James C. Sinnigen, formerly 
with Wallace Clark & Co., man- 
agement consultant, has joined 
Pendray & Leibert, New York, pub- 
lic relations concern. He will spe- 
cialize in public relations counsel- 
ing and projects for industrial 
concerns and business organiza- 
tions. 


: g WK KRERR 


sTRADE AND CONSUMER PUBLICATIONS 
= EMPIRE STATE BUILDING 
Enew YORK 1 ° LONGACRE 4-6634= 


California IAA Asks 
Free Enterprise Be 
Celebrated in 1950 


Los ANGELES—The southern 
California chapter of the National 
Industrial Advertisers Association 
has petitioned the NIAA to de- 
clare 1950 a “centennial of Amer- 
ican free enterprise.” 

The group passed a resolution 
asking the NIAA to support the 
petition and hopes to have an an- 
nouncement of the centennial dec- 
laration made at the 1950 NIAA 
convention in Los Angeles during 
the last week of June, 1950. 


s The resolution reads, in part: 
“In these times of menacing 
economic onslaughts from beyond 
our borders, which threaten to un- 
dermine this priceless American 
heritage, it becomes vitally im- 
portant that a nationwide reaf- 
firmation of the superlative ser- 
vice and worth and Amerigan 
character of the free enterprise 


iy i ve Fa re dh igi 
Pe, om A le EN ie 


system be enunciated.” 

“Be it resolved,” it concludes, 
“that the IAA of Southern Cal- 
ifornia petition the NIAA that it 
recommend to labor management 
groups, national business and la- 
bor organizations, the national 
government, as well as all asso- 
ciations who have as their ob- 
jectives the end results of free en- 
terprise, that serious consideration 
be given to the designation of 1950 
as the year for the national ob- 
servance of the free enterprise cen- 
tennial throughout the United 
States.” 


Braniff Promotes Dearing 

Donn Dearing, head of the trans- 
lation department, has been named 
consultant in Latin American af- 
fairs and assistant to Rex Brack, 
general traffic and sales manager 
of Braniff International Airways, 
Dallas. 


Appoints Carroll Lake 

Carroll Lake has been appointed 
executive and public relations di- 
rector of the Rocky Mountain Oil 
& Gas Association, Denver. 
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Along the Media Path 


e The News, Jackson, Miss., tied 
in with Oil Progress Week Oct. 
16-22 with a two-section, 36-page 
annual “Oil Progress” edition. The 
special issue, published Oct. 20, 
commemorates the 10th anniver- 
sary of the first oilwell in Miss- 
issippi and the 90th anniversary 
of the first oilwell. 

Natural gas, and then oil, were 
discovered in Mississippi; both con- 
tributed greatly to raising the 
standard of living and income of 
the average family in the Mag- 
nolia state. 


e The Popular Fiction Group sug- 
gests “A New Approach to the 
Hunting and Fishing Market” in 
a recently-issued booklet explain- 
ing how men’s magazines in the 
fiction, fact, general and mechani- 
cal fields can bridge the gap be- 


COUNTER TO THE TREND OF OTHER 


HOME FURNISHINGS BUSINESS PAPERS, 


RETAILING DAILY CONTINUES TO SCORE 


MAJOR 
BAIN 


IN TOTAL AND RETAIL CIRCULATION 


.- +» MAINTAINING ITS NO. 1 SPOT 


BY A WIDER MARGIN THAN EVER! 


GIFTS & DECORATIVE ACCESSORIES - 


LAMPS & LIGHTING - 


HOUSEWARES - 


f seas ‘ 
THE MATIONAL BUSINESS DALY COVERING: FURNITURE & BEDDING - UPHOLSTERY FABRICS +» CURTAINS & DRAPERIES + FLOOR COVERINGS + CHINA & GLASS 
MAJOR APPLIANCES + RADIOS, PHONOGRAPHS, RECORDS + TELEVISION 


tween the estimated 4,000,000 cir- 
culation of the national “outdoors 
magazines and the market of 15, 
000,000 fishermen and 11,000,00: 
hunters who obtained licenses dur 
ing the past year. 


e The same kind of big, brigh 
red pencils used as standard equip 
ment of the editors of Time an 
Life are fastened to a _ bookle 
being sent to railway expres: 
postal and newsstand people. |) 
points out the vital importance 
of these folks in helping the mag- 
azines meet their weekly delivery 
dates throughout the country. 

The late Briton Hadden, co- 
founder of Time, found that ordi- 
nary pencils broke too easily to 
suit his purposes, so he designe 
one twice as big. They’re still be- 
ing used by the magazines’ edi- 
torial staffs. 


e The October issue of Finish 
carries a special 60-page section 
devoted to the manufacturing and 
marketing of Hotpoint Inc. elec- 
tric ranges. The section presents a 
special message from Hotpoint 
President James J. Nance, inter- 
views with vice-presidents J. C. 
Sharp on engineering and Fred 
J. Walters on marketing, and arti- 
cles on fabricating and finishing 
the Hotpoint range, materials han- 
dling, packaging and shipping for 
safe delivery. 

Advertising support of supplier 
companies builds the section to 
imposing size, with individual ads 
ranging up to color spreads. 


e Chemical Engineering’s 10th 
award for achievement will be 
presented to Celanese Corp. of 
America at a Dec. 1 dinner in the 
Waldorf-Astoria, New York. Al- 
fred H. White, University of Mich- 
igan professor-emeritus and chair- 
man of the award committee, wil! 
present the award to Harold 
Blancke, president of Celanese. 


e@ Station WFIL, Philadelphia, has 
distributed 10,000 copies of its 152- 
page book, “Studio Schoolhouse 
Teachers Manual,” to teachers 
throughout its coverage area, list- 
ing in-school programs through the 
end of the next school term. The 
series, for elementary and junior 
high schools, offers one program 
each day of the school week. RCA 
Victor cooperates with WFIL in 
presenting the 15-minute shows, 
and programs are prepared with 
the cooperation of public, parochi'! 
and private schools and the Free 
Library of Philadelphia. 


e The Day, New London, Con... 
announcing a boost in the price 0! 
the afternoon daily from 4¢ to °°, 
explained that greatly increas‘ 
costs of operation forced that str). 
Many newspapers increased th: '' 
selling price to 5¢ two or thie 
years ago, it explained to reade 
and, “in fact, 70 of the 115 da 
newspapers in New England ! - 
came 5¢ newspapers before ‘ ° 
Day.” 


e@ Farmer’s Magazine, publis! « 
by Consolidated Press, Toron », 
employed a tie-up with one of ‘ & 
greatest triple plays of World S: - 
ies history (1920, Brooklyn-Cle: °- 
land) in a direct mail campa ." 
to point up its three-part progr ™ 
of restyling, improved paper qi ~- 
ity and a boost in the circula‘ 
to 125,000 by December. 


Staples Press to Shrager 
John Shrager Inc., New Y‘ 
has been named to handle natio 
advertising in magazines, ne\ 
papers and trade publications 
Staples Press Inc., New York, 


vision of Staples Press Ltd., Ev - 


land. 


Ad 
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THE BOSS IS HERE—O. Parker McComas, president of Philip Morris & Co. (center), 


a visitor at the PM-sponsored NBC show, “This Is Your Life,’ posed in this lineup 

on the West Coast. Left to right are Ralph Edwards, emcee; Floyd Wayne, West 

Coast head of Philip Morris operations; Mr. McComas; Sidney Strotz, NBC ad- 

ministrative v.p. in charge of television and western network; and Jack Runyon, 
Biow Co. 


Cutler Book Covers 
Scratchboard Art 


New YorK—Merritt Dana Cut- 
ler has written and illustrated a 
guide for artists using scratch- 
board, titled “Scratchboard Draw- 
ing.” 

Now a free lance artist who lives 
and works at Rowayton, Conn., 
Mr. Cutler has been recognized as 
an authority on the scratchboard 
technique, having played an im- 
portant part in its development. 

The book starts with a descrip- 
tion of the basic chalk-coated 
board from which the art derived 
its name. He follows the basic 
fundamentals with counseling on 
the choice, preparation and care of 
tools necessary for the scratch- 
board artist. 

Text and generous photographs 
and drawings illustrate the de- 
velopment of the technique and 
give a step-by-step picture of how 
the artist develops skill on the 
scratchboard. 

Including the commercial values 
of the scratchboard process, Mr. 


Cutler carefully lisis technical re- | 
quirements of mechanical repro- | 


duction and corresponding advice 
for editors, advertising agencies, 
and commercial artists. 

Published by Watson-Guptill 
Publications, the text retails for 
$3.50. 


Plans Cross-Tarch Promotion 


Cross Canada Sales, manufac- 
turer and distributor of Cross- 
Tarch, a plastic starching product 
which “keeps clothes starched 


through 6-8 washings,” has an- 
nounced plans for an introductory 
campaign. A 1,000-line newspaper 
insertion, market-by-market, will 
be used, coinciding with the ap- 
pearance of Cross-Tarch in local 
stores. The product is now on sale 
in some Toronto and district out- 
lets, and distribution will be ex- 
tended throughout Ontario and 
other provinces before the end of 
the year. The agency is Tandy Ad- 
vertising Agency, Toronto. 


Ellis Appointed A. M. 

Raymond G. Ellis has been 
named advertising manager of the 
Journal of the Electrochemical So- 
ciety, New York. The publication 
will accept advertising, starting 
with the January, 1950, issue. 


Appoints Earle Townsend 

Earle L. Townsend, formerly 
eastern advertising manager of 
Diesel Progress, has been named 
eastern advertising manager of 
World Petroleum and Petroleum 
Register, New York. 


Appoints LeStrange 


H. G. LeStrange, formerly west- 
ern manager of Southern Agri- 
culturist, has been appointed gen- 
eral manager of the midwest of- 
fice of National Advertising Ser- 
vice. He will be responsible for 
the advertising, sales and organi- 
zational activities. 


Motorola’s Sales Climb 


Motorola Inc., Chicago, has re- 
ported record sales of $51,795,564 
for the first nine months of 1949, 
compared with $39,848,775 for the 
corresponding period last year. 
Net profits for the corresponding 
periods were $2,672,613 and $2,- 
215,914, respectively. 


, “é 
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BOOK CAN TEACH 
‘ANYONE’ TO DRAW 


New YorK—Edward H. Freed- 
man, president of Kent Studios 
Service here, has written “Con- 
versational Drawing,” 159-page 
book published by Farrar, Straus 
& Co. ($2.50), to teach anyone 
with hands and eyes to draw. 

The book is prepared on the 
theory that any person who has 
no talent for drawing can, by fol- 
lowing Mr. Freedman’s method, 
learn to sketch well enough to get 
ideas across graphically. 

Making ample use of illustra- 
tions (whole pages filled with 
ovals or rectangles), the author 
shows how most objects can be 
d:awn by ovals or rectangles and 
connecting lines. 


Meck Inaugurates New 
R «dio Replacement Policy 


John Meck Industries, Plymouth, 
lh 4., radio and TV set manufac- 
tu-er, has instituted a new policy 
0: radio set repairs. On the theory 
i! .t set owners don’t care to hag- 
g with radio servicemen over 
rc airs, the company has decided 
\o give the owner a new set when 
'r old set is brought in for ser- 
Vv: ing. 

‘he dealer, of course, no longer 
n ods to stand service costs. He 
" rely hands the customer a new 
S —the same model as the one 
b ought in—and returns the old 
' ceiver to the plant where it is 
' conditioned for resale. All mod- 
€ 5 in the radio line, ranging from 
$ 1.95 to $44.95, are covered by the 

w replacement policy. 


‘F&D Appoints Marshall 


Srooke, Smith, French & Dor- 
' ace, Detroit, has added Roy M. 


| and 


irshall to its control staff. 


For TOTAL SELLING 


ETTING the correct total in your ad- 


vertising in big New Orleans is easy 


—with the famous geared combina- 


tion, the morning Times-Picayune and evening 


States! 


Because these efficient sales-makers reach the 


biggest one-cost total in the market . 


. where 


construction, oil and port are booming. 


Plus influences work for you 


prod the response that leads directly 
to added sales in New Orleans. Each 


is independently edited . 


its own fine features . . 


. with its own staff, 


. each with its own un- 


usual reader loyalty, morning and evening! 


TIMES-PICAYUNE and STATES 


GEARED TO SELL THE NEW ORLEANS MARKET 
ASK JANN & KELLEY, INC., TODAY 


Multiplying sales through the two is 
old hat with New Orleans retail ad- 


vertisers, so much so that the daily 


Times-Picayune, for instance, stands second among 


U. S. morning papers in retail display linage car- 
ried in the first eight months of '49, and first in 
department store linage. And you find New Or- 


leans retailers’ further profit-minded endorsement 


of the States in . 


. runaway growth of more 


than 2-million lines in States’ retail advertising 


since 1940! 


Matter of fact, the only thing minus 


about these two is cost. . 


. . You get 


both at one low cost. And with the two 
you’re geared for total advertising in New Or- 


TOTAL CIRCULATION 
Sunday... .281,710 


M. & E. ....270,636 


3 Months Ending March 31, ‘49 
Milline Rates as Low as 1.88 M. & E.—1.95 Sunday 
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Results? He 


He heard from the 
| TOP BRASS, themselves! 


This fellow wanted a job at a salary well up in 
the five-figure brackets, and he didn’t want to 
cool his heels in reception rooms looking for it. 
So he ran a classified ad in ADVERTISING 
AGE’s “Advertising Market Place.” 

says: 
ADVERTISING AGE too highly for the splen- 
did response. I got over a dozen inquiries and 
with one exception they all came from either 
the presidents or the executive vice-presidents, 
indicating that ADVERTISING AGE is routed 
to the top men first!” 


He’s right: To reach the men who make the 
decisions, tell your story in ADVERTISING 
AGE’s classified columns — the “Advertising 
Market Place.” Rates are low, results are tops! 


“I can’t recommend 


Information for Advertisers 


No. 3426. How to Calculate Farm- 
ers’ Actual Consumer Buying 
Power. 

A new national study, “Farm 
Market Total Retail Expenditures,” 
based on 1948 figures and broken 
down by states and counties, is 
being completed under the direc- 
tion of Dr. Robert J. McFall for 
Farm Journal. It is designed to 
establish a working measure of 
sales, based on actual farm cash 
buying. Requests for advance cop- 
jes are now being booked. 


No. 3427. Where You Stand With 
the 17,000,000 New Families. 


Here is the Dell Modern Group’s 
llth annual “Survey of Home- 
making”—a 130-page book of facts 
and figures telling just where spe- 
cific brands of food products, bev- 
erages, soaps, etc., household ap- 
pliances, and baby products stack 
up with the 17,000,000 new fam- 
ilies that have come into being 
since 1940. 


No. 3428. How to Give Salesmen 
Added Incentive. 

The new “Sales Manager’s Guide” 
now offered by Belknap and 
Thompson Inc. points out that a 
salesman’s incentive program must 
be a challenge to all salesmen to 
do their best—not merely a con- 
test with a few winners. Telling 
how it is done, and who has done 
it, the booklet is recommended 
reading for people with sizable 
sales forces. 


No. 3429. New Paint Survey. 

A new nationwide survey, 
“Selling Paint and Allied Products 
Through the Lumber and Build- 
ing Material Dealers,” has just 
been completed by Building Sup- 
ply News. The survey covers types 
of paint products handled, inven- 
tories, dealer attitudes, resources, 
etc., and also analyzes the relative 
importance of customers—home 


Note: Inquiries for items listed above 


owners, farmers, paint contractors 
and building contractors. 


No. 3425. Men’s Wear. 

Collier’s has published this re- 
port on the typical wardrobe of 
the Collier’s male reader; suit buy- 
ing habits, ownership and pur- 
chases of suits and coats, sports 
elothes, formal wear, shirts, shoes, 
underwear, hats, work clothes, ac- 
cessories and other items. 


No. 3430. TV Today in Cincinnati- 

Dayton-Columbus. 

“Television Service of the Na- 
tion’s Station” is a new market 
and media data file folder pre- 
pared by WLW for its television 
outlets. It contains coverage maps, 
market data sheets, operating de- 
tails concerning the three stations, 
as well as set-ownership statistics 
for Cincinnati, Dayton, and Co- 
lumbus. 


No. 3431. Who Buys Drugs, Where, 
and Why. 

This “Market Report for the 
Drug Industry, #2,” now offered 
by the Popular Fiction Group, was 
directed by the University of Ten- 
nessee, utilizes studies by Dr. Dan- 
iel Starch, and is illustrated with 
unusual new maps that get the 
story across in a hurry. Useful for 
anybody with a drug account, or a 
product for drugstore distribution. 


No. 3434. How the Madison Mar- 
ket Has Grown. 


Reporting that a 20,000 increase 
since 1940 has now brought the 
population of Madison, Wis., past 
the 100,000 mark, this study by the 
Madison Newspapers Inc. presents 
latest basic facts about the mar- 
ket: Total retail, total drug, and 
total food sales for both the ABC 
city zone and ABC trade area, 
market maps, circulation break- 
downs, and comparisons with 13 


other similar markets. 


will not be serviced beyond Dec. 19. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., 
100 E. Ohio St., Chicago 11, Il. 
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ADVERTISING AGE 


Please send me the following (insert number of each item wanted) 


CITY G ZONE q.....cecccorescoveseecevceeserecscssesees 


r card discounts on multiple 


insertions ond space over 5 inches opply on divbley 


HELP WANTED 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago. 


WANTED - LAYOUT MAN 
Must be thoroughly experienced in let- 
tering and layout. Established Ohio art 
studio with good reputation. All in- 
quiries confidential. Write to W. H., 
Box 861, Dayton, Ohio giving experience 
details and salary expected. 
“Star Pitcher” — 
: $48,000; CHI: $42,000 

Account Executive - Now directs millions 
in national billing. Would bid reluctant 
90-day farewell to lovely friends in this 
old line “first division” agency and kiss 
my long-time satisfied clients good-bye— 
to sign as manager, coach or player with 
a more pennant-minded team in a bigger, 
faster ball park. If steady delivery under 
fire pays off at your World Series box- 
office, better check the league standing 
of this available “20 Game Winner”. Can 
report early for Spring training. 

Box 2758, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

PRODUCTION MAN WANTED 
—by moderate size agency. Some exper- 
ience necessary. Give full details in- 
cluding salary expected 

Box 2760, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Experienced “Advertising Manager 
Man or woman. Fashion layout, copy, or- 
ganization, management, for department 
store established 63 years. Popular price 
to high fashioned merchandise. Perm- 
anent. Full particulars, references salary 
in first letter. Write: 

Personnel Director, MYERS BROTHERS, 
Springfield, Illinois. 
National newspaper trade association 
seeking executive secretary to extend 
membership, serve present members, help 
industry. Experience preferred. Give full 
particulars. About $4000 to 
Box 2765, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
A-V-E-N-U-E 
Expert Silk Screen Artist- 
Finished art. Color separationist. Open 
55 E. Washington An-3 1490 Chicago 


Help Wanted Male: Chicago editorial 
correspondent, part-time, wanted by east- 
ern tradepaper company 

Box 2754, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


WANTED: Experienced premium salesman 
to cover Eastern territory out of New 
York, traveling perhaps 90% of time. 
Prominent glass company desires better 
than average candidate for better than av- 
erage position in the premium sales field. 

Box 2713, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


* POSITIONS WANTED 


PRIME STAMINA 
AAAA Agency executive ready to world- 
beat for one national advertiser. Dur- 
ing the years ahead your advertising de- 
partment needs sales-wise ideas and de- 
pendable management. Buy it now in 
ohe man with productive national sales- 
manship and seasoned advertising work- 


Pp. 
Box 2764, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Young, College graduate with creative 
background in television and some prac- 
tical copy experience desires position 
in agency which affords expression of 
talents. 

Box 2767, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE _ 


Publication rep. - calling on Chgo. agen- 
eies and accounts. Would like to add 
book to present list. 

Box 2756, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


——--——---- + 


MISCELLANEOUS _ | 


~~~ FINE AGRICULTURAL ART 
John Andrews 1504 Dodge Omaha, Nebr. 


' MISCELLANEOUS 
FREE SAMPLES, READY-TO-USE ART 
Thousands of smart line drawings by top 
artists, less than 5¢ each. Thrifty for 
paste-ups. Write for free samples & cur- 
rent release on approval. Volk, Box 207, 
Atlantic City, N. J 


CAN YOU USE THIS 
MARKETING KNOW-HOW? 


This 44-year-old Chicago marketin 
executive can add solid sales an 
marketing ability to your firm as 
sales planner, account executive or 
research director. Background of top 
food manufacturing, management 
counsel and advertising agency ex- 
— —— him to gear adver- 

sing to sales management. 

Box 7488, ADVERTISING AGE 

100 East Ohio St., Chicago 11, Ill. 


-——IS THERE AN AA IN L.A.—— 


(Beverly Hills not Excepted) 
interested in man with 22 years 
experience all phases agency work 
incl. layout, = point of 
sale oa ing, direct mail and 
marketing? A-l references fur- 
nished. ag & n. No selling or 
comm. deals eply : 725 No. Doheny 
Dr., Beverly Hills, Calif. 


Assistant Editor by old established na- 
tional trade journal. Must be a versa- 
tile writer and have ability to formu- 
late editorial ideas. Preliminary to per- 
sonal interview state age, nationality, ex- 
perience and salary requirements. 

Box 2753, ADVERTISING AGE 

10@ E. Ohio St., Chicago 11, Ill. 


Wanted: 30 ; year- -old ‘merchandising — man 
who since completing college (preferably 
major in some phase of marketing) has 
had 4 years of experience within, or in 
contact with, retail food or drug chan- 
nels. Our company is a “blue chip” na- 
tional organization with our merchan- 
dising centers in New York City, the 
Mid-West, South and Pacific Coast. Per- 
sonnel aim is stability and development, 
rather than any casual acquisitions and 
terminations of “talent as needed.” 

Box 2712, ADERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Help Wanted Female: Bookkeeper with 
circulation experience for trade maga- 
zine firm, New York. gees for 
exceptional person. $60.00 
Box 2755, ADVERTISING AGE 
_100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


Anybody Need An Assistant? 
Young, experienced, Missouri adv. grad- 
uate wants job with agency or mfgr. Good 
sell copy, know layout and production. 
Make able ass’t in PR, Sales prom., or 
as Jr. Acc’t Exec. 

Box 2759, ADVERTISING AGE 

100 E. Ohio St., Chicago il, Til. 


Agency Art Director - 12 years’ exper- 
ience on national accounts. I am one of 
the best layout and design men in Chica- 
go and also have an outstanding record 
on pleasing clients. $10,000 minimum. 

Box 2761, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


~ ADVERTISING AND SALES 
PROMOTION SPECIALIST 

With 14 years varied experience desired 
challenging opportunity in progressive 
company. Now in media contact. Univer- 
sity graduate. Age 38. Single. Willing 
to go anywhere. Resume of experience 
furnished on request. Address: 

Box 2757, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. . 


LAYOUT, DESIGN, PRODUCTION man 
desires position with medium size agency 
preferably not in New York. 

Box 2762, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Chicage- -employed salesman-executive, 
past 25 years successful assistant to three 
of country’s major industrialists in three 
fields, will apply this know-how and wide 
acquaintance to suitable national or 
regional business on commission, retainer 
or distributorship basis. Extensive knowl- 
edge of large-volume manufacturing, 
paekaging, creative advertising, publish- 
ing, printing, rotogravure, syndicating 
sales promotion material, merchandising 
thru jobber-dealer, chains earnings up 
to $35,000; have owned own business; 
58 and healthy. Address: 

Box 2766, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Pat ae 


JOB OFFERS 
FROM 
BLUE - RIBBON 
AGENCIES 


Like a great many people, 
this man in Cincinnati de- 
cided he would like a better 
job. Unlike most people, he 
wanted one which paid at 
least $20,000 a year. SO, he 
placed a classified ad in the 
“Advertising Market Place” 
columns of ADVERTISING 
AGE. And here’s what he 
said about results: 


“Though my ad _ fairly 
screamed at least $20,000, I 
have so far had 14 legitimate 
answers. These are all from 
blue ribbon agencies in New 
York, Chicago, Cleveland, 
Milwaukee, etc., and the re- 
plies are still coming in.” 


If you are looking for a 
position, or for a man to fill 
one—if you have anything 
to buy or sell in advertising 
—the “Advertising Market 
Place” in ADVERTISING 
AGE is the most resultful 
place to tell your story. 


Advertising Age, November 7, 1949 


GM Tells Story of 
Autos to Children 
in 36 ‘Ad’ Pages 


Detroit—General Motors Corp 
began telling “the automobil: 
story” to the nation’s school chil. 
dren with a 12-page “educationa 
unit” of advertising in the Novem. 
ber issue of The Instructor. It wi! 
continue the story with similar 12 
page units in the December an: 
January issues of the magazine 
and then will reprint the entir: 
series for use in the educationa! 
field. 

The giant automobile compan, 
is the latest commercial enterprise 
to make use of the special product 
information advertising service 
which The Instructor set up a 
couple of years ago to enable ac- 
vertisers to tell individual or in- 
dustry stories to its audience in 
approved educational form. 

The first advertiser to use the 
service was American Forest Pro- 
ducts Industries, which devoted 
eight pages to the story of-wood 
and its vses in the October, 1947, 
issue of the magazine. In addition 
to the GM series, four have been 
ordered for next spring, and one 
for next fall, by various companies. 
Only one is used in any issue— 
carried in the center, where it may 
be taken out as a unit. 

The Instructor sells “product in- 
formation sections” at a_ special 
rate, ranging from $2,600 for four 
pages to $13,900 for 24 pages, and 
the rate includes, if desired, com- 
plete editorialized copy service as 
well as typesetting and mechanical 
costs. 


‘IM’ Starts Starch 
Ratings, Comment 
on Industrial Ads 


Cuicaco—Best-read industrial 
ads in major product groups are 
reproduced along with readership 
scores and cost ratios in a new 
monthly feature launched in the 
November issue of Industrial Mar- 
keting. 

Readership scores and comment 
are supplied by Daniel Starch & 
Staff, New York readership re- 
search organization. Leading ads 
in each product group are pictured, 
with scores for the ad as a whole 
and for component parts such as 
headline, copy, picture and cap- 
tion. “Noted,” ‘“seen-associated” 
and “read most” scores are listed. 

Ads shown in any one month 
will be from a given issue of Fac- 
tory Management & Maintenance. 
Machinery or Power, respectively. 
In Industrial Marketing’s Noven- 
ber issue, best-read boiler acs, 
valve ads and water conditioni 
ads are shown from the July iss 
of Power. Ads from Factory w'! 
be scored in December and J :- 
chinery in January. 


— © Fo 


Scott Agency Appoints 
Dr. Aurner Vice-President 


Dr. Robert R. Aurner has be ° 
appointed vice-president and © - 
rector of business communicatic 5 
and public re - 
tions of Sect 
Inc., Milwauk ¢ 
agency. 

From 1930 0 
1948, Dr. Aurr r 
was professor |! 
business admi - 
istration a ¢ 
chairman of ‘ & 
department |! 
marketing of 
University 
Wisconsin anc 
member of 
university lecture bureau. Si 
1948, with headquarters in C* - 
mel, Cal., he has been doing s} - 
cial assignments for Scott, l« - 
turing and writing new editic ° 
of his several college and bu: - 
ness school books on communic - 
tions efficiency, corresponden © 


Dr. R. Aurner 


training and improvement. 
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‘FOUR CHEERS’—Four Nabisco items are 

featured in this lithographed poster, which 

is being offered to grocers for Christ- 
mas promotion. 


Announce 25 Winners 
in Sixth Canadian 
Direct Mail Contest 


Toronto—Award certificates 
and $750 in cash prizes were pre- 
sented at the “Direct Mail Day” 
luncheon of the Advertising and 
Sales Club of Toronto here Oct. 
25 to the sponsors, designers and 
producers of winning entries in 
the sixth 25 Canadian Direct Mai! 
Leaders contest. 

The five groups in the contest, 
the first since the war years, drew 
a record number of entries. A 
“best” entry was named in each 
group, along with four other win- 
ners which were not ranked. Al) 
entries were judged on idea, lay- 
out, copy, physical quality and ef- 
fectiveness. The contest is spon- 
sored by Provincial Paper Ltd., 
Toronto. 

The winning sponsors in each 
group, the best named first, in- 
cluded: 


Single Direct-Mail Pieces: Henry Birks 

& Sons (Montreal) Ltd., bride’s hand- 
book; General Motors Co. of Canada, 
Oshawa, Ont., digest-size booklet; Nova 
Scotia Bureau of Information, Halifax, 
travel booklet; Rolph-Clark-Stone Lid., 
Toronto, 100th anniversary portfolio; 
Trans-Canada Air Lines, Montreal, in- 
stitutional booklet. 

Direct-Mail Campaigns: Brunswick- 
Balke-Collender Co. of Canada, Toronto, 
\6-piece; Canadian Industries Ltd., Mon- 
treal, 52-piece; Cook Clothing Co. Ltd., 
Toronto, 2-piece; Goodyear Tire & Rub- 
ber Co. of Canada, Toronto, 6-piece; Mac- 
lean's Magazine, Toronto, 24-blotter. 

Catalogs: Gutta Percha & Rubber Ltd., 
Toronto; Art Gallery of Toronto; Enamel 
& Heating Products Ltd., Sackville, N. 

; Massey-Harris Co. Ltd., Toronto; 
Woodward Stores Ltd., Vancouver, B. C. 

Internal and External House Organs: 
Bank of Montreal, Montreal, internal; 
Carling Breweries Ltd., Waterloo, Ont., 


external; British American Oil Co. Ltd., 
Toronto, internal; Department of Lands 
and Forests, Province of Ontario, To- 
ronto, internal and external; Ford Motor 
Co. of Canada, Windsor, Ont., internal. 


Annual Reports: Canadian Breweries 
Ltd, Toronto; Distillers Corp.-Seagrams 
Ltd, Montreal; Ford Motor Co. of Can- 
ada, Windsor, Ont.; Imperial Oil Ltd., 
Toronto; George Weston Ltd., Toronto. 


Lue Named Ad Sales Manager 
of ACS Publications 


Merald Lue has been appointed 
advertising sales manager of the 
American Chemical Society pub- 
lications, pub- 
lished by the 
Reinhold Pub- 
lishing Corp., 
New York. He 
was formerly ad- 
vertising repre- 
sentative for the 
society’s publica- 
tions in the 
Cleveland terri- 
tory. 

The _ society’s 
publications in- 
clude: Industrial 
& ‘ngineering Chemistry; Chem- 
‘a & Engineering News; Analyt- 
«c Chemistry; Chemical Ab- 
Str cts; and the Journal of the 
Ar erican Chemical Society. 


M-rald Lue 


Sims to Thomas & Delehanty 


rene S. Sims, for five years di- 
rector of retail fashion sales ser- 
Vices for General Service Pub- 
lishing Co., has joined Thomas & 
De ehanty, "New York, as account 
executive on the Artistic Founda- 


tions account. 


‘Ad Dollar Worth 
25% Less,’ Grey 
Quotes GM Exec 


New YorK—“The advertising 
dollar is losing much of its relative 
value as compared to previous 
periods. In addition to discounting 
the advertising dollar 25% as a 
result of fewer impressions it can 
buy, we must further discount it 
to the extent that we feel these 
impressions are not as strong or 
as effective saleswise as before.” 

This quote, attributed to an ex- 
ecutive of General Mills, appeared 
in a recent issue of Grey Adver- 
tising Agency’s “Grey Matter,” in 
which the “discounted advertising 
dollar” was discussed. 

“Grey Matter’ contends that, 
since we have accomplished great 
things in production, it is now 
time to emphasize distribution. 


a, 


“Every dollar for production must 
be matched with a dollar for dis- 
tribution, and, of that dollar for dis- 
tribution, a liberal share must go 
for advertising,” according to the 
Grey bulletin. It goes on to say 
that the “discounted advertising 
dollar” development “ties right up 
with low-ratio investments in dis- 
tribution.” 


Hanlon Appointed A. M. 
of Ideal Women’s Group 


Walter Hanlon, formerly pub- 
lisher of Your Child Magazine and 
previously advertising manager of 
Macfadden Women’s Group, has 
been appointed advertising man- 
ager of Ideal Women’s Group. 


Wireway Appoints Reach 


Wireway Corp. of America, 
Brooklyn, N. Y., manufacturer of 
magnetic wire recorders and dic- 
tation recorders, successor to the 
Wire Recording Corp. of America, 


has appointed Chas. Dallas Reach 
Co., New York, to handle its ad- 
vertising. Dorland Inc. formerly 
handled the account. Some bus- 
iness paper advertising is expected 
to be placed this fall, and a con- 
sumer media schedule will be pre- 
pared for the spring. 


Appoints Wiley Agency 


Skoja Mfg. Co., New York, has 
appointed Wiley, Frazee & Daven- 
port, New York, for advertising 
and promotion of beer steins and 
mugs, toys, and novelties. The ac- 
count previously was placed di- 
rect. 
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Hewitt to Retire Dec. 1 

J. S. Hewitt, sales vice-president 
of Andrew Jergens Co., Cincinnati, 
will retire Dec. 1 and shift his 
residence to Florida, where he will 
manage the Jergens-Woodbury 
business there. No successor has 
been announced. 


Names Gray & Rogers 

Hood Chemical Co., Philadel- 
phia, has named Gray & Rogers, 
Philadelphia, to handle the adver- 
tising, public relations and pub- 
licity for its Crescent division, pro- 
ducer of laundry scours and Rust- 


eze rust solvent. 


8x10 genuine glossy 
in quantities 


i nd avontities —a—}18— 
6/29 wzeres_ |e MATIC CO. 


FOR ALL PURPOSES 


Shorp, clear, crisp! Prompt Delivery’ 


EASY CHART—Size 8x 1) 


photos 


PHOTO- 


53-59 E. Illinois St. 
Chicago 11, Illinois 


REFLECTIVE SHEETING 


...and Add the Impact of Scotchlite« 


Now you can really go National on highway displays! 


National Advertising Company now offers a truly 
national organization — far the largest and most effi- 
cient of its kind—for erecting and maintaining high- 
way displays from coast to coast. 


More than 90,000 highway displays are now selling 
the products of NADCO clients. 


If you add to this impressive, proved power, the 
added impact of “Scotchlite” Reflective Sheeting, you 


“Reg. Trademark of Minnesota 
Mining & Mfg. Co., St. Paul, Minn. 


NAMES THAT GO NATIONAL—Alemite @ American Broadcasting Company © Auto-lite © Buick @ Burd Piston Rings © Chevrolet © Chrysler 
Cooper Tire © Dayton Tires © Devoe & Raynolds Paint © Dodge-Plymouvth © Du Pont © Evinrude Motors © Fisk Tires © Ford @ Glidden Paints 
Hudson ¢ International Shoe Company ©¢ Kaiser-Frazer @ Lincoln-Mercury @ Miller Brewing «© Mohawk Tires @ Nash @ Oldsmobile ¢ Pennzoil 
Pepsi-Cola @ Philco @ Pontiac ¢ 


Pyrofax e 


Quality Bakers of America ¢ 
U. S. Tires ¢ Willys-Overiand, and other sectional and local advertisers. 


have an unbeatable outdoor selling combination at 
extremely low cost—a combination that sells night 


and day! 


If you have a product—or if your client has—which 
needs effective, economical selling on a national or 


a regional basis, it will pay 


you to look into the 


flexibility and practicality of National Highway 


Displays. 


Get all the details simply by writing or calling National 
Advertising Company, Waukesha, Wisconsin. 


ional Advertising Co. 


WAUKESHA, WISCONSIN 


Seiberling Tires ¢ 


Society Brand Clothes ¢ 


Studebaker 
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Ford Appoints Crandall 


James N. Crandall, formerly in 
charge of public relations in Can- 
ada for British Overseas Airways 
Corp., has joined the public rela- 
tions staff of Ford Motor Co. of 
Canada, Windsor. He will be in 
charge of the “Ford Graphic.” 
Mr. Crandall succeeds G. Douglas 
Mackie, who will devote all his 
time to managing Ford of Can- 
ada’s community relations pro- 
gram. 


Smith Names Gislason 

Guy H. Gislason has been ap- 
pointed an account executive of 
R. C. Smith & Son, Toronto agen- 
cy. He was formerly sales man- 
ager of Frank Hacking (Canada) 
Ltd., Toronto, and Canadian rep- 
resentative of Minute Mop Co., 
Chicago. : 
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Announce 17th 
Art Directors’ 


Award Winners 


Chicago Club Includes 
205 Entries in Public 
Show at Art Institute 


(Picture on Page 81) 

Cuicaco—The winners of a total 
of 37 medal and merit awards 
were announced by the Art Di- 
rectors Club of Chicago last week 
at a special awards dinner on the 
eve of its 17th annual exhibition 
of advertising, art and photog- 
raphy. 

The medal and merit award 
winners are included in a group 
of 205 entries which went on pub- 
lic exhibition Nov. 1 at the Black- 
stone Hall of the Chicago Art [n- 
stitute. They were screened out of 


a total of 1,679 entries in this 
year’s competition. 

Walter Howe, the club’s jury 
and awards chairman, and director 
of design and typography for R. 
R. Donnelley & Sons Co., said the 
caliber ofthe 205 selected pieces 
| was the highest in the 17-year his- 
tory of the exhibition. 


ws Members of the 15-man jury 
were critical of the general run 
of advertising art in the Mid- 
west, as represented by the big 
number of entries, but agreed that 
after their careful screening had 
been completed, many fine pieces 
merited club awards. 

Malcolm Jennings, vice-president 
and art director of MacFarland, 
Aveyard & Co., who served as 
chairman of the exhibition com- 
mittee, said the jury was the most 
critical ever to judge such a show 
in the Midwest, and that the ex- 
hibit “decidedly challenges na- 
tional leadership in the field of 
advertising art.” 

The exhibit itself was designed 
by Egbert Jacobson, director, de- 


partment of design, Container 
Corp. of America, effectively si- 
lencing Art Institute complaints 
that previous club exhibitions did 
not measure up to the standards of 
its own students in arranging and 
displaying their exhibits. 


s John Falter, artist whose cov- 
ers have appeared on almost 50 
Saturday Evening Post covers dur- 
ing the past dozen years, was 
principal speaker at the awards 
dinner. 

Winners in the 15 classifications 
included: 

Newspapers, design of complete adver- 
tisement—Medal award: Designer-artist, 
Rainey Bennett; art director, Frances 
Owen; advertiser, Marshall Field & Co. 
Merit award: Designer-artist, Wilbert 
Meyers; art director, Frances Owen; ad- 
vertiser, Marshall Field & Co. Merit 
award: Designer-art director, William 
Wood; producer, N. W. Ayer & Son; 
advertiser, Illinois Bell Telephone Co.; 
artist, Joseph Kramer. 

Magazines, design of complete adver- 
tisement—Medal award: Designers-art di- 
rectors, Charles R. Prilik and Frederick 
W. Boulton; producer, J. Walter Thomp- 
son Co.; advertiser, Swift & Co.; photog- 
rapher, Charles F. Kuoni. Merit award: 


art directors, Carl J. Briese and Scott 


HARDWARE AGE Acquires 
YOUR BUSINESS Magazine 


On October 8, HARDWARE AGE 
acquired YOUR BUSINESS Magazine. 

These statements by the two pub- 
lishers involved tell the story. 
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Park; producer, Needham, Louis & Bror- 
by; advertiser, Derby Foods; photog- 
rapher, H. I. Williams. Merit award: De- 
signer-art director, Dean Coyle; producer 
D'Arcy Advertising Co.; advertiser, Lee 
carpets; artist, Jan Balet. Merit award 
Designer-art director, Leon Karp; pro- 
ducer, Ayer; advertiser, Felt & Tarrant 
Mfg. Co.; artist, Roger Duvoisin. 

Direct mail, design of complete ad- 
vertisement—Medal award: Designer-art 
director, Dan E. Smith; producer, Poole 
Bros.; artist, Bruce Beck; advertiser, Ab- 
bott Laboratories. Merit award: Designer- 
artist, Gene Sharp; producer, Tempo Inc.; 
advertiser, Carrier Corp. Merit award: 
Designer-art director, Dan E. Smith; pro- 
ducer, Poole Bros.; advertiser, Collins, 
Miller & Hutchings. 

Trade periodicals, design of complete 
advertisement—Medal award: Designer- 
artist, Hal Smiley; producer, Collins, Mil- 
ler & Hutchings; advertiser, Chicago 
Federated Advertising Club. Merit award 
Designer-art director, Warren B. Wether 
ell; producer, Warren B. Wetherell & As 
sociates; advertiser, Monsen Chicago Inc 
agency, Jerry Bryant Advertising; artis 
Phoebe Moore. Merit award: Designe: 
art director, Edith Jaffy; producer, Ayer 
advertiser, Chicago Tribune; artist, Elsiv 
Reber. Merit award: Designer-artist, Joh: 
Averill; producer and advertiser, Collins, 
Miller & Hutchings. 

Editorial design, design of complete 
advertisement—Medal award: Designer 
art director, Bert Ray; producer and ad- 
vertiser, Abbott Laboratories; publica- 
tion, “What's New”; artists, Doris Lee 
and others. 

Display and miscellaneous, design of 
complete advertisement—Medal award: 
Designer-artist, Morton Goldsholl; art di- 
rector, Egbert Jacobson; advertiser, Paul 
Theobald. Medal award: Designer-artist, 
Jack Penson; art director, Albert Kner; 
producer, Container Corp. of America; 
advertiser, Corning Glass Works. Merit 
award: Designer-artist, Priscilla Young; 
art director, Albert Kner; producer, Con- 
tainer Corp.; advertiser, Sears, Roebuck 
& Co. 

Product illustration, art, black and 
white—Medal award: artists, Tom Sus 
and Henry Brennan; art director, Frances 
Owen; advertiser, Marshall Field & Co. 
Merit award: Artist, Dorothy P. Christy; 
art director, Frances Owen; advertiser, 
Field's. 

Product illustration, photography, black 
and white—Medal award: Photographer, 
Kenneth Heilbron; art director, Frances 
Owen; advertiser, Field's. Merit award: 
Photographer, Hal Bacon; art director, 
David W. Lockwood; producer, Wesley 
Bowman Studios; advertiser, Hiram Wal- 
ker & Sons; agency, Foote, Cone & Bel- 
ding. 

Product illustration, photography, col- 
or—Medal award: Photographer, Charles 
F. Kuoni; art director, John B. Breunig; 
producer, FC&B; advertiser, Armour & 
Co. 

General subject matter, art, black and 
white—Medal award: Artist, James Axel- 
rod; art director, Eileen O’Hayer; publica- 
tion, Extension Magazine. Merit award: 
Artist-art director, Leon Karp; producer, 


Ayer; advertiser, Felt & Tarrant. 
General subject matter, art, color— 
Medal award: Artist, Lawrence Beall! 


Smith; art director, Bert Ray; advertiser, 
Abbott Laboratories. Merit award: Art- 


ist, Tom Hall; art director, David W. 
Lockwood; producer, FC&B; advertiser, 
International Cellucotton Products Co 


Merit award: Artist, James Lockhart; art 
director, Jean Layton; producer, Ayer; 
advertiser, Container Corp. Merit award 
Artist, Mark Stanley; art director, Jean 
Layton; producer, Ayer; advertiser, Con 
tainer Corp. 

General subject matter, photograph) 
black and white—Medal award: Photog- 
rapher, Kenneth Heilbron; art director, 
Frances Owen; advertiser, Field’s. Meri! 
award: Photographer, Dick Boyer; ar! 
director, Scott Park; producer, Kli! 
Studios; advertiser, State Farm Insuran 
Companies; agency, Needham. 

General subject matter, photograph 

color—Medal award: Photographer, A 
vertisers Photographic Studios; art « 
rector, Albert Quinlan; producer, Gard: 
Advertising Co.; advertiser, Monsar 
Chemical Co. 
Editorial art, black and white or co 
—Medal award: Artist, Fred Steffen; ; 
director, R. Bruce Crippen; produc 
Verne Smith Inc.; publication, Kiwa 
Magazine. Merit award: Artist, Richard 
Howard; art director, Wallace F. Ha’ 
line; producer, Meredith Publishing © 
publication, Better Homes & Gardens. 
Editorial photography—Medal awa! 
Photographer, Karl Oeser; art direct 
Bert Ray; producer, Sarra Inc.; adv‘ 
tiser, Abbott Laboratories; publicati 
“What's New.” Merit award: Phot 
rapher, Phil Stern; art director, Le! 
Winbush; publication, Ebony. Me 
award: Photographer, Richard Garriso 
art director, Wallace F. Hainline; produ 
er, Meredith; publication, Better Hon 
& Gardens. 


RTLA Revises TV Rates 


KTLA, Los Angeles televisi 
station, has increased its rates a 
proximately 20%. An hour of Cl: 
A time, including live studio ! 
cilities, was advanced from $5! 
to $600. Current sponsors may CO! 
tinue at the old rate for 26 week 
New advertisers, who begin tel 
casts before Nov. 15, as contracte 
for before Nov. 1, will be charge 


under the old rates for 13 weeks. 
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Ford Dealers of America 
Signs Kyser tor TV Show 


Kay Kyser and his orchestra 
have signed for a weekly television 
program under the sponsorship of 
the Ford Dealers of America. 
Kyser’s show will be based on his 
Kollege of Musical Knowledge and 
will be a full hour program be- 
ginning late in November. Tele- 
vision recordings will be made of. 
each telecast for use two weeks 
later on television stations not 
served by the coaxial cable or 
micro wave hookups. 

The network and time have not 


ontd & THROUGH | 


A Il ee ap [) SPECIALTY SALESMAN 
been definitely determined. J. Ut, \ a A= MAG AZINE 


Walter Thompson Co. will handle \ 
the account. NATION-WIDE, asraneell SALES FORCE 


Offers Coin-Recordio NO SELLING EXPENSE ON YOUR PART 
GIFT BUSINESS—A lift for a practical Wilcox-Gay Corp., Charlotte, THE QUICKEST WAY TO-NATIONAL SALE 


The pioneer publication of 
the Direct Selling Industry 
now in its 34th year of 
outstandingly profitable 
service. Is your product 


Christmas gift are these 3” plastic balls Mich., through the Cramer-Kras- oem suited to Direct Selling? | : 
designed to hold two pairs of sox. They selt oe gg vo reas 4 using ane DIRECT SELLING IS BIG BUSINESS— You'll te | the ‘answer in | 
have clear tops and bottom sections of | Mail to department stores, of- The Quickest Way te Na- 
oe ae Se we eng then the wempens's Com.| A MULTI-BILLION DOLLAR MARKET tional Sales.” Write Yor 


Recordio, i ca gt. ly - 
4 f ‘ecord machine, _ as part of a 307 A . ' “i : 
Lighting Is Key Christmas promotion. Toddlers can SPECIALTY SALESMAN MAGAZINE. 3°” ™. “istisen Ave. chicase 4 
versation recorded, and take the 


in Display D esign, records home to their parents. 
Says GE’s Cutler | 


o 
New YorK—Lighting is becom- | 
ing more of a medium of design | 
than of illumination for modern 


merchandising and exhibitions, C. 
M. Cutler, director of the lighting 
for selling section, engineering de- | 


J 
partment of General Electric Co., | 
Nela Park, Cleveland, said at a 
meeting of the Exhibit Producers . 


and Designers Association here. 
Lighting today, Mr. Cutler said, 
can be used to get color effects for 
many types of display more effi- 
ciently than can pigments, fabrics 
or plastics. “It can be used to direct 
attention to a group display or a 
single product,” he pointed out. 
“It can be used to work variations 
in color effects in an almost in- 
finite variety of gradations, which 
may be changed as required for 
the degree of emphasis desired. 
“Light is part of the composition 
that should be considered when 
arranging a display. It should be 
planned as an integral part of the 
whole design. It can be used to set 
a mood, create an atmosphere, 
bring out the character, texture 
and form of products. It is a dis- 
play medium that has unlimited 
o0ssibilities, and one which ex- J 3 . f i 
hibitors and merchandisers are just Keep her in mind when you're preparing your ’50 advertising 
beginning to appreciate.” budget—and consider these other facts about Modern Screen: 
Merchandise displays should be 
studied by exhibition designers, he 
suggested, because more innova- 
oe are being used in merchan- WHO BUYS MODERN SCREEN? More young women _— EDUCATION? Above average! 92% of readers at- 
dising presentation today than in between the ages of 18 and 35 read Modern tended high school or college —far above the 


ny ee Screen than any other screen magazine. 54% U.S. average of 55%. 


The little lady in the ladle is somewhere between 18 
and 35, mostly in her twenties. 


She powders, creams, rouges and perfumes herself 
more than any other women in any age groups. 
She’s a business girl or young housewife with an 
apartment to furnish, towels, blankets, and curtains 
to buy, cupboards to fill. And she’s all eyes and ears 
for new ideas—wants to buy more and live better 
than Mama or Grandma did. She probably does, too, 
because her family income is 46% above the na- 
tional median. She’s the typical Modern Screen 
reader—the buyingest young woman in America. 


Katz Buttonholes of Caw ass amerind or engaged. POPULARITY? Modern Screen has the largest news- 
Truman for Button WHAT ARE THEIR FAMILY INCOMES? 46% above stand demand sale in its field — the only screen 


the national median — higher than the average magazine among the top 15 on the stands. 
WasHINGTON—Joseph Katz, Bal- 8 8 8 g P 


ae of the women’s service magazines! 
eae = — pa Riga hy . READERSHIP? 88% of readers cover all or most 
president o an - , 
FM here, climaxed a one-man of every issue. 


ant-Gepcesion talk” sampaige YOUR MARKET COVERAGE? 70% of the entire cir- 


h-re Oct. 27 by pinning his “Bus- 
‘ = ee ee Pres- BE SURE TO GET THESE SURVEYS culation is concentrated in the 139 metropolitan 
oe on Gov. H. Preston Lane of YOUNG WOMAN MARKET. JUST OUT! GROWTH? Modern Screen had the largest circula- 
\ aryland, Mr. Katz has distributed ; 7 f 7 in ao 
a his own expense more than 1. Dell-National Food Purchase Study — “ oe Sy One aap & ee 
|| 000 “Business Is Good” buttons latest survey of buying and usage habits ) six months of 1949. ABC circulation: 1,168,445. 
( ~ Oct. 24). of cross-section of America’s families. Screen Stories and Modern Screen combined give 
ee you the largest single unit of screen magazine 

th. project got under way last oe ; © 
Si nmer to offset pessimists who 2. 16th Survey of Beauty latest study circulation: 1,600,000. 
“:-e actually talking us into a de- of cosmetic and toiletry products and 
Pp) ession.” brand preferences from 1936 to 1949. 
P :rker Pen Expands Co-op 3. 11th Survey of Homemaking — new vo | 

Parker Pen Co., Janesville, Wis.,| * study of food and household product  -. sy ee sere — 
' offering its dealers an expanded brand preference from 1938 to now. modern eer 0 eri 


© operative ad program under 
‘ hich Parker will pay one-half 
‘ all space and time costs de- 
\ ted to the company’s products in ‘ 

amount up to 5% of the deal- 
‘ Ss net annual purchases of Par- 
* t merchandise. The expenditure 
' ¢ Co-op ads is in addition to the 
© mpany’s $673,000 magazine and 
‘-wspaper budget for the last 
© varter of 1949. 


Screen OF DELL 
MODERN GROUP 
AMERICA’S GREATEST SCREEN MAGAZINE 


DELL PUBLISHING COMPANY, INC. 
261 FIFTH AVENUE, NEW YORK 16, N.Y. 
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Buys Interest in KFDA 


Howard P. Roberson, manager 
of Station KFDA, Amarillo, Tex., 
for the past five years, has pur- 
chased a “sizable” interest in the 
station. He becomes vice-presi- 
dent, general manager and a mem- 
ber of the board of directors. Other 
major stockholders are Gilmore N. 
Nunn and J. Lindsay Nunn. The 
station is owned by Amarillo 
Broadcasting Corp., of which Gil- 
more Nunn is president. 


McGovern Joins Y&R 


Peter McGovern, formerly with 
Wayne & Baruch, public relations, 
has joined Young & Rubicam, New 
York, as a staff member of the 
radio-television department. 
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THE LETTER SHOP, Inc. 


481 6. Dearborn St., Chicago 5, IMinois 


$50,000,000 Annual 
Dictating Machine 
Market Seen by ‘53 


New YorK—Predictions that 
sales of dictating machines will 
reach a total of $50,000,000 in three 
years were made here last week 
by manufacturers’ representatives 
at the National Business Show. 
Sales now, it was said, total $25,- 
000,000 annually. 

The trend toward portability is 
becoming more pronounced and 
dictating machines are becoming 
more popular among traveling 
salesmen. 

Attendance this year at the bus- 
iness show. totalled about 90,000, 
about 10% under that of a year 
ago. The lower attendance this 
year was attributed to the absence 
of sightseers. 

A novelty at this year’s show 
was an electric adding machine, 
manufactured by C. Olivetti & Co., 
Ivrea, Italy, which was showy for 


the first time in New York. The 
machine, which adds, subtracts, 
multiplies and divides, also keeps 
a running credit balance, said to 
be the first of its kind which does 
so on a printed tape. 

A sales organization will be set 
up in New York in the near future, 
according to Eugene Wagner, Oli- 
vetti representative, who said that 
the machine had been introduced 
in California earlier this year. 


Appoints James Lovick 


The Development Board of Nas- 
sau, Bahamas, a branch of the Ba- 
hamas government, has appointed 
James Lovick & Co., Montreal, 
Canadian representative. The 
agency will act as an information 
bureau and will handle the board’s 
Canadian advertising. 


Two Appoint Graff Agency 

Harry Graff Advertising, New 
York, has been retained to handle 
the advertising of Sid Tool Co. and 
Veteran Tool & Supply Co., both 
in New York. Consumer publica- 
tions will be used. 


WASHINGTON—Department store 
sales this fall are lagging far be- 
hind expectations. The customary 
upturn in buying which takes 
place early in October has not 
occurred. Sales in U. S. depart- 
ment stores surveyed by the 
Federal Reserve Board were off 
14% during the week ended Oct. 
22, as compared to the same period 
a year ago. 

That the unsettled situation in 
the steel industry has contributed 
to the decline is apparent from 
figures in the tabulation. Pitts- 
burgh sales for the week ended 
Oct. 22 were off 30%; Birmingham 
sales were down 27%, and other 
cities in the Pennsylvania-Ohio- 
Indiana-Illinois area showed simi- 
lar large losses as compared to 
last year. 
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HIGH LIFE sees 


“American Art” sparks the ideas that mean more 
sales for your product or service in local markets! 


Creative metal signs offer you more than mere identifica- 
tion. They combine your message with original design 
and eye-catching colors — give you that distinctive local 
promotional punch so necessary to the well-rounded 
selling program. 


“American Art” is producing creative metal signs and 
merchandise displays for many famous brand names — a 


few of which are reproduced here. 


TALENT TO ORIGINATE 


SKILL TO PRODUCE 


Our 60 years’ experience and large, modern 
facilities are at your command for any metal 
advertising, sales or distribution problems. 
Your inquiry is invited. No obligation. 


Send for Free Illustrated Folder 


The American Art WOKS Mn. 


402 Pine St., Coshocton, Ohio 


st. 1887 


Colgate increased 
distribution and sales 
of their packaged 
products with 

this metal 
merchandiser. 


your 


selling program 
the 


of creative 


has found this 
bulb merchandiser 
an effective 
aid in sales 
and distribution. 


FLANGE SIGNS * STAMPED FRAME SIGNS © HIGHWAY SIGNS © REFLECTORIZED SIGNS © MERCHANDISE DISPLAYS 


Federal Reserve Figures on Department Store Sales 


DEPARTMENT STORE 
SALES INDEX 


* 4935.39 EQUALS 100 


Week to Oct. 22, ’°49*.p296 
Week to Oct. 15, ’49*..288 
Week to Oct. 8, ’49*....297 
Week to Oct. 23, '48*...344 
Week to Oct. 16, ’48*...331 
Week to Oct. 9, '48*....336 


*Not adjusted seasonally. 
pPreliminary. 


. Se 


Only three cities recorded gains 
in sales from the same week last 
year. They were: Salt Lake City, 
up 16%; San Francisco, up 7%, 
and Washington, up 3%. 

Index figure for the week of 
Oct. 22 was 296 (1935-39 sales 
equals 100). In past years, the 
sales index has climbed to about 
375 just prior to Thanksgiving, 
then shot up quickly to a pre- 
Christmas peak of 575, after which 
it drops to about 200. This year 
differs from previous years pri- 
marily in that early shopping is 
not as large a factor as it was im- 
mediately after the war when 
scarcities were the rule. 


% Change from 1948 


Jan. Mo. Wk 

Federal Reserve te of Oct. 
District and City Aug. Sept. 22 
UNITED STATES ........ ati —6 —li 
Boston District .. —2 — —l 
New Haven 4 —6 —21 
Boston —.......6 1 —2 —l4 
Spr == —3 —7 —22 
PrOVIGENCE — .....::0:::0000 —6 —10 —ll 
New York District 4% —5 —I15 
Newark —9 —4 —10 
Buffalo —l —3 —l7 
New York --9 —6 —15 
Rochester -—8 —7 —21 
TT | 1 —17 
Philadelphia District . —5 —6 —16 
Philadelphia ................. —5 —7 —17 
Cleveland District — —12 —2 
MEE | ctarestneniccene —5 —15 —21 
Cincinnati —7 —12 —15 
SS ae —4 —10 —2i 
ee —3 —12 —19 
WEED geneencosneintsrsénerve _-4 —6 —2!1 
Pittsburgh ................ —4 —12 —30 
Richmond District ...... — 4 —s —5 
Washington ................. 3 —5 3 
a —6 —8 —10 
Atlanta District .......... A —7I —l4 
Birmingham —5 —ll —27 
OO” —5 —1 ° 
Atlanta ............ —5 —8 —20 
New Orleans 3 — 6 —17 
Nashville _.......... —8 —8 —12 
Chicago District ............. 7 — —I7 
IID ashidstchiniticmepnesens —5 —1 —19 
Indianapolis —3 —3 —21 
Ol >—KaK-= —7 —4 —16 
Milwaukee 8 1 —11 
St. Louis District —5 —s —13 
fC ex —3 —12 —22 
PE EE --3 —8 —15 
id KEEL, | nnnenschiemntpaivas —7 —9 -—3 
RR 1 —5 —19 
Minneapolis District... —6 —4 —10 
Minneapolis. ............. 3 3 4 
EER oe —10 —8 —ll 
Duluth-Superior ....... —3 —7 —22 
Kansas City District . —7 —5 —l2 
7 eee —7 —6 —!10 
Wichita ....... —1 —1 —i6 
Kansas City —10 —7 13 
St. Joseph ..... —8 1 - 
Oklahoma City ........ —9 —2 10 
igs —9 —4 10 
Dallas District .. 4 —9 —-16 
epee —8 —17 14 
Fort Worth .. —4 —4 ll 
Houston ........ —7 —I17 23 
San Antonio —7 —6 14 
San Francisco District —7 7 0 
Los Angeles Area ... —10 —ll -2 

i idsC -—3 —ll 0 
San Francisco .. —2 —5 7 
Portland ............ —9 —9 il 
Salt Lake City —6 4 16 
pao ~-2 bh 0 


*Data not available. 


Appoint Conti Agency 

Leading Cotton Mills, New Yo ;, 
and seven subsidiary compan °s, 
have placed their advertising w ‘) 
Conti Advertising Agency, N 
York. The subsidiaries are: All 4 
Embroidery Corp., New Yo &: 
Leading Embroidery Co., No th 
Bergen, N. J.; Leading Handk ‘- 
chief Co., Providence, R. 1; ©: 
vine Cotton Mills, New York; | ! 
cas Printing & Finishing Co., ) °- 
chanicsville, Conn.; Marshall F °- 
cessing & Finishing Co., North - 
gen; and Marshall Mills. 


WNBF.-TV Joins DuMont 
WNBF-TV, Binghamton, N. » 
has signed a network affiliat 
contract with DuMont Televis 
Network. The station will be: " 
commercial operation on a nc 
interconnected basis Dec. 1. 
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“air Trade Group 
,aunches Studies 
on Prices, Profits 


New YorK—The Bureau of Edu- 
cation on Fair Trade, through its 
research advisory committee, has 
j.unched three studies comparing 
prices and profits of drug stores 
in fair trade and non-fair trade 
areas. 

Maurice Mermey, bureau direc- 
tor, said the committee has al- 
ready received preliminary data 
on some of the studies which, if 
substantiated later, “will go a long 
way in confirming our belief that 
consumers in non-fair trade areas 
enjoy no over-all price advantages 
over consumers in fair trade areas.” 

The projects are intended to sup- 
ply data on: (1) comparative gross 
margins and net profits of drug 
stores in fair trade and non-fair 
trade states; (2) comparative re- 
tail prices of selected national 
brands in fair trade and non-fair 
trade areas, and (3) comparative 
prices of a group of non-fair trade 
items merchandised by drug stores 
in both fair trade and non-fair 
trade areas. 


s Mr. Mermey said figures com- 
piled by A. C. Nielsen Co., Chi- 
cago, are being made available 
to the committee, which has been 
promised full cooperation by James 
Peckham, Nielsen vice-president. 

Members of the non-profit or- 
ganization’s research advisory com- 
mittee include Stanley I. Clark, 
vice-president, Sterling Drug Inc.; 
Gerard S. Fowler, vice-president, 
Hudnut Sales Co.; Albert C. Fritz, 
ex-president of the National As- 
sociation of Retail Druggists, which 
sponsored formation of the bu- 
reau; Nicholas Gesoalde, secretary, 
New York State Pharmaceutical 
Association; Herman C. Nolen, 
vice-president, McKesson & Rob- 
bins; William R. Spurlock, director 
of the economic research division, 
Eli Lilly & Co.; Carl H. Willing- 
ham, secretary-treasurer, Nation- 
al Association of Chain Drug 
Stores, and Harry Wolfe, market 
research director, Colgate-Palm- 
olive-Peet Co. Mr. Mermey and 
John W. Dargavel, bureau chair- 
man and NARD secretary, are ex- 
officio members. 


Establishes Homemaker Panel 


Emery Advertising Corp., Bal- 
timore, has set up a panel of 64 
homemakers for pretesting new 
products before they are generally 
released to the market. The ser- 
vice, called the Emery consumer 
Opinion panel, will be used to 
evaluate product design, uncover 
possible new product uses and ad- 
vertising copy themes. 


ADVERTISING SPECIALTY 
JOBBERS 


If you have a Sales Organization we 
‘ve a live-wire proposition for you . . 

arrangement that enables you to pay 
ur salesmen the same profit they would 
mm by handling our quality line of 
vertising Book Matches direct — and 
‘ke money for yourself at the same 
n 


e 
We offer full co-operation to qualified 
sanizations. Just check over these high 
ts in our proposition. 
| Big presentation catalogs, featuring 
MATCHCORP 20's (20 lights to the 
book), MATCHCORP 30's (30 lights 
to the book) and MATCHCORP 40's 
(40 lights to the book). Three popu- 
lar sizes. These catalogs are made up 
with a blank panel on the cover in 
which you can print your own name 
or affix a gummed sticker bearing 
your own name. 
High quality book matches, in any 
of these wanted sizes, with YOUR 
NAME printed on the line where our 
mame as manufacturer usually ap- 
Pears. a 
' Drop shipments to your customers if 
desired. 
There’s low cost, effective advertising 
r every kind of business in MATCH- 
RP'S “Big Three’’ line of quality book 
itches. Used in every field, they appeal 
advertisers everywhere . . prospects 
every quarter. Recognized from coast 
Coast 4s sales-makers and good will 
likders. 
Write to us on 
Ul particulars o 
‘ing jobbers’ deal. 


\ATCH CORPORATION OF AMERICA 
(Ad Jobber Div.) 
Manufacturers of 

Book Matches for Advertising 
3433-43 West 48th Place, Dept. AA-11 
Chicago 32, Illinois 


‘our own letterhead for 
this profitable adver- 


*Indicates new listing in this column. 

*Nov. 7-9. National Newspaper Promo- 
tion Association, central regional meet- 
ing, Faust Hotel, Rockford, Ill. 


Nov. 11-13. Southwestern Association 
of Advertising Agencies, Tulsa Hotel, 
Tulsa, Okla. 

Nov. 14-17. Printing Industry of Amer- 
ica, 63rd annual convention, Biltmore 
Hotel, Los Angeles. 

Nov. 17. National Business Publications, 
annual meeting, New York. 

Nov. 18-19. Pacific Northwest Newspa- 
per Advertising Executives Association, 
fall meeting, Spokane, Wash. 

Nov. 28-29. Associated Business Publi- 
cations, ABP Clinics of 1949, Biltmore 
Hotel, New York. 

Nov. 29-Dec. 2. Outdoor Advertising 
Association of America, 54th annual con- 
vention, Hotel Book-Cadillac, Detroit. 

Jan. 23-25, 1950. Newspaper Advertis- 
ing Executives Association, annual con- 
vention, Edgewater Beach Hotel, Chi- 
cago. 

March 28-31, 1950. Premium Advertising 
Association of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

April 11-12, 1950. Annual symposium 


and exhibit, Point of Purchase Advertis- 
ing Institute, Waldorf-Astoria Hotel, New 

York. 

May 14-17, 1950. National Newspaper 
Promotion Association, annual conven- 
| tion, Schroeder Hotel, Milwaukee. 

May 31-June 3, 1950. Advertising Fed- 
eration of America, 46th annual conven- 
tion, Hotel Statler, Detroit. 

June 29-July 1, 1950. National Industrial 
Advertisers Association, annual con- 
ference, Hotel Biltmore, Los Angeles. 


Opens Test for Ipana-Gum 
Bristol-Myers Co., New York, 
has introduced Ipana-Gum on a 
test basis in Baltimore with an- 
nouncement ads in the Baltimore 
Sun and News-Post. As an am- 
moniated chewing gum to reduce 
tooth decay, Ipana-Gum adds a 
third aspect to the daily Ipana 
routine of brushing teeth and mas- 
saging gums. Copy promoting the 
gum says to chew Ipana-Gum after 
meals. Young & Rubicam, New 
York, is handling the account. 


Oil Industry Men to Meet 

The annual convention of the 
Oil Industry TBA Group (Tire, 
Batteries and Accessories) will be 
held at the Chase Hotel, St. Louis, 


Dec. 5-6. 


Pillsbury, Nestle’s 
Map Combined Drive 
Featuring New Cake 


MINNEAPOLIS—Pillsbury Mills 
and Peter Cailler Kohler Swiss 
Chocolates Co. will team up in 
December to promote, with help 
from participating grocers, a new 
cake recipe using Pillsbury’s Best 
flour and Nestle’s Semi-sweet 
Chocolate Morsels. 

Homemakers will be told all 
about the easy-to-make cake in 
color pages in Parade and This 
Week Magazine for Dec. 4, a four- 
color spread in the Dec. 12 Life, 
and color pages in January issues 
of Ladies’ Home Journal and Wo- 
man’s Home Companion. 

Display cards, posters, price 
cards and other tie-in materials 
to be supplied retailers will be 
printed with the new luminous 
Day-glo ink. 

The cake recipe employs the 
same fundamental idea used in the 
Nestle’s Toll House cookie recipe, 


75 


with the Chocolate Morsels retain- 
ing their shape under baking tem- 
peratures. It also features the Ann 
Pillsbury “Quick-Mix Cake Meth- 
od.” The recipe and quick-mix 
method are included in the con- 
sumer advertisements, as well as 
explained in extra copies to be 
provided food shoppers by the 
cooperating stores. 


Olen Joins Abbott Kimball; 
Brings Five Accounts 


David Olen, who operated Da- 
vid Olen Advertising, Los Angeles 
agency, for five years, has joined 
Abbott Kimball Co. of California, 
Los Angeles, as account execu- 
tive. 

Accounts formerly handled by 
Mr. Olen will continue to be ser- 
viced by him. They include: Sun 
Rose Sportswear, women’s wear 
manufacturer; Lurrie Pizer Co., 
children’s wear manufacturer; 
Swope Railways Inc.; Cook Mfg. 
Co., maker of vitreous china 
plumbing fixtures, and Hollywood 
Champions, mail order merchan- 
diser of men’s and boys’ athletic 
wear. 


getting away? ¢& 


There goes an awfully important market .. . 
the young-marrieds! 


Especially the missus. From the honeymoon 
she heads straightway into a life of keeping 
house and planning babies. Buying new 
things and more things. Soaps, powders, 
linens, appliances, furniture, cake mix, baby 
food, and the thousand-and-one other things 
it takes to make a house a home. 


Are your 


Now is the time she starts choosing brands — 


and picks up life-long buying habits. Now is 


the time to stop her . . . catch her eye in 


= ~ 


BEST customers — 


.- 
* = 


Modern Romances, where she 


and a good 


2% million other young married women do * 
their magazine shopping and make up the 
youngest married market in America! 


While you are preparing your ’50 advertising schedule, 
consider these important facts about Modern Romances: 


WHO READS MODERN ROMANCES # 3 million wom- 
en; 74% married or engaged; median age 23. 


WHAT ARE THEIR FAMILY INCOMES? Though 
youthful, their family incomes are 19% above 
the national median. 


BE SURE TO GET THESE SURVEYS 
WITH NEW FACTS ABOUT AMERICA’S 
YOUNG WOMAN MARKET. JUST OUT! 


1. Dell - National Food Purchase Study — 
latest survey of buying and usage habits 
of cross-section of America’s families. 


2. 1ith Survey of Homemaking — new 
study of food and household product 
brand preference from 1938 to now. 


3. 16th Survey of Beauty — latest study 
of cosmetic and toiletry products and 
brand preferences from 1936 to 1949. 


Youngest Married Woman 
Audience in America 


Hk TOLD BE TO CH 


ANY CHILDREN? 71% of the families have children 
living at home. No wonder Modern Romances de- 
votes more space to articles on children than any 


other magazine in its field. 


PRESTIGE? Just compare the paper, printing and 
editorial job on Modern Romances with other 
magazines in its field! It is the only one edited 


especially for young married women. 


READERSHIP? Read cover-to-cover by 75% of its 


readers; 98% read all or most of every issue. 


COMPARATIVE COST? A recent impartial survey re- 
vealed that Modern Romances delivers more read- 
ers of advertising per dollar than 11 other leading 
national magazines in 79 out of 83 tests. 


GROWTH? Modern Romances doubled its circula- 
tion since 1939 .. . shows the greatest gain among 
the top 15 magazines on the newsstands in 1948. 


te 


Modern Romances modern 
. romances 


OF DELL MODERN GROUP 


DELL PUBLISHING COMPANY, INC. 
261 FIFTH AVE. NEW YORK 16, N.Y 
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Union Papers 
Carrying More 
National Ads 


Trade Union Advertising 
Tells Sales Results for 
Kaiser, Seagram, Others 
New York—More national ad- 
vertising is being attracted to the 


labor press as a result of a mer- 
chandising campaign instituted re- 


LETTER GADGETS keep those letters out 
of the waste basket and pay for them- 


» 


selves many times. These are attention- 
getters which 


triple the pulling power of 
letters of ¢ when perly used 
Serid $1.00 for catalogue, Se samen and 
-copy suggestions for their use. 


ail, il MANE Re aa 
Room 303, Ii! ws. Jackson Blvd., Chicago 4 


cently by Trade Union Advertising, 
representative of trade union pub- 
lications, AA learned last week. 

A recent test campaign by Kai- 
ser-Frazer in Detroit, Cleveland 
and Cincinnati labor publications 
sold two Traveler cars and un- 
earthed a dozen prospects, Alex- 
ander Smith, managing director of 
Trade Union Advertising, told AA. 

Total cost of the test, which em- 
ployed 1,000-line space in each of 
the labor papers, Mr. Smith said, 
was under $1,000. Kaiser-Frazer 
as a result has scheduled two ad- 
ditional 1,000-line ads in the same 
publications. William H. Weintraub 
& Co. is the agency. 


a The merchandising aid which 
Trade Union Advertising uses to 
promote advertisers’ products con- 
sists of displays outside union 
meeting halls in cooperation with 
advertisers’ representatives. An- 
nouncements are made at union 
meetings, demonstrations are ar- 
ranged, and publicity featuring un- 
ion officials is used. + 

“A typical example of how 


Trade Union Advertising’s ser- 
vice works,” Mr. Smith explained, 
“is the campaign now running for 
the Glass Container Manufactur- 
ers’ Institute around the one-way, 
no-deposit, disposable beer bottle. 
The institute selected 35 labor pa- 
pers in 14 states to run concur- 
rently with daily newspaper pro- 
motion in each area. 

“The campaign had four major 
objectives. These were to gain ac- 
ceptance of the one-way bottle 
among brewers, educate retail 
dealers so that maximum display 
would be provided, acquaint clerks 
with the need of suggesting no-de- 
posit bottles, and familiarize con- 
sumers with advantages of the dis- 
posable glass container over cans. 

“The labor press,” Smith said, 
“met this challenge with a vig- 
orous drive in each area. Local 
brewers were visited and informed 
of the campaign. Labor press mer- 
chandising men visited retail deal- 
ers, put up displays and asked 
dealers to stock ‘one-ways’ as 
union consumers would be asking 
for them. Each dealer received free 


et 


pencils for the entire store staff on 
which were imprinted appropriate 
selling slogans. 


= “Dealers also were supplied with 
free bottle openers when they 
agreed to distribute them to pur- 
chasers. One of the dealers,.Saad’s 
Market in Detroit, used tie-in ad- 
vertising in the Detroit Ford Facts 
(CIO). Within one day, Saad’s sold 
out its entire stock of ‘one-ways’ 
and placed larger reorders. Sales 
were boosted by more than 50 
cases. 

“In Cincinnati, the Labor Chron- 
icle, official publication of the Cin- 
cinnati AFL, opened up that city 
for one-way sales. The local ad- 
vertising manager was invited to 
address the entire staff of Schoen- 
ling Brewery, after which the de- 
cision was made to distribute 
Schoenling beer in one-way bot- 
tles. Other brands thereafter fol- 
lowed suit. 

“The Mobile Labor Journal re- 
ceived a letter from the Mobile 
Beverage Co., distributor for Pabst 
and Falstaff, after the Glass Con- 


DANIEL J. McELVENEY, J F., V.P. of Joseph P. Day, Inc., (one of America’s largest Real Estate Firms) says: 


DO YOUR 
XMAS SHOPPING 
EASILY! 


oe 


“Everyone likes finer-tasting 


SCHENLEY 


—that’s why I’m giving it to 
friends and customers this Xmas” 


Busy executives give the gift that’s always welcoome—and makes Holiday 
shopping easy. Like Mr. McElveney, they give richer, finer-tasting Schenley 
in its beautiful gift carton. Solve your Holiday gift problem with a 
telephone call to your package store. Order Schenley Reserve today. 


ENJOY RICHER, FINER TASTE 


FROM SCHENLEY THE HOUSE OF AGED WHISKIES 


RARE BLENDED WHISKY 86 PROOF. THE STRAIGHT WHISKIES IN THIS PRODUCT ARE 5 YEARS OR MORE OLD. 3596 STRAIGHT WHISKY. 6596 GRAIN NEUTRAL SPIRITS. SCHENLEY DISTRIBUTORS, INC., N.Y.C. 
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tainer Manufacturers’ Institut 
campaign had been in effect 
short time.” 


ws The letter referred to by M). 
Smith read: 

“We are so pleased we are writ- 
ing to let you know the splendi| 
results we are getting from th: 
series of ads you are now runnin:z 
on beer in one-way bottles. 

“Since these ads first started we 
have had an increase in our sales 
of beer in one-way glass bottles 
and this increase is gaining stead- 
ily. In addition...as a result of 
the ads in the Mobile Labor Jour- 
nal, several large grocery stores 
ar2 now stocking and pushing 
beer...in this type container.” 

The one-way bottle campaign 
was also aided in the labor press 
by a flow of publicity material that 
constantly reminded union con- 
sumers to buy beer in one-way 
bottles as a means of supporting 
union labor. 

Pictures of a Labor Day queen 
posing with the no-deposit bottle 
appeared in almost every labor 
publication in the country. 


es “Front page stories and inside 
editorials,” Smith said, “as well as 
poster displays in union halls were 
used. Speakers at union meetings 
and at gatherings. of women’s 
auxiliaries also hammered home 
the message of supporting union- 
made, one-way bottles. Special at- 
tention was given to retail clerks 
urging them to suggest the dis- 
posable glass bottle to regular 
customers. 

“Satisfaction of the Glass Con- 
tainer Manufacturers with the suc- 
cess of this program,” Smith told 
AA, “may be judged by the fact 
that they increased their advertis- 
ing in labor publications 600% in 
1949 over what they had spent in 
1948. Last year the entire labor 
press appropriation totaled $5,000. 
By the end of this year it will ex- 
ceed $30,000. 


w “Another satisfied labor press 
advertiser,” Smith said, “ is Sea- 
gram Distillers. Seagram’s Seven 
Crown scheduled an initial appro- 
priation in 12 labor papers with a 
circulation totaling 1,000,000. 
Monthly insertions of 336 lines 
were used in each paper. To prove 
responsiveness of labor press read- 
ers, Trade Union Advertising pre- 
pared a release which offered a 
free key chain with the Seagram 
Seven Crown label to each reader 
requesting one. 

“At Seagram’s request this of- 
fer was limited to two publications 
in California. Within three weeks, 
more than 2,500 requests were re- 
ceived. Shortly thereafter, Seagram 
added 20 more labor publications 
to its schedule. 

“At the request of Trade Union 
Advertising, local unions in areas 
carrying the Seagram program 
pledged themselves to include S«:- 
gram products in all liquor p'''- 
chases for union celebrations 1d 
functions. Our representatives,” 
Smith added, “also addres:ed 
meetings of union bartenders, a. <- 
ing them to push the sales of © /- 
vertised products.” 

The 150 labor publications r p- 
resented by Trade Union Adv '- 
tising include practically all »%- 
portant labor papers which 
cept advertising, Mr. Smith s: ¢. 
The total circulation represen °< 
is about 4,500,000. Some of ¢ \'5 
circulation is verified by the A: 1 
Bureau of Circulations, some °Y 
sworn statements. 


Monarch Gets New Agency 


Monarch Wine Co., New Y “ 
has retained Bermingham, Cas 
man & Pierce, New York, to h *- 
dle its advertising. Newspap ° 
magazines, outdoor posters and 
dio will be used. A. B. Lanc | 
New York, formerly had the ~- 
count, and will continue to han © 
Jewish publications for the co ~ 
pany. 
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‘asimussen Joins Florey 


DISCUSSION—Sampson R. Field (left), 
president of Publishers Printing Co., New 
York, and Archibald Van Buren, publisher 
of Cue, were caught by the cameraman 
while reviewing details of Publishers’ 
expansion program at a reception which 
marked the formal opening of a new 
PPC plant. 


32% of Agencies 
Predict Gains for 
Business Papers 


New YorK—Evidence of a con- 
tinued good volume in business 
paper advertising is indicated in 
the second annual survey of trends 
for the coming year recently made 
by the Associated Business Publi- 
cations. According to S. A. Knisely, 
executive vice-president of ABP, 
questionnaires were sent to 1,300 
agencies which have ABP recom- 
mendation. Replies were received 
from 553. 

On the question, “Will 1950 bus- 
iness paper advertising appropria- 
tions be larger, the same, or smal- 
ler than 1949?” 32% said larger, 
56% said the same, 12% said smal- 
ler. Last year replies to the same 
question were: 43%, larger; 49%, 
the same; 8%, smaller. 

On the question, “When do you 
expect your clients’ 1950 business 
paper schedules to start?” the an- 
swers were: 11% prior to Janu- 
ary; 80%, January; 9%, February 
or later. One year ago, the an- 
swers were: 12% before January; 
82%, January; 6%, February or 
later, 

On the question, “Do your cli- 
ents operate on a calendar year or 
a fiscal year basis?” the answers 
were: 55% said calendar year; 9% 
said fiscal year; 36% said some of 
both. A year ago the answers were: 
19%, calendar year; 11%, fiscal 
year; 30%, some of each. 


PURCHASERS TELL LAG 
IN BUSINESS UPSWING 

New YorK—The upswing in 
general business, as reported by 
purchasing agents in August and 
September, has slowed down dur- 
ing the past month, according to 
the business survey committee of 
National Association of Purchasing 
Agents. Production gains of the 
‘wo previous months were “shaved 
town 14%,” according to Robert 
° Swanton, chairman of the 
NAPA committee. 

The survey showed that prices 
fenerally remained steady during 
Octo er, while back-order posi- 
hons slipped to about the July fig- 
ure. Purchase inventories dropped 
ithe main, but 22% reported in- 
Teases, the highest number since 
une 1948. Other findings indicate 
fat reemployment slowed down, 
hort r working time was evident, 
‘nd ouying was cautious and of 
hort ‘ange. 


ick k Promotes Yelin 


Hii sok Mfg. Co., Rochester, N. 
» }as promoted ‘Charles Yelin, 
or tie past 15 years with the com- 
any as a sales representative and 
tylis:, to manager of the special 
co: nts department. Mr. Yelin 
‘ul make his headquarters in 
tw York. 


Eric Rasmussen, formerly with 
- M_ Hickerson Inc., has joined 


Ads for Amprobe, 
Small Volt-ammeter, 
Set for December 


New YorK—Pyramid Instrument 
Co. will launch an introductory 
campaign for Amprobe, a new 
pocket-size, split-core AC volt-am- 
meter, in the December issues of 
technical publications. 

Present plans call for 12 full- 
page, two-color insertions with 
schedules set to run through Janu- 
ary. 

A direct mail campaign is being 
directed to jobbers with the offer 
of a tie-in deal listing dealers’ 
names in four of the ads. Jobbers 
must order the minimum number 
of Amprobes. required for partici- 
pation in the magazine campaign. 

Reiss Advertising is handling 
the account. 


IBM World Trade Names 3 


IBM World Trade Corp., New 
York, newly created subsidiary to 
handle International Business Ma- 


chines Corp.’s business outside the 
U. S., has named Arch Davis and 
Robert L. Houston special exec- 
utives. Jane Haislip, head of the 
systems service department, has 
been appointed executive assist- 
ant. Mr. Davis has been with IBM 
since 1919, recently as advertising 
manager and executive secretary. 
Mr. Houston did special engi- 
neering and research assignments 
after rejoining IBM in 1943. 


100,000 TV Sets in Detroit 

A survey by WXYZ-TV, Detroit, 
shows there are more than 100,000 
television sets in the Detroit area. 
Len Kamins, WXYZ-TV sales man- 
ager, said that figures from seven 
major distributors showed sets 
slightly in excess of 100,000 and 
that, when ten minor distributors 
are heard from, the total would 
rise another 10,000 at least. 


Dillon to Export Agency 

Paul H. Dillon, formerly assist- 
ant director of public relations, 
Seton Hall College, South Orange, 
N. J., has joined National Ex- 
port Advertising Service, New 
York, as a publicity and research 


assistant. 
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SALE 
BLAZERS... 


SIGNS that sell 
in any language! 


Those big, bright, colorful display signs that you’ve 
seen in hundreds of retail outlets . 


ican products in foreign markets! 


Whether you sell at home or abroad, SALE BLAZERS 
will tell your customers and prospects where to buy 
—and what to buy. They sell at the point of pur- ACEITE 


chase—where the sale is made or lost! 


We'll be glad to make a sample SALE BLAZER to 
your specifications—at no obligation to you. Just 
send us your advertising message. SALE BLAZERS 


are inexpensive and priced for mass distribution. 


—— staff of George F. 


COPYRIGHT 1949 PHILADELPHIA BADGE OO., INC, 


PHILADELPHIA BADGE 


1007 FILBERT ST., PHILADELPHIA 7, PA. 


. also sell Amer- 3-EN-UNO 


3-EN-UNO 
ACEITE 


-3-EN-UNO 
ACEITE 


ACEITE 


For further information, write 


Advertising Specialties Division 


COMPANY, 


Established 1900 
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New Labeling Provisions 
Possible for Cleansers 

WaSHINGTON—There’s legislative 
trouble brewing for the makers of 
soaps, detergents and household 
cleansers. It may still blow—but 
if Sen. Guy Gillette (D., Ia.) has 
his way, they’ll soon be subject 
to labeling and packaging super- 
vision of the Food and Drug Ad- 
ministration. 

Sen. Gillette’s interest in cleans- 


By STANLEY E. COHEN, Washington Editor. 
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er labels flared up last summer 
when the wife of a member of a 
Senate committee staff was hos- 
pitalized from an allergic reaction 
to a well known detergent. 

After calling in manufacturers 
to discuss labeling precautions, 
Gillette introduced three bills— 
S. 2392, S. 2531, S. 2656—instruct- 
ing Food and Drug Administration 
to require full disclosure of soap, 
detergent and cleanser ingredients. 


Gillette’s bills are before the 


Senate interstate and foreign com- 
merce committee. If and when 
hearings are held, he will argue 
that disclosure is warranted, be- 
cause a substantial number of peo- 
ple are allergic to the ingredients 
of these products. 
@~2: @ 


Thousands of pages of FCC rec- 
ords were destroyed Tuesday as 
firemen fought an explosion in 
electrical generating equipment 
adjacent to FCC’s “docket section.” 

The commission still does not 
know how badly its proceedings 
will be delayed as a result of the 
loss of documents, but first in- 
ventories indicate that many of 
the applications and incoming let- 
ters received within the past 30 
days have been lost. 

Since FCC has no duplicates of 


much of this material, it would 
\probably be wise for anyone who 
| has written FCC recently to send a 
duplicate letter. 

>. ©. «6 

The Citizens Committee for the 
Hoover Report is girding itself for 
an all-out effort next year to sell 
Congress on “non-political” or- 
ganization of the Post Office De- 
partment. 

According to former president 
Herbert Hoover, the postal deficit 
could be cut by $256,000,000 if the 
department operated on a “busi- 
ness basis.” The citizens commit- 
tee says Hoover commission re- 
forms are only “20% accomp- 
plished.” 

In addition to postal reorganiza- 
tion, they want Congress to re- 
build federal personnel practices 


modernized 


medium. 


than all three 


Improves 


LLUSTRATED is part of The Star’s recently 


Classified Department. Espe- 


cially designed telephone equipment, new office 
layout, and improved system of handling incom- 
ing ads all contribute greater efficiency to the 
operation of Washington’s most used advertising 


In the first 8 months of 1949 The Star carried 
678.733 individual classified ads—120,299 more 


other Washington papers com- 


bined. Washingtonians think first of The Star 
when they're buying or selling, seeking employ- 
ment or employees, looking for housing or 


tenants. 


The Star’s classified pages are “the peo- 


ple’s meeting place”, where results are a matter 


of common exper ience. 


National advertisers who follow this lead capi- 
talize on a dependable Washington habit. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by Dan A. Carroll, 110 E. 42nd St., 


NYC 17; The 
Member: Bureau of Advertising ANPA, 


John E. Lutz Co., Tribune Tower, Chicago 11. 


Metropolitan Group, 


American Newspaper Advertising Network, Inc. 


THE EVENING STAR BROADCASTING COMPANY OWNS AND OPERATES STATIONS WMAL, WMAL-FM, AND WMAL-TV 


|day afternoon radio show on 


Advertising Age, November 7, 194) 


during 1950 and “take the mum! , 
jumbo out of budgeting and a: - 
counting.” 

ee e« @ 


The Lehman-Dulles battle » 
New York has political experts » 
the edges of their seats searchir 4 
for a clue to the outcome of t) e 
1950 congressional showdown. | 
Republicans can elect Dulles : » 
their “statism” issue, they figu’e 
a good chance to recapture tie 
Senate next fall. 

Of 22 Democrats who must sta) d 
for election, 14 hold “normall,,” 
Republican seats, according to tiie 
“experts.” On the other hand, 14 
Republicans standing for reelec- 
tion hold only five “normally” 
Democratic seats. 

e:°> @-2@ 

That tempest over the advertis- 
ing of patent attorneys passes on 
Nov. 30 into the hands of John M 
Marzall, who leaves his Chicago 
law firm to succeed Lawrence C. 
Kingsland as commissioner of 
patents. Mr. Kingsland returns to 
private practice after two years 
in the patent office, the pros and 
cons of the patent advertising issue 
ringing in his ears. 

a za 

Morris Livingston, whose “Mar- 
kets After The War” was a best 
seller among government publica- 
tions, is leaving the Department of 
Commerce for Standard Oil of In- 
diana. 

In a farewell appearance before 
the annual agricultural outlook 
conference here, he predicted that 
national output for 1949 will be 
only fractionally below 1948. There 
has been virtually no reduction in 
the total physical quantity of goods 
and services taken by consumers, 
he says. 

Dollar volume will be about 5% 
below the $270 billion peak of 
the fourth quarter of 1948, but two 
thirds of the dollar drop and vir- 
tually all the decline in real out- 
put are due to the shift from 
business inventory accumulation to 
liquidation, he says. 

ee ee 

The Federal Communications 
Commission assured broadcasters 
that they are not obligated to give 
time to every individual who de- 
cides to preach his personal re- 
ligious preference in reply to pro- 
grammed religious broadcasts. 

FCC has said broadcasters must 
recognize all creeds, including un- 
popular ones, but it told Robert 
H. Scott, San Francisco atheist, 
that the religious programs of San 
Francisco stations are not directed 
against him personally, and that 
he has no valid claim in demand- 
ing time to discuss his views. 


Longines, Elgin American 
Plan Thanksgiving Shows 


Longines-Wittnauer Watch Wo. 
New York, will sponsor a 90-mi 
ute simulcast Thanksgiving 
at 5 p.m., EST, over CBS. T: 
for the program, which will 
ture the cast from Longines’ S 


lumbia, was bought through © 
tor A. Bennett Co. 

Elgin American division of | 
nois Watch Case Co., Elgin, !!. 
will telecast a 90-minute Thar «: 
giving night program over N : 
The Ritz Brothers and other 
performers will appear on 
show for which Elgin America | !5 
paying more than $150,000. W: 
& Geller is the agency. 


Mobilad Announces Servic« 


Mobilad Co., which places  * 
10’ poster panels on the sid« 0 
local pickup and delivery tri ‘5: 
is now offering its service tc a 

e 


vertisers in most major cities 
company’s general offices ar * 
301 Federal St., Pittsburgh 12 


Names Fairtax Agency 


Pan-technics, Encinitas, Cal 
named H. W. Fairfax Advert 
Agency, New York, to handle 
vertising for Penscope, a ™: 
ture telescope, in national m 
zines. The company is a new 
vertiser. 
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now -weorlds CLEANEST wash-with 


ape 


NO-RINSE—Lever Bros. is using this full- 

page newspaper ad to introduce its 

No-Rinse Surf in Chicago and Philadel- 

phia. No-Rinse Surf moves to Los An- 
geles Nov. 9. 


‘No-Rinse’ Surf 
Is Introduced 
in Two Markets 


CAMBRIDGE, Mass.—Lever Bros. 
Co. has launched No-Rinse Surf 
in the Chicago and Philadelphia 
markets, with mass sampling and 
newspaper and spot radio advertis- 
ing, and plans to extend distribu- 
tion of the new detergent to the 
Los Angeles area this week. 

No-Rinse Surf, the company 
claims, eliminates the need for 
rinsing; ad copy stresses the sav- 
ing in time and work for house- 
wives in doing the family wash. 
The no-rinse detergent, based on 
a formula developed during five 
years of research in Lever lab- 
oratories, holds the dirt in con- 
stant suspension in the wash water; 
it flows out harmlessly, Lever says, 
when the clothes merely are wrung, 
leaving no deposit to require rins- 
ing. 

Charles Luckman, Lever presi- 
dent, termed No-Rinse Surf “one 
of the outstanding scientific 
achievements in the history of 
Lever Bros. Co.” It will be dis- 
tributed nationally as soon as pro- 
duction facilities permit, he said. 


s Lever is promoting the pro- 
duct’s merits with large-space 
newspaper ads, including four-col- 
or and two-color insertions; spot 
radio, and a Chicago-Philadelphia 
sampling operation during which 
crews will distribute 1,000,000 
sample packages to housewives in 
heavily-populated neighborhoods. 
A similar program will be fol- 
lowed in Los Angeles. 

United States Testing Co., in- 
dependent research organization, 
told Lever that, its study. proved 
that clothing washed once or many 
times with No-Rinse Surf—with- 
out rinsing—was as white or whiter 
than clothes washed with soap or 
an ordinary detergent and rinsed 
tw ce; and that colors remain as 
bri ‘ht or become brighter. 

predecessor product, plain 
Su f, was introduced by Lever 
in dozen midwestern markets in 
Ju, 1948, with Day, Duke & 
Ta: eton, New York, handling the 
ini al ad campaign. N. W. Ayer 
& Son, New York, which is direct- 
ing the current campaign, took 
ove the Surf account last July. 


To nsend Names Eschen 


' enry G. Eschen, formerly Los 
Ar eles manager of Fortnight, has 
be. named manager of the new 
Lo Angeles office of Edward S. 
To send Co., publishers’ repre- 
Se: ative. The new office will be 
loc ted at 1324 Wilshire Blvd. 


loi..s Boston Agency 


semary Lesan, formerly with 
Ber on & Bowles, New York, has 
Joined Bennett, Walther & Mena- 


dier Boston. 


Beet Sugar Refiners 
Launch Push to Kill 
Consumer Prejudices 


San FrRancisco—Western Beet 
Sugar Producers Inc. this month 
is launching its long-awaited cam- 
paign to eliminate consumer prej- 
udice against beet sugar (AA, 
March 28). 

Initial advertising for-the group 
will be concentrated in daily news- 
papers, grocery trade publications 
and a variety of point of sale ma- 
terial, through Foote, Cone & 
Belding. The agency completed a 
comprehensive marketing study for 
the group of 11 large western pro- 
ducers early this year and was ap- 
pointed in March to direct the ac- 
count. 


ws The western beet group operates 
64 factories, processes sugar beets 


grown by 40,000 western farmers 
and is said to represent a $200,- 
000,000 industry. 

FC&B’s survey disclosed that 
many homemakers refuse to buy 
beet sugar because they believe 
that it is inferior to cane sugar, 
especially for making jelly. 

First ad in the new series points 
out that neither the homemaker 
nor chemists can distinguish be- 
tween the cane and beet sugars 
when placed side by side, because 
there is no physical or chemical 
difference between them. 

Future ads are expected to be 
tailored to continue the educational 
job and eradicate the prejudice 
against “a 100% American pro- 
duct.” 


Pasch Joins Kenyon & Eckhardt 


Robert Pasch, formerly with Bu- 
chanan Inc., has joined the copy 
department of Kenyon & Eckhardt, 
New York. 


]. ]. Delaney Appointed 
Sinclair Ad Manager 


James J. Delaney, formerly a 
vice-president of 
Morey, Humm & 
Johnstone, has 
been appointed 
advertising man- 
ager of Sinclair 
Refining Co., 
New York. Be- 
fore joining Mor- 
ey, Humm & 
Johnstone, he was 
an account exec- 
utive of McCann- 
Erickson. 

In advertising 
for the past 20 years, Mr. Delaney 
was advertising manager of Cities 
Service for eight years. 


James Delaney 


Two Appoint Gardner 


Florence Criswell Co., manufac- 
turer of prepared baking mixes, 
has appointed H. M. Gardner & 
Associates, Los Angeles, to direct 
its advertising and sales promo- 


79 


tion. Television and newspapers 
will be used. The agency also has 
been retained by United States 
Hardware & Paper Co. 


WBKB Appoints Weed 

Weed & Co. has been named ex- 
clusive national sales represent- 
ative of WBKB, Chicago television 
station and CBS outlet. 


REWARD 


If the time buyer who reads this will 

@ put KIOA on his list he'll be richly @ 
rewarded with a top audience. As 
Des Moines’ only 10,000 watt* sta- 

s tion, KIOA will serve you admirably @ 
in lowa's abundant market. Coverage 
maps, schedules and availabilities 

@ are yours for the asking, ... See @ 
any Paul Raymer man or write direct 
to KIOA, Des Moines, lowa. 

@ £10,000 Watts day, 5,000 Watts night 


oe ©@ 6. 2® * .0. ee 


* Yes, The Salt Lake Tribune-Telegram Is Read by More Than 
9 Out of 10 Families wndvpicorea in the Salt Lake City ABC City Zone 


Through the pages of The Salt Lake Tribune-Telegram you also 


reach nearly 7 out of 10 families in the Salt Lake Retail Trading 


Zone, and nearly 1 out of 2 families in the entire 4-state “Million 


Market.” This dominant family coverage of the Salt Lake market 


is the result of service to readers, results for advertisers. 


Che Salt Lake 
Grilnue - Celegram 


Nationally Represented by O’Mara & Ormsbee, Inc., 
and Metropolitan Sunday Newspapers, Inc. 


are using 


MORE space .. 


- (over 8,800,000 lines — 


ae: 


_—first 6 months 1949) 


MORE aie: | 


(125,400 7 eal 


a Than Ever Before! _ 


“The Salt Lake “Yolbicee-Telegren 
_ sold to advertisers on associated 
_ basis. Advertising linage shown 
above is 7-day Tribune only. 
**Publisher’s statement 6 months 


ending March 31, 1949. 
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To Fuller & Smith & Ross 


Hewitt-Robbins, New York, 
manufacturer of material handling 
machinery, has appointed Fuller 
& Smith & Ross, New York, for all 
four divisions of the company— 
Robins Conveyors division, Pas- 
saic, N. J.; Hewitt Rubber and 
Restfoam divisions, Buffalo, and 
Robins Engineers division, New 
York. The account was formerly 
handled by Ross Roy Inc., De- 
troit. 


Otters Farm Survey 

A new survey of a representa- 
tive sample of the entire farm pop- 
ulation of the 14 southern states 
has been completed by Crossley 
Inc. for the Progressive Farmer. 
Copies are available at any office 
of the magazine. 


SIGNS OF LONG LIFE 
POR QUANTITY BUVERS 
THE ARTKRAFT® SIGN CO. 
Division of 


XY 900 Kibby St. Lime, Ohio, U.5.A. 


Educators, Admen 
Mull Content of 
U of lAd Courses 


MONTICELLO, ILL.—Practitioners 
and professors got together here 
at the Allerton Estate, owned by 
the University of Illinois, Oct. 21- 
22, in an unusual seminar on train- 
ing for advertising. 

The seminar was sponsored by 
the school of journalism and the 
college of commerce of the Uni- 
versity of Illinois, and was de- 
signed to give practicing adver- 
tising men an opportunity to tell 
the teaching staff at the university 
what they wanted prospective em- 
ployes to learn, and at the same 
time to inform advertising men 
of the curriculum now being fol- 
lowed. 


ws The group of about 30, almost 
evenly divided between practi- 
tioners and instructors, devoted a 
full day to informal, off-the-rec- 


ness men expressing their alarm 
over anti-business learnings be- 
ing developed in universities and 
a general concern over evidence 
of “narrowness” in advertising 
training and a lack of education 
in the broad fundamentals of lan- 
guage, philosophy and psychology. 

The educators, on the other hand, 
indicated that flaws in the teach- 
ing of advertising may be due pri- 
marily to inability of the adver- 
tising business to tell educators 
what they want taught, in concrete 
terms. 

A transcript of the round table 
session will be sent to all partici- 
pants for review, with the hope 
that concrete suggestions for al- 
terations in the university’s ad- 
vertising curriculum will eventu- 
ate. 


es Advertising excutives attending 


the session included: 

Vernon Beatty, advertising manager, 
Swift & Co.; S. R. Bernstein, editor, Ad- 
vertising Age; W. J. Byrnes, promo- 
tion manager, Chicago Tribune; J. M. 
Cleary, vice-president, Roche, Williams 


vertising and promotion, WLS; Harold 
Green, midwest editor, Printers’ Ink; 
Gordon A. Hughes, manager of market 
analysis, General Mills; Henry Manz, bus- 
iness manager, Indianapolis Times; Mau- 
rice Needham, president, Needham, Louis 
& Brorby; Lawrence B. Sizer, vice-pres- 
ident, D’Arcy Advertising Co. 

Representing the advertising faculty 
of the University of Illinois were Prof. 
Charles H. Sandage, Leslie McClure, Hugh 
G. Wales, Manning D. Seil, Nugent Wed- 
ding, Vernon Fryburger, Frank B. Senger, 
Albert Marien, S. Watson Dunn, Dwight 
Gentry, John Grenz, Irvin IL. Raines and 
Robert B. Wentworth. Dean Howard R. 
Bower of the college of commerce and 
Director Frederick S. Siebert of the school 
of journalism were also present. 


Allied Syndicates Names Dix 


William Dix has joined Allied 
Syndicates, public relations, New 
York. Formerly a television ac- 
count executive at American 
Broadcasting Co., he has been ap- 
pointed assistant to the president 
of Allied Syndicates. 


Appoints Carl Reimers Co. 
Anna Miller, New York, has 
named Carl Reimers Co., New 
York, to handle advertising of 
high-fashion clothes in fashion 


Some ee virece  _j j|ord give and take, with the busi-|& Cleary; John Drake, director of ad-| magazines. 
Pa — 
rol K 
your Dp E R I 
SALES J 
Lit —_ 
REMEMBER... j 


Family 


SOURCES 
SALES DATA: Survey of Buying Power 
May 10, 1949 
CIRCULATION: A.B.C. Publisher's Statement 
March 31, 1949 
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AMONG THE 48 STATES 


Colorado—with $1 ,423,000,000 Retail Sales—ranks: 
Ist in General Merchandise Sales Per Family 
3rd in Total Retail Sales Per Family 
6th in Drug Sales Per Family 
Sth in Furniture, Household, and Radio Sales Per 


14th in Food Sales Per Family 


...and THE DENVER POST sce Chem 
with the ECONOMY of SINGLE MEDIUM COVERAGE 


THE DENVER POST GIVES YOU 
Through Its Sunday Roto, Comic, and Magazine 


Sections: 


99% Coverage of Metropolitan Denver 
93% Coverage of Retail Trading Zone 
71% Coverage of Entire State of Colorado 


384,042 Total Circulation 


The Voice 


PALMER HOYT. FOITOR AND PUBLIS 


Advertising Age, November 7, 194¢ 


Labor-Business 
Teamwork Vital, 
Sawyer Declares 


Cuicaco—Labeling the “so. 
called” class struggle “outmode: 
communistic jargon,” Secretary o' 
Commerce Charles Sawyer chal- 
lenged managers of industr,\ 
Thursday to take the lead in per- 
suading labor to work jointly on 
programs to strengthen the free 
enterprise system. 

In an address before the Na- 
tional Management Engineering 
Clinic, Mr. Sawyer contended that 
the Marxist theory of class struggle 
was developed while European 
capitalism was in its early stages. 
He said it has no validity in Amer- 
ica, because of the growth here 
of a “free and flexible society” 
where “there is no hardening of 
class lines and where all groups 
move forward toward common 
goals together. 

“Of course, human nature being 
what it is, there will continue to 
be arguments and even fights be- 
tween groups in this country,” the 
Secretary said. “No one, however, 
should proceed on the theory that 
a so-called class struggle is in- 
evitable, and sensible business men 
should not regard labor troubles 
as inevitable.” 


ws The Secretary reported that la- 
bor is suspicious of management. 
According to one recent survey, he 
said, seven out of eight industrial 
workers felt management would 
penalize them in some way if they 
turned out a better-than-average 
amount of work. 

The “cooperative efforts” of la- 
bor and management should be so 
designed, he said, that the ben- 
efits of reduced costs and increased 
production would be distributed 
to labor, shareholders, manage- 
ment and the public. 

While he called on managers to 
“take a broader view,” the Secre- 
tary said they should in no way 
lessen their enthusiasm for the 
profit motive. 


ws “The manager should not apolo- 
gize for or back away from the 
need for business men to operate 
at a profit; he should proclaim it,” 
Mr. Sawyer declared. “He should 
make clear that the whole struc- 
ture of our economy depends upon 
the maintenance of successful pri- 
vate enterprise. He should make it 
plain that no interest of labor or 
of agriculture is any more im- 
portant to the public welfare than 
the interest of business.” ° 

Urging management and labor 
to bury their suspicion of each 
other, the Secretary reminded 
managers that “every strike ends 
eventually. 

“When it does end, we see pic- 
tures of business leaders and la!or 
leaders smiling at each other in an 
atmosphere of complete frien«|i- 
ness. 

“Why can this not be accoin- 
plished without enduring ‘¢e 
weeks, or sometimes months, of 
bitter recrimination and _ terr ‘ic 
loss of profits for business «nd 
wages for the working man?” he 
asked. 


Mutual Promotes Wagner 


Harold M. Wagner has been )P- 
pointed manager of program 0} °'- 
ations of the Mutual Broadcas' "8 
System, New York. With the » ‘t- 
work since 1941, he was na! 
director of traffic operations e°''Y 
in 1949. 


Rothmoor to Weiss & Geller 


Weiss & Geller, Chicago, * 
been named to handle the adv 
tising of Rothmoor Corp., Chicé °: 
manufacturer of Rothmoor \ ~- 
men’s coats and suits. Magaz °5 
will be used. 
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Advertising Age, November 7, 1949 


SET AD UNIT’S PLANS—Leaders of the advertising and graphic arts division of the 
1949 American Brotherhood dinner honoring Gen. Lucius Clay in Chicago Dec. 1 
include, left to right: Hiram Schuster, Look; Kenneth Laird, Tatham-Laird Inc.; 
lawrence H. Selz, Lawrence H. Selz Organization, and James Cleary, partner of 
a- Roche, Williams & Cleary. 
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ich 9B STRAIGHT SHOOTING—This ad, latest in Seagram-Distillers Corp.'s series of 
ied moderation ges, will app in Field & Stream, Outdoor Life, and Sports 
ds Bg Afield. Copy warns: “Leave your whisky in camp. That’s the place for it. And the 


only place for it on a hunting trip.” Warwick & Legler, New York, is the agency. 


BRAVE COPELAND—R. F. G. Copeland (center), advertising and sales promotion 


™ancyer of the Lincoln-Mercury division of Ford Motor, receives an Indian head 
‘ster opener, symbol of membership in the Peoria Tribe, from S. D. Roake (left), 
Presicent of the Peoria Advertising & Selling Club. The presentation, witnessed by 

** Bf fll Nash, Pere Marquette Motors, followed Mr. Copeland's speech before the club. 


PHOTOGRAPHIC REVIEW OF T 
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OVER 1000,000 NOW ON THE ROAD 


‘49 passenger cars are now on the highways. The design will 
appear on 14,000 outdoor boards this month. 


CHILTON JOINS—The famous wall of mats in the entrance to the National Press 

Club, Washington, gets an addition from Joseph C. Hildreth, president of Chilton 

Publishing Co. (center), and Charles J. Heale, Chilton V. p. and publisher of Hard- 

ware Age (right). The mat listing Chilton publications is being presented to John C. 

O’Brien, president of NPC. The only other business paper publisher represented in 
the “wall” is McGraw-Hill. 
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ACTION—Two properties of Mido self- 
winding watches are demonstrated in 
this display in which the moving hand 
dips the watch in water and at the 
same time keeps it wound. Copeland Dis- 
plays produced the unit and Alfred J. 
Silberstein-Bert Goldsmith is the agency. 


HERE’S ROBERT—Robert Montgomery looks vaguely distressed in this picture with 

Lawrence Valenstein (left), president of Grey Advertising Agency, and Arthur Fatt, 

Grey executive vice-president. Grey is agency for Frank H. Lee Hat Co., which 
sponsors “Robert Montgomery Speaking” on ABC. 


How to get fine lamb every time... 
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WIN TOP AWARDS—These five advertisements, medal award 
winners in the Art Directors Club of Chicago’s 17th annual ex- 
hibition of advertising, art and photography, include (ieft to 
right, top row): For magazines, design of complete ad, for Swift 
& Co.; newspapers, complete ad, for Marshall Field & Co.; 


trade publications, complete ad, for Chicago Federated Adver- 
tising Club; (bottom row) editorial design, complete ad, for Ab- 
bott Laboratories in “What's New”; and direct mail, com- 
plete ad, also for Abbott. A group of 205 worthy entries in the 
show went on exhibit last week (Story on Page 72). 
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Integrated Commercial 
Most Pleasing on TV 


Starch Report Shows 
Audience Acceptance 
of Video Advertising 


New YorKk—Integrated tele- 
vision commercials rate higher 
than all other types in terms of in- 
clination to buy the sponsor’s pro- 
duct. 

This is one of the principal ten- 
dencies noted in an analysis of the 
Starch Report on Television Com- 
mercials for September. This is 
the second regular monthly report 
of Daniel Starch and Staff. 

Expressed in terms of how many 
m.ore viewers than non-viewers 
said they would buy the TV ad- 
vertiser’s product, these are the 
percentage ratings for the types 
of commercials: integrated, 80; 


dramatic (using story form with 
live models to get across the spon- 
sor’s message) 72; cartoon and 
stop motion, 63; demonstration, 25; 
weather and time, 14. 

Integrated commercials also led 
on an average in the “looking for- 
ward to seeing” column, scoring 
23. Next were weather and time 
(22), followed by cartoon and stop 
motion, 18; dramatic, 10, and dem- 
onstration, 6. 


gw Jack Boyle, director of television 
research for Starch, who made 
this analysis of the report, em- 
phasized that he is releasing the 
findings because of their interest 
to advertisers and agencies. How- 
ever, he warned against attaching 
too much significance to the fig- 
ures at this early date. ° 
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Since the categorical ratings are 
averages, it is quite possible that 
some commercials in the relatively 
low groups may have scored high 
individually on brand acceptance. 
Leaders in brand acceptance (that 
is, in number of viewers over non- 
viewers who said they would buy 
the sponsor’s product) were, in 
order: Gulf Oil, Sanka coffee, 
Scotties facial tissues, Texas Co., 
Peter Pan peanut butter and Lus- 
tre-Creme shampoo. 

The Starch Report is based on 
400 personal interviews, divided 
equally among men and women, 
in Boston, Chicago, New York and 
Philadelphia. Within the cities, 
areas for interviews are selected 
at random. Questions show audi- 
ence attitude ranging from “look- 
ing forward to” to “dislike or ob- 
ject.” 


s In a comment on the report, the 
research company points out: 

“While interviewing is among 
adults, over 18, strong incidental 
evidence shows children to be the 
most avid viewers. This is true 
for commercials as well as pro- 
grams and applies to a wide range 
of age groups from six up. It is 
strongest among the 8 to 12 year- 
olds. Not only do youngsters re- 
member commercial and product 
but can place appearances in most 
cases by station, time and adver- 
tiser. Parents report that TV’s in- 
fluence is stronger than radio’s 
measured by the degree of in- 
sistence of children on the use 
of advertised brands.” 

Tops in viewing (number of 
men and women who remembered 
seeing the commercial) were: Tex- 
aco, 93; Philip Morris, 89; Chester- 
field, 85; Lucky Strike, 84; Old 
Gold, 83; Bulova, 82; DuMont tele- 
vision sets, 79; Gillette, 77; Ad- 
miral refrigerator, 72; Philco TV 
sets, 72; Sanka, 71. 


w Texaco’s Sid Stone also out- 
stripped all the competition in 
terms of enthusiasm for the sales 
message. Sixty-five per cent ot 
the men and three-fifths of the 
women said they “look forward” 
to seeing Stone make his pitch. 
August leader in this division, 
when Texaco’s pitchman was not 
on the air, was Lucky Strike’s 
dancing cigarets. 

Other advertisers whose com- 
mercials are outstanding in the 
“looking forward” column: Sanka 
—30 (men) and 53 (women); BVD 
—34 (men) and 50 (women); Old 
Gold dancing cigaret package—37 
(men) and 45 (women); Bulova 
—30 (men) and 19 (women); 
Kools—28 (men) and 24 (women); 
Peter Pan peanut  butter—18 
(men) and 19 (women). 

Starch findings to date tend to 
discount the theory promulgated 
in Frederick Wakeman’s “The 
Hucksters” that irritating the pub- 
lic is an effective means of in- 
creasing sales. Commercials in the 
“high-liking” category rated 72% 
above average on brand accept- 
ance; those in the neutral column 
(“have no feeling one way or the 
other’) were 70% above the aver- 
age. Sales messages which were 
high scorers on “object or dislike” 
rated only 52% above average on 
brand acceptance. 


a Twenty-five of the commercials 
in this report were covered in Au- 
gust; 23 are included for the first 
time. Tendency is, the report points 
out, for most commercials to rate 
less high in liking as they age, 
with enthusiasm giving way to 
boredom. Notable exception to 
this general rule is the BVD ani- 
mated jingle. 

As in the previous study, men 
are more adversely critical than 
women. Philip Morris’ “Johnny” is 
the most disliked salesman on TV, 
according to the report. Nine per 
cent of the women and men in- 
terviewed objected to the PM com- 
mercial. On the other hand, a big 


majority of the audience did look 


at the commercial. As pointed out 
above, 89% remembered having 
seen it. 

Runners-up in the dislike cate- 
gory were Camel (30-day test 
sequence); Pall Mall (film com- 
paring Pall Mall with other brands 
after certain number of puffs); 
and Gillette and Pal razor blades. 

Other interesting findings: 

In the case of some commercials, 
difference in brand acceptance 
among viewers and non-viewers 
was very slight. Examples: Buick, 
Crisco, Westinghouse. 

More non-viewers than viewers 
said they would buy the sponsor’s 
product in two instances. 


ADVERTEST RANKS TV 
LEADERS FOR IMPACT 

New YorK—Bulova’s, Tide’s and 
Pall Mall’s television commercials 
rate high on impact, according to 
the October TV Spot Ratings of 
Advertest Research. 

These ratings are based on 200 
daily interviews in metropolitan 
New York. “Impact” is a com- 


ass 
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posite of recall of the spot, plus re- 
membrance of the station, time 
and content. Advertest ranks the 
spots, by points, on a daily basis. 
Tide and Bulova lead the list on 
Monday. Bulova, Chevrolet ana 
Pall Mall are Tuesday’s big three 
Other day-by-day leaders: Wed- 
nesday—Lucky Strike, Tide, Bul- 
ova; Thursday—Chiclets, Bulova 
Chevrolet; Friday—Bulova, Luck) 
Strike, Chevrolet; Saturday—Bul- 
ova, Pall Mall, Lucky Strike; Sun. 
day—Ronson, Bulova, Benrus. 


@ In an October study of dramati 
telecasts, Sanka’s “The Goldbergs’ 
(CBS) emerged as the leader i: 
viewing (number of people wh: 
see program) and enthusiasm (bes: 
liked). 

Runners-up in viewing: “Sus- 
pense,” sponsored by Auto-Lite on 
CBS; “Kraft Theater,” NBC; 
“Black Robe,” sustaining on NBC; 
“Philco Playhouse,” NBC; “Studio 
One,” Westinghouse on CBS. The 
same programs led the “best 
liked”’ list. 


or call your John Blair man. 
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GIFT CARTON—Following through with 

its “man of distinction” device, Calvert 

Distilling Co. has an “M of D” gift card 

printed on its holiday carton for Lord 
Calvert. 


Rhode Island Aids 
Druggists on Fair 
Trade Proselyting 


PROVIDENCE—As a first step in a 
forthcoming national program of 
selling fair trade through com- 
munity action, a pilot project has 
been launched in Rhode Island by 
the Bureau of Education on Fair 
Trade. 

The purpose of the project is to 
pretest a “program package” of 
techniques and materials to get 
action endorsing fair trade in 
communities across the country. 
The package is to be distributed 
to cooperating druggists through 
secretaries of state and regional as- 
sociations. 

A highlight of the Rhode Island 
project will be to test methods of 
recruiting and aiding teams of in- 
dividual druggists to do effective 
selling of fair trade in their own 
communities. 


s As outlined by Maurice Mer- 
mey, director, the bureau will 
work directly with druggists in 
Providence, Pawtucket and Woon- 
socket. 

“We will assist cooperating drug- 
gists on fair trade to the extent 
that such aid is required,” Mr. 
Mermey said. “We will train them 
in selling a public issue, as dis- 
tinguished from tangible products. 
We will appear with them at club 
meetings—women’s clubs, Rotary 
and Kiwanis, chambers of com- 
merce—having the druggists do 
the talking. 

“We will accompany them on 
Visits to local editors, help them 
With radio scripts, listen as they 
sell fair trade across the counter 
directly to their customers, and we 
will help them develop point of 
sale materials. We will guide them 
in developing study materials. 

“Out of this joint experience, 
the bureau will develop its pro- 
grain package for use by the rest 
of t1e country with such modifica- 
ols as may be indicated by local 
Con \itions.” 


Fils ‘A Christmas Carol’ 


Christmas Carol” has been 
filn -d at the Jerry Fairbanks 
Stu ios for Stokey & Ebert Tele- 
Visi n Productions. The half-hour 
sho. was filmed in a day by 
Wil ing a recently perfected 
‘hire -camera continuous filming 
‘ec) \ique and special lighting and 
sou d equipment. Music Corp. of 
An rica is selling the package 
‘0 idividual stations as a special 
u ‘tide presentation. 


Form Oxtord-Lowe Productions 


4, ‘ford-Lowe Productions Inc., 
‘a Deen formed in Los Angeles 
‘©: ecialize in radio and television 
0, ictions, Principals are Eddie 
* rd, motion picture editor and 
“or nentator for KMPC, Los An- 
gel, and Sherman Lowe, picture 
anc television writer. 


Pennsylvania TV 
Stations Victors 
in Censorship Case 


PHILADELPHIA—T elevision sta- 
tions in Pennsylvania won a vic- 
tory over state film censorship 
Oct. 27 when the U.S. district 
court here invalidated a regulation 
adopted Jan. 24 by the Pennsyl- 
vania Board of Censors decreeing 
that all motion pictures obtained 
from local distributors for tele- 
vision broadcast must be shown 
to censors. 

The latter, under the January 
decree, had to be shown to cen- 
sors three days before actual 
broadcast. Films from out of town 
had to be reviewed five days prior 
to broadcast. 

Action against the ruling had 
been brought by managements of 
five television stations here. Pend- 


ing a ruling by the courts, the 
board had not enforced the regu- 
lation. 

Judge William H. Kirkpatrick 
handed down a declaratory judg- 
ment stating that a state regulation 
would infringe on a field of in- 
terstate commerce already ad- 
equately covered by federal law 
under the Federal Communications 
Act. Moreover, he said, it would 
put an unreasonable burden on in- 
terstate commerce in _ television 
broadcasting. 


Haskelite Ups Grevengoed 


Paul Grevengoed has been 
named advertising and sales pro- 
motion manager of Haskelite Mfg. 
Corp., Grand Rapids, Mich., suc- 
ceeding John J. Paige, who has 
resigned. Mr. Grevengoed was for- 
merly in the sales department han- 
dling Plymetl sales to the rail- 
roads and car builders for use in 
partitioning, 
railway cars. 


floors and doors of | 


Joins Alley & Richards 
John D. Fitzgerald, formerly 
account executive with Columbia 


Broadcasting System in the tele- | 


vision network sales division, has 
joined Alley & Richards, New York, 
as an executive in a contact ca- 
pacity. 


Joins Stanley-Guerin 

Ken. R. Williams, formerly with 
Modern Merchandising Bureau, 
has joined Stanley-Guerin Co., 
New York, as promotion director. 
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Osborn Promotes Lundberg 
George R. Lundberg has been 
|/named director of advertising and 
sales promotion of Osborn Mfg. 
Co., Cleveland, manufacturer of 
industrial brushes and foundry 
molding machinery. He has been 
with the company for 17 years, 
most recently as chief accountant. 
Mr. Lundberg also has served as 
personnel manager, sales service 
manager of the molding machine 
division and brush sales repre- 
sentative in midwestern Michigan. 


ARTISTS’ MATERIALS . 


ARTISTS’ EASY COLOR SEPARATION with new ‘BOURGES’ 
COLOTONE-SOLOTONE MASKING SHEETS 


Pre-Separated Color Copies. A New Method that tn- 
creases the Artist's Productivity, Results in Economi- 
cal Reproduction for the Client. 
Effects Can Be Seen Before Any Reproductions are 
Made! (Aliso ‘BOURGES’ Solotone for better Biack and 
White Reproduction.) Write or Phone for 


Complete Color 


free foider. 


176 NORTH WABASH 
CHICAGO |, ILLINO!S 


Z fe SOAR 


DRAWING SUPPLIES - 


PICTURE FRAMING 


signs. 


TODAY, there are dozens of “art 
services” available to any manu- . 
facturer, or any agency, who needs 
layouts, displays, or package de- 


But one thing is lacking. 


You cannot buy the same type of 
art talent you would find in New 
York’s crack, top-flight big agen- 
cies. And the reason is simple. 


These big agencies have ‘“‘out-bid” 
you. Experienced art directors are 
heavily in demand. They can al- 
most choose their jobs. 


Thus many manufacturers, and 
small agencies, when they need 
this type of big-agency talent, find 
they have nowhere to go. 


In the sincere belief that he can 


A BRILLIANT, TOP-FLIGHT 
BIG-AGENCY ART DIRECTOR 


Announces 


A New Talent Service for Manufacturers and Agencies 


who need Layouts, Displays, Posters, Booklets and 


Package Designs that are Out of the Ordinary. 


of forty... 


supply visuals, 


not buy today. 


A New Talent Service 
Layouts, Displays, Posters, Pack- 


age Designs are no better than the 


make more money by reversing 
this trend, an able art director is 
trying an experiment. At the age 
after 20 years in two of 
New York’s most brilliantly crea- 
tive agencies, handling personally 
the art problems on $100,000,000 
worth of advertising... he is open- 
ing a new-type talent service. 


This new service will naturally 


finished art, retouching, paste-ups 
.. all the services you can buy at 
any other art agency. 


But above this, 
supply something else. It is going 
to supply top-flight talent. 
“big agency” professionalism, flair, 
and experience which many manu- 
facturers and small agencies can- 


Duy the man. 


comprehensives, 


it is going to 


. the 


Jacques Zuccaire 


1501 Broadway, New York 18, LO 4-0089 


man behind the board. You're not 
buying his office, or his staff. You 


You buy talent. 


There are only 12 notes in the mu- 
sical scale. Every musician knows 
them. But only some men can re- 
arrange them into great songs. 


Proof that will convince you 


If you have a creative problem... 
even a small one.. 
telephone now and call: 


LONGACRE 4-0089. 


If the difference in what you get 
back is not “proof of the pudding”’, 
you have invested little. If it turns 
out to be far better than what you 
can get elsewhere, you have a new 
contact which may mean many 
thousands of dollars in new sales, 
or new business, for you. 
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Chambers Starts Drive 
for Colored Stoves 


Chambers Distributing Co., Jer- 
sey City, is promoting fall sales 
of Chambers gas stoves with full- 
color pages in metropolitan news- 
paper supplements and rotogravure 
sections. Copy will run only in 
the metropolitan area for the pres- 
ent. 

The stove is now available in 
seven colors—white, pastel yellow, 
black magic, freedom red, pastel 


grey and pastel green. Copy head- 
lines emphasize “Seven Gorgeous 
Colors to Beautify Your Kitchen.” 
A. W. Lewin Co., Newark, is han- 
dling the account. 


Rejoins Geyer. Newell 


Arthur S. Cady, recently with 
Hewitt, Ogilvy, Benson & Mather 
and previously with Geyer, New- 
ell & Ganger, New York, has re- 
joined the latter agency as an as- 
sociate art director. 


Grolier Society Ads 
of 20 Years Ago 
Found Useful Now 


New YorK—Using an old theme 
with new effect, the Grolier So- 
ciety’s current campaign to pro- 
mote its “Book of Knowledge” has 
reverted to the format and theme 
which the company employed suc- 
cessfully 20 years ago. 

Full pages are being run in about 
45 newspapers in key areas, and in 
a list of magazines including Chil- 
dren’s Activities, Child Life, Ex- 


azine. Doyle Dane Bernbach Inc. 
is the agency. 

Modernized and improved, but 
still essentially the same as many 
years before, ads are headed, “This 
boy knows—Do you?” and the copy 
goes on to explain how the magic 
of the book’s pages fascinate the 
child. 

The company first ran a trial 
ad in the New York Times and was 
so encouraged by the response that 
the campaign was expanded last 
month. Indications are, according 
to a company spokesman, that “it 
is one of the most successful cam- 
paigns we've ever had.” 


ACKER READERS ARE BUYERS 
_ AND THEIR VOLUME IS _ 


‘$ SUX BILLION YEARLY! 


.s THE PACKER © 


=~ 4 
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THE PACKER © 
weekly newspaper of ‘3> 
the giant Fresh Fruit = 
and Vegetable Industry hd) 
ere! since 1893 es Y 


Oy 


Y 


In the produce business, the 
Owners do the actual buying. And they buy plenty—harvest- 
ing and packing equipment, containers, packaging supplies, 
transportation, rapid communication, cars, trucks ...Do they know 
about your products? You can tell your story to the entire industry 
through Tue Packer. These Owners—shippers, brokers, receivers— 
read Tue Packer, have read it an average of 16 years. That is because 
THE PacKER maintains a 57 man reporting staff in 47 produce centers 
to give them the vital market news they need to operate in this fast 

Z moving business. This thorough readership can be 
into more sales for you. 


Get all the facts. Your PACKER Media File will be 
sent on request. - 


SECOND AND DELAWARE STREETS * KANSAS CITY 6, MISSOURI 


Phone 
State 2-5367 


600 WEST VAN BUREN ST. * CHICAGO 7 


« . 
Sea eeeeeeeeeteeeeeeseeeessee® 


tension Magazine, Good House- 
keeping, Messenger of the Sacred 
Heart, N. E. A. Journal, Par- 
ents’ Magazine, Saturday Review 
of Literature, and This Week Mag- 


ABC Shifts Kenway; 
Promotes Oberfelder 

Ivor Kenway, formerly vice- 
president in charge of advertis- 


Advertising Age, November 7, 1919 


ing, promotion and research, Ar.- 
erican Broadcasting Co. New 
York, has been named vice-pre:i- 
dent in charge of new business 
He will report to Fred Thrower, 
sales vice-president. Mr. Kenway 
will head sales activity directed 
at seasonal business and other 
prospects. 

In addition to his present duties 
as ABC’s director of advertisir ¢, 
promotion and research, ‘Ted Obe r- 
felder will assume the duties for- 
merly handled in those depait- 
ments by Mr. Kenway. 


Cory Promotes Whiteley 


Dan Whiteley, assistant to the 
domestic sales manager, has been 
named field sales supervisor of 
Cory Corp., Chicago, manufacturer 
of Cory glass coffee brewers, cof- 
fee brewing equipment and electric 
appliances. 


You Dont Need to Buy a Crate of Hens 
to Geta GOOD EGG. 


Drawn by John Buckley whose illustrations appear weekly in Pictorial Review 


HOT TIP FOR ADVERTISING EXECUTIVES: With selling 
getting more competitive, isn’t it time to fit your adver- 
tising exactly to your best markets? If you agree, be 
guided by this: 


Only in PICTORIAL REVIEW can you buy separately, 
without penalty . . . even for color . . . your choice of 
from one to ten of America’s richest, most productive 
Sunday Magazine markets. 


Add to the above, these other exclusive values; ‘“‘solo- 
act” attention because of no similar product pages; a 
“make-up” policy that assures 
each advertisement “flood-light” 
visibility. 

Add, also, the intensive street-by- 
street, market-by-market guid- 
ance of the famous Hearst sales 
operating controls. Then decide 
now to let PICTORIAL REVIEW 
help solve your media problem. 


Distributed with 
The Sunday Issues of 


BALTIMORE AMERICAN 
DETROIT TIMES 
CHICAGO HERALD-AMERICAN 
MILWAUKEE SENTINEL 
PITTSBURGH SUN-TELEGRAPH 
BOSTON ADVERTISER 
LOS ANGELES EXAMINER 
SAN FRANCISCO EXAMINER 
SEATTLE POST-INTELLIGENCER 
NEW YORK JOURNAL-AMERICAN 


A HEARST 
PUBLICATION 
Represented 
Nationally 
By Hearst 
Advertising} 
Service. 
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WHY ADS FAiL—Here is a facsimile re- 
production of a letter received by the 
daughter of a Chicago agency executive 
in answer to a full-page Helena Rubin- 
stein ad in the Chicago Tribune Oct. 16. 
The ad apparently was good enough to 
pull an inquiry, but the followup won't 
win any prizes. 


Metal Working Tools 
Reported Too Old 


New YorkK—America’s metal 
working production equipment is 
in worse shape today than it was 
at the end of World War II, with 
one out of every five machine tools 
now in use more than 20 years old, 
American Machinist, a McGraw- 
Hill publication, reports in its Nov. 
3 issue. 

The publication’s sixth annual 
inventory of metal working equip- 
ment shows that “the nation’s 
metal working production equip- 
ment is deteriorating at an alarm- 
ing rate,” the magazine reports. 
“The situation is even more crit- 
ical than the survey figures re- 
veal,” Burnham Finney, editor of 
American Machinist, said at a re- 
cent press conference. 

“Hundreds of thousands of ma- 
chine tools which, technically, are 
less than ten years old,” he pointed 
out, “have been subjected to such 
hard usage that, for all practical 
purposes, they should be in a high- 
er-age group. They were run 
around-the-clock during the war 
days, were operated inexpertly by 
hastily-trained workers, and are 
of 1939-or-earlier design.” 


s Highlights from the magazine’s 
inventory: 

More than 43% of the nation’s 
machine tools today are ten years 
old or older, as compared with 38% 
in 1945. Postwar developments in 
machine tools—greater power, 
higher feeds and speeds, automatic 
cycles and tracer controls, etc.— 
are being scantily used. 

Machine tools installed in shops 
in the South have more than 
doubled since V-J Day, increasing 
from 62,000 in 1945 to 142,000 units 
today, a gain of 2.3 times, which 
confirms that industrialization of 
the South is a notable trend. 

The aircraft industry’s produc- 
tion capacity, as indicated by the 
number of machine tools installed, 
has shrunk to less than one-fifth 
of its wartime facilities. The auto- 
mobile industry has the highest 
Percentage of machine tools ten 
years old or older (56%), a sharp 
tise from 37% in 1945. 


Sample Show to Open Soon 


Ni w York World Sample Show, 
man .ged by World Sample Show 
Inc. 92 Liberty St., New York 6, 
»e Opened March, 1950. Sam- 
how will be a permanent ex- 
hibit displaying goods and prod- 
cts ‘rom many countries through- 
ut he world. Organized to pro- 
Mot. the increase of imports, the 
‘xh ition will provide foreign 
hal ufacturers with an opportunity 
or ow-cost display to introduce 
a promote their products in the 
&v York market. 


will 
Dle ; 


Yrr Agency Names Nolan 


_R bert. W. Orr & Associates, 
*w York, has added Eileen H. 
‘olan, previously copy supervisor 
with Grey Advertising Agency, to 
'S copy staff. 


Commerce Dept. 
Gives Adjusted Data 
on Sales, Inventory 


WASHINGTON—Seasonally ad- 
justed figures on business sales 
and inventories, based on-data that 
have become available in the past 
year, are featured in the Com- 
merce Department’s October issue 
of “Survey of Current Business.” 

While monthly trends in the new 
series do not differ markedly from 
those in the unrevised series, and 
the inventory-sales relationship al- 
so is little changed, the figures 
provide monthly estimates for 
manufacturing and trade sales and 
inventories—on a seasonally ad- 
justed basis—for the first time this 
year. 


mw The revisions are based on in- 
formation from 1946 statistics on 
income of corporations, and Bu- 
reau of Internal Revenue compil- 
ations for sole proprietorships and 
partnerships in 1945. The latter 


offers comprehensive information 
on unincorporated business for the 
first time since 1939. 

Revised figures for August and 
September are: 


Sales (in billions) 


Aug. Aug. 

"49 48 
Total business 37.1 39.2 
Manufacturing 18.7 19.7 
Wholesale 7.7 8.5 
Retail 10.7 11.0 
Inventories (billions) 
Aug. Aug. 

"49 "48 
Total business 54.7 56.8 
Manufacturing 31.7 32.8 
Wholesale 9.2 9.4 
Retail 13.9 14.5 


Sarra to Make Hy-Test Movie 


Sarra Inc., Chicago, has been 
signed by Westheimer & Block, 
St. Louis agency, to produce a 
motion picture on Hy-Test safety 
shoes for the Hy-Test division of 
International Shoe Co. The movie 
will tell of industry’s use of safety 
shoes. One version will be for gen- 
eral release to companies, clubs 
and similar groups, and a second 
version will be aimed at manage- 
ment for use by Hy-Test’s sales 
representatives. 


CAAA Reelects Officers 


The Canadian Association of Ad- 
vertising Agencies has reelected its 
officers and board of directors for 
the 1949-50 term. The officers re- 
elected include: Morgan Eastman, 
vice-president of McConnell, East- 
man & Co., Toronto, president; 
Hector Fontaine, Canadian Adver- 
tising Agency, Montreal, vice- 
president; and H. M. Tedman, J. 
J. Gibbons Ltd., Toronto, secre- 
tary-treasurer. 


DDD Co. Sterts Drive 


DDD Co. of Canada, DDD pre- 
scriptions, soaps and cream, has 
launched a new campaign to run 
through March 31, 1950, using 
daily and weekly newspapers from 
coast to coast, farm publications 
and national magazines. The cam- 
paign will be backed by counter 
and window displays. McKim Ad- 
vertising, Toronto, is the agency. 


Helsel Joins ‘LH]J' Sales 


Raymond A. Helsel, formerly 
with Conde Nast Publications, has 
joined the New York advertising 
sales staff of the Ladies’ Home 
Journal. 


Nestle’s Appoints Bell 

G. E. Bell: has been appointed 
sales manager of Nestle’s Milk 
Products (Canada) Ltd., Toronto. 


NOW 


TOP QUALITY 
ACETATE ENVELOPES 


AT NEW LOW PRICES 


Made possible by fur- 
ther reductions in raw 
materials costs - and 
by newly developed 
automatic equipment. 


All standard sizes - and to 
order - thicknesses from 
003 to .020 


Write for samples and new prices 


GLENFIELD PLASTICS, INC. 
33 Dewitt St., Beaver Falls, N.Y. 


That’s why 
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—— The Seattle Times —— 


ARST IN SEATTLE 
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DOES IT 


if it’s SALES IN SEATTLE you want, concentrate frequent advertis- 
ing in The Seattle Times! This is a sure-fire formula for advertising 
success—because The TIMES reaches 8 out of 10 Seattle homes. 
It’s proving itself time and time again, day after day. So if you 
want to really take home that wonderful Seattle bacon—8 
out of 10 slices of it—just concentrate frequent advertising 


in The Seattle Times. 


Detroit * Chicago * 


TIMES 


Los Angeles * 


in Seattle 


San Francisco 
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Says Trained Salesmen 
Would ‘Soften’ Depression 


To the Editor: During so-called 
prosperous times the manufactur- 
ers, wholesalers, distributors, re- 
tailers and other business proprie- 
tors have lapsed into a “wait for 
the customer” attitude. 

When the supply of manufac- 
tured goods increases and the cus- 
tomer’s income decreases the con- 
sumer immediately gets price con- 
scious. 

He figures that he does not need 
the goods as badly as he thought 
he needed them during so-called 
prosperous times. 

Most business people have for- 
gotten how to distribute and sell 
goods efficiently. Hundreds of 
thousands of people have gone into 
business during the prosperous 
years and do not know how to sell 


This department is a reader’s forum. Letters are welcome. 


during a “depression.” 

Efficient selling will not increase 
the cost of goods to the consumer. 
It merely requires proper train- 
ing to enable the business proprie- 
tors and dealers to efficiently dis- 
tribute the goods and convince the 
consumer that it is to his advan- 
tage to buy. This requires sales- 
manship, which is practically un- 
known at the present time. 

Salesmanship will not increase 
the cost of goods to the consumer. 
In fact, proper knowledge of mer- 
chandising and salesmanship (in- 
cluding proper advertising and 
other methods of sales promotion) 
would decrease the cost. 

We need a million people with 
this knowledge to “soften” the de- 
pression caused by the inevitable 
change in economic conditign of 
the world. 


what an industrial 
publication can do to make 
your advertising pay... 


tising pay: 


A magazine can do these things to help make industrial adver- 


So control its circulation that virtually every copy reaches a plant 


which provides a desirable market for your products. 


See that every copy reaches the maximum number of individuals 
influencing purchases of your products. 


Prepare each issue in a manner so attractive, interesting, and 
useful that every copy is actively read and used by the maximum 


number of recipients. 


INDUSTRY AND POWER does! 


37,707 copies are circulated among the 35,132 plants having 
98.3% of the nation’s industrial buying power — comprehensive, 
economical coverage of the industrial market. Distribution is 


accurately keyed geographically and by types of industry to 


indexes of power generation and use. 


Each copy carries a suggested routing on its cover. Continuing 
studies of actual routings show extensive in-plant circulation. 
Records of these studies are open for your inspection. Thousands 


of routing reports are on file. They present convincing evidence 


that virtually every copy of |&P is used and re-used. Tabulations 


of these reports show an average of 5.1 readers per copy. 


Through correspondence, surveys and personal calls by fieldmen, 


in-plant routing is constantly checked and improved. 


Through our VERIFIED READERSHIP file, we are able to offer pos- 
itive plant by plant, man by mon proof of active readership. This 
file presents a cumulative record of letters and inquiries from 


readers. We will gladly check samplings from your prospect list 
against this file to show you which of your listed prospects are 


proven I&P readers. 


Our VERIFIED READERSHIP file presents a most impressive picture 
of multiple readership by responsible men. Back of this picture is 


a story of ceaseless and unlimited effort to produce a magazine 


which becomes a tool regularly used and highly prized by the 


individuals who constitute the national market for power and 


power transmission, supplies and equipment. An editorial advisory 
board of men prominent in their fields assists actively in building 
a challenging, informative magazine. An organized system of 
securing reports and suggestions from readers gives further infor- 
mation helpful in making sure that each issue is packed cover to 
cover with the content which makes readers read and act. 


Your investment in advertising in the pages of INDUSTRY AND 
POWER is a sound one. Ask us for the complete, convincing story. 


INDUSTRY AND 


ST. JOSEPH, MICHIGAN 


Reed by Executives and Engineers in America’s 35,132 Finest Industrie! Plents 


POWE 


New salesmen can be trained, 
or the present so-called salesmen 
can be trained, if they can be made 
to realize that the buyer’s market 
requires a new knowledge or a 
knowledge that is almost forgotten. 

There is therefore a_ splendid 
career in salesmanship of the 
proper kind, not by sitting back 
and waiting for buyers, as exem- 
plified by the men sitting in front 
of used car lots, but by learning 
the proper methods of finding the 
right customers and convincing 
them that they should buy now. 

Salesmanship must be distin- 
guished from order taking. Sales- 
manship is a _ splendid career. 
Salesmanship is necessary to main- 
tain a prosperous economy. Sales- 
manship is the best paying pro- 
fession in the world. But sales- 
men must be properly trained. * 

WILLIAM R. STEIN, 

President, Palmer School, 

Philadelphia. 


Ties in Football Series 
with Magnolia Teen-Age Ads 


To the Editor: With the idea 
that the editor of ADVERTISING AGE 
may be interested in the current 
series of three ads prepared for 
our client, Magnolia Petroleum 
Co., we’re sending preprints being 
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Yowe Fecreaty MAGNOLIA Zecacoe 


mailed in the sales kits this month 
to some 6,000 Magnolia dealers. 

Robert M. Carter, advertising 
manager of Magnolia, worked 
closely with the agency in plan- 
ning the series as an indirect tie- 
in with Magnolia’s sponsorship of 
the high school championship foot- 
ball games. These broadcasts are 
carried over statewide networks 
in Texas and Oklahoma. 

Consequently, it was decided to 
feature teen-age youngsters in the 
illustrations, using the same three 
girls in different situations and 
virtually identical headlines to 
give the series continuity. Basic 
theme in all three ads is that cars 
need weather protection, too, and 
that Winterproof means weather 
protection for your car. 

Current plans call for schedul- 
ing one or more of these ads in 
metropolitan newspapers through- 
out Oklahoma, Texas, Louisiana, 
Arkansas and New Mexico. Inser- 
tions will be made Nov. 1, 15 and 
29. Combined circulation of those 
papers on the schedule totals 2,- 
906,209. 


JUSTINE RODGERS, 
Ratcliffe Advertising Agency, 
Dallas. 


The Essence of Copywriting 

To the Editor: The Creative 
Man’s Corner bewails the dearth 
of good copywriting, and says 
“good writing is still the soul of 
a good advertisement.” 


But evidently it can be too good, 


according to Bill Orchard, copy 
editor of BBDO, who just com- 
pleted his 25th year of ad teach- 
ing at Columbia University. Says 
Bill: 

“Too many students are just too 
highly educated to be good copy- 
writers...They fill their copy 
with literary allusions. They are 
accustomed to writing in general 
terms, whereas ad copy must be 
highly specific.” 

How about more from Bill, via 
the columns of AA? 

J. B. MILcraM, 

Advertising Manager, John F. 

Trommer Inc., Brooklyn. 


Wrinkles—How They're Made 


To the Editor: Thought you 
might be interested in attached 
ad. Note ringed part. What I 


How To Avoid A Needless Beauty-Tragedy 
Suffered By Countiess Women Todey 
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would like to know is could any- 
one possibly do this without 
wrinkling her skin? 
PaT BREEN, 
Public Relations Department, 
The Sheraton Hotel, Chicago. 


Those ‘Continued’ Ads Are 
Upsetting to This Reader 

To the Editor: I have always 
had great admiration and respect 
for the editorial policies and news 
content of ADVERTISING AGE. 

Your issue of Oct. 3, however, 
upset me no little. I am referring 
to a series of small space ads run 
‘n your issue of Oct. 3 for the 
NRB Manual. They left me with a 
sickening thud. Not only did they 
simulate exact typographical make- 
up of ADVERTISING AGE but 
they also carried the deadly paren- 
thetic phrase on top of each ad: 
“Continued from Page —.” 

Yes, there were 11 of these ads, 
five of which were placed out- 
side, top of page. They fooled me, 
but that doesn’t matter. I hate to 
think of how readers, other than 
agency men, would react in see- 
ing this misuse of advertising. 

Surely an advertising trade pa- 
per does the advertising profes- 
sion a disservice in accepting this 
kind of copy. 

ARNOLD R. DEUTSCH, 

President, Deutsch & Shea, 

New York. 

Mr. Deutsch is right, and his 
reaction duplicates our own. The 
ads got in because no one knew in 
advance what they looked like. It 
won’t happen again. 


Market Data List Helps 
Labor Department 


To the Editor: I refer to my 
letter of June 23, 1949, in which 
I requested a number of market 
analysis studies for use in con- 
nection with the revision of our 
Consumers’ Price Index. We have 
received a number of these reports, 
some of which will be extremely 
useful to members of my staff. 
However, some of the publications 


I requested have not yet reached 
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me and I wondered whether yu 
would be good enough to chek 
on their availability. 

I should like to take this o»)- 
portunity to thank you for your 
efforts on our behalf. The comp - 
lation of market surveys which 
you presented in the May 30 iss: e 
of ADVERTISING AGE has assist: d 
us very much. 

EWAN CLAGUE, 

Commissioner of Labor Statis- 

tics, Department of Labor, 

Washington, D. C. 


J. KENNETH 
STAATS 


Advertising 
Manager 
Marion 
(Ohio) Star 


Always two 
steps ahead 
of them! 


@ There are lots of busy mar- 
kets in this country, but few, like 
Marion, Ohio, that keep the Ad- 
vertising Manager on the jump 
morning, noon and night. Two 
things make this community 
somewhat better than all others. 
By accident, our early settlers 
picked a location which is con- 
sidered the richest agricultural 
section in the State. After trans- 
portation lines had been laid 
down, Marion, Ohio became an 
ideal spot for manufacturers. 


In our city zone we have 30,- 
000, plus a trading area popula- 
tion of 120,000. Our last A.B.C 
was 20,001. And, the line rate is 
only 8c. 408 Retail stores did a 
total of over $30,000,000 last year. 
The town’s payroll is over $3,- 
000,000 a month. 


We think (and our local ad- 
vertisers agree with us) that 
Marion Star advertising is just 
about two steps ahead of many 
markets. They help the national 
advertiser when he puts the 
Marion Star on his permanent 
list. 

My time is your time when 
you want something done in 
Marion. 


P.S. Recently a manufacturer, 
employing 1,600 people, pi: ked 
Marion, Ohio for his new p'2nt. 
Would you like to know why’ 
Write for particulars—very in- 


teresting. 
OUR 7 PAPERS 


_ @ CANTON (OHIO) REPOSITORY 
@ STEUBENVILLE (OHIO) HERALD-S ‘AR 
@ SALISBURY (MD.) TIMES 
These 3 represented by 
Story, Brooks & Finley, In. 
@ MARION (OHIO) STAR 
@ EAST LIVERPOOL (OHIO) REVIE. 


@ PORTSMOUTH (OHIO) TIMES 
@ SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 


BRUSH MOOKE 
NEWSPAPERS | 


CANTON. OMIO 
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Plan to Safeguard 
Trademarks in All 
Countries Is Aired 


New YorK—Seven basic recom- 
mendations for revision of inter- 
national protection of trademarks 
were released last week by the 
United States Council of the In- 
ternational Chamber of Commerce. 
The report was prepared by the 
council’s committee on the inter- 
national protection of industrial 
property. 

Dr. Stephen P. Ladas, chairman 
of the committee, in releasing the 
report, emphasized that trademarks 
are “the symbols by which foreign 
markets are expanded or retained, 
and the means by which new mar- 
kets are developed.” 

The report covers proposed re- 
visions to the international union 
for the protection of industrial 
property subscribed to by 47 coun- 
tries. These participating countries 
will meet in 1951 in Lisbon to 
bring current provisions up to date. 


s The recommendations to be pre- 
sented by the council include the 
following: 

1. Application for registration of 
trademarks. The ICC proposes that 
prior registration in the country 
of origin shall not be a condition 
for obtaining registration protec- 
tion in other union countries. 

2. Translation of trademarks in 
a foreign language. Countries of 
the union should accept as sus- 
ceptible of deposit and registration 
in one single act, trademarks and 
translations thereof. These trans- 
lations should be used separately 
or together with the original mark, 
with each protected by itself. 

3. Protection of property rights 
of trademarks. The ICC proposes 
that the union be amended to ex- 
tend the right of priority for 
trademarks to 12 months. 


a 4. Licensing of the use of trade- 
marks. The ICC suggests an 
amendment which would help to 
eliminate any danger of a license 
for a trademark being held un- 
lawful in any country. The amend- 
ment should provide for control 
of the licensed use of the trade- 
mark by the registered owner. 

5. Free assignment of trade- 
marks. The ICC recommends that 
the union be amended so that 
each of the countries of the union 
Shall be able to regulate, accord- 
ing to its own domestic law, the 
conditions required to prevent the 
assignment of the trademark from 
leading the public into error. This 
would be a guarantee of quality 
that a trademark usually implies. 


8 6. New legislation on _ trade- 
marks. Countries where efforts 
are being made at this time to re- 
Vise trademark laws, should, in 
the opinion of the ICC, give first 
and prompt attention to the ur- 
gently required amendments on the 
questions of licensing and assign- 
ments of trademarks without 
avaiting for the complete revi- 
sion of the law. 

Treatment of German trade- 
mi rks registered abroad. The ICC 
ta ed upon the governments con- 
ce ned with this question to reach 
an international agreement to set- 
le the problems arising from Ger- 
m:n trademarks registered abroad. 
Ar international commission 
sh uld be created for the purpose 
of -egulating such an agreement. 


A°C Offers Ad Electros 


_ he Audit Bureau of Circulations 
is offering business paper pub- 
lisiers a series of six 7x10” dis- 
bl. y ad electros, with copy directed 
to present and prospective adver- 
Us-rs, calling attention to the im- 
Po-tance of the data supplied by 
ADC in proper media selection. A 
Se’ of the six unmounted electros 
'S 557.50 or $10 each. ABC offices 
at 165 W. Wacker Dr., Chicago, 
how are accepting orders. 
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Armour Tests Chiffon-Dial 
Test Offer in Five Cities 


Armour Soap Works of Armour 
& Co., Chicago, which on Oct. 1 
introduced a test offer of a trial- 
size bar of Dial soap with a regu- 
lar size package of Chiffon flakes 
in New York, via 1,000-line news- 
paper ads, has extended the test 
sampling to four other markets, 
including Philadelphia, Baltimore, 
Washington and Chicago. 

If the five local drives prove 
successful, they probably will be 
used in other markets across the 
country on a city-by-city schedule 
extending through the early 
months of next year. Foote, Cone 
& Belding is the agency. 


Appoints Paxson Agency 


Blood Brothers Machine Co., Al- 
legan, Mich., manufacturer of uni- 
versal joints, and a division of 
Standard Steel Spring Co., has 
named Paxson Advertising, Ben- 
ton Harbor, Mich., to handle its 
advertising and sales promotion. 


KCBS Asks Right 
to Construct New 
50,000-W att Outlet 


SAN FRANcIScCO—Columbia 
Broadcasting System’s key station 
here, KCBS, has asked the Federal 
Communications Commission for 
authority to construct a new 50,- 
000-watt station, with a new 
transmitter on the north shore 
of San Francisco Bay near Novato, 
Cal. 

The joint application seeking the 
change was filed by Arthur Hull 
Hayes, CBS vice-president here 
and general manager of KCBS, 
and Wesley I. Dumm, president of 
Associated Broadcasters Inc., which 
owns and operates KSFO and the 
video outlet, KPIX. 


a The application for reassign- 


ment of the San Francisco con- 
struction permit from KSFO to 
KCBS asks that the latter be given 
authority to construct the new 
50,000-watt station on its present 
frequency of 740 kc. KSFO would 
continue operations on its present 
authorized frequency and power, 
instead of building a proposed 50,- 
000-watt station, in order to de- 
velop its television station, KPIX. 
If the application is granted by the 
FCC, KCBS will relinquish its 
present transmitter site at Alviso, 
Cal. 

Mr. Hayes said KCBS is ready 
to begin immediate construction of 
the new transmitter near Novato 
as soon as FCC approves the as- 
signment. He added that the site 
was chosen after comprehensive 
engineering field tests proved that 
it would provide greater technical 
operating efficiency and maximum 
radio reception to Bay area listen- 
ers. 


Chicago Chevrolet Dealer 
Starts Auto Auction on TV 


Ruby Chevrolet, Chicago auto 
dealer, has initiated a series of 
weekly half-hour television shows 
featuring an automobile auction. 
The company allows about ten 
minutes of bidding on each car and 
has ten operators to handle calls 
on a special switchboard. 

Despite a few rough edges, the 
dealer sold three used cars on the 
initial telecast. Next to each car 
shown is a covered easel with the 
price set by the dealer. After an 
auction is completed, the easel is 
unveiled and, if the bid exceeds 
the set price, winning bidder need 
only pay the price set by Ruby. 
W. B. Doner & Co., Chicago, han- 
dles the account. 


Joyce Joins Kelly-Kramer 


Walter Joyce, formerly in the ad- 
vertising department of Prentice- 
Hall, has joined Kelly-Kramer, 
New York, advertising and public 
relations agency. 


Kadte 


licorice lozenges . 
for luscious lobster . . 


Sells... 


Likewise, WGN has proven a result getter for its advertisers. Here’s what one 
of them told us: “*. .. We are happy to tell you that of all the stations we have 
used, WGN has consistently remained at the head of the list in turning in low | 
cost, well-qualified leads.’’ Another wrote: “WGN has always been one of the 
most outstanding stations on our schedule. 
dollar-for-dollar WGN has always pulled more than its share of orders. 


These are just two among many testimonials to WGN’s sales effectiveness. 
That’s why we say... 


Whether You Sel... 


A 


anolin lotions n’ lingerie for lovely ladies n’ lasses . 
lunches. . . looms for looming linen lace. . 
livestock . . . leather luggage . . . laminated lumber laths .. . lilacs n’ lilies for 


landscaping lawns... 


4 


ight lager for leisurely lapping . . . loans for luckless laborers liable for liabilities . . . 
. . lilting lullabies for lulling loud, lusty-lunged little-ones . 
. lithographed letterheads . . . life lines for lake launches... 


a 


launching lawsuits. . 
buy radio... 


uxurious limousines for lecturing, lobbying legislators . . . lollipops for little lads’ 
licking . . . levers for lifting large loads . 
. lenses for lessees looking at landlords’ leases . 


Getter Guy WGN! 


... I can truthfully say that 


. . lamb loins for lean 
. lariats for lassoing loping, lowing 


. . literary library leaflets for lawyers 


. . lemon 


. . better 


WGN reaches more homes each week than any other Chicago station. — 1949 Nielsen Annual Report 


A Clear Channel Station .. . 
Serving the Middle West 


MBS 


Chicago 11 
Illinois 
50,000 Watts 
720 
On Your Dial 


Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 
West Coast Representatives: Keenan and Eickelberg 
2978 Wilshire Bivd., Los Angeles 5 * 235 Montgomery St., San Francisco 4 


710 Lewis Bidg., 333 SW Oak St., Portland 4 
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88 
Convention Facilities Told 


The Chicago Convention Bureau 
has prepared a new fact book, 
entitled “Here’s Why Chicago Is 
Convention Capital of the Nation,” 
which tells Chicago’s facilities for 
conventions and trade shows. The 
100-page book of statistics and 
floor plan is being sent to execu- 
tives of organizations all over the 
country. 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 


by Burn-Smith Co., Inc. 


Carnation Prospers 
But Isn't Contented 


Gold Rush Put Company 
in Black; Advertising 
Keeps it That Way 


By PHIL SEITZ 

Los ANGELES—Celebrating its 
50th anniversary this fall, the Car- 
nation Co. produced a double-bar- 
reled statistic that any sales man- 
ager would be happy indeed to 
own: 20% of all American women 
buy Carnation evaporated milk 


WRITE TODAY FOR FREE SAMPLES ‘AND IDEAS 


“BORER, STIK P 


ule Inc 


— ee 
hee 


Chirage Pusey Tribune 


T. wore Same De geomet tha wege Sew 
& @ betimental fe « woman whe 
boved te mahy benabful Mes rege 


MILLION DOLLAR OPENING—The human interest story of how Mrs. 
Lane Bryant, a widowed dressmaker, created the first modern maternity dress 
was the highlight of the 8-page section of advertising placed in the Chicago 
Sunday Tribune Oct. 23, to announce the opening of this firm’s newly re- 
modeled Chicago establishment, done over at a cost of $1,000,000. With front 
and back covers (above) in newsprint color, the section featured values in 
fashion merchandise designed to assure an overflow crowd at ceremonies 


attended by the firm’s founder, her son, 


Raphael Malsin, pres., Peter J. Wessel, 


Chicago mgr., Chicago’s Mayor Kennelly and other notables. (Adv.) 


and every third baby born in the 
United States is raised on it. 

The story, of how a business was 
built from a profitless volume of 
$170,489.95 in the first year of op- 
eration to a volume totaling $260,- 
000,000 49 years later, could truly 
be taken as a model of the work- 
ings of free enterprise, and a basic 
sales and advertising story un- 
changed over those years. 

Today, Paul H. Willis, general 
advertising manager, expresses it 
this way: “Most food products have 
their ups and downs on the market 
with one brand being popular for 
a while and then another taking its 
place...Carnation evaporated 
milk has been the sales leader for 
years. Besides the necessity for a 
quality product, somewhere along 
the line factors of salesmanship, 
merchandising and advertising en- 
ter the picture.” 


ws Two policies laid down by E. A. 
Stuart, founder of the company, 
have been followed from the be- 
ginning: 

There must be (1) uniform 
prices and fair dealings with all 
buyers, supported by a hard-work- 
ing, efficient sales organization, 
and (2) acquisition of consumer 
demand through consistent, con- 
structive advertising. 

Mr. Stuart based his operation 
on the principle that results are 


Advertising Age, November 7, 1949 


- Cut Your Milk Bill 


with Carnation-and- Cotes 


COPY CHANGES—When Carnation was Pacific Coast Condensed Milk Co., back 
in 1912, it used ads like the b&w page at left in magazines. Full-color half-pages 
like the ad at right are now used in magazines and farm papers. 


surer when advertising first cuts 
a road through. At the outset, the 
primary job was to convince people 
they needed such a product. Al- 
though it might appear this pio- 
neering phase has been passed, 
basic appeals of convenience, econ- 
omy and use in infant feeding, 
have remained unchanged. 
Carnation advertising has always 
tried to do more than make cus- 
tomers think well of the product. 
Through emphasizing the nutri- 


tional angle, it has tried to create 
consumer demand that would pro- 
vide grocers with a strong incen- 
tive to stock its products. To 
this end Carnation has concen- 
trated on leader fields such as 
medical and home economics. 


ws Advertising agencies resigned to 
year-in and year-out concern about 
retaining accounts should appre- 
ciate Carnation’s attitude toward 
its agency. From 1906 to 1919, 


expecting results 
with the vital 46% missing! 


Pretty unthinkable, isn’t it? 

And it’s just as incredible for a 
sporting goods manufacturer to over- 
look the 46% exclusive retailer cov- 
erage provided by SPORTS AGE. 

In addition to coverage of worth- 
while retailers and jobbers through- 
out the country, 46% of the PAID 
RETAILER subscribers of this mag- 
azine do not subscribe to any other 


mediocre one. 


reports.) 


trade publication in this field. 


GEYER PUBLICATIONS—Est. 


This important group of retailers 
might mean the difference between 
a successful sales campaign and a 


SPORTS AGE has more PAID 
Retailer Subscribers and lower ad- 
vertising rates than any other A.B.C. 
audited sports trade magazine. 
(Compare December 31, 1948 A.B.C. 


Coverage of the Complete Market Will Reward 1950 Advertisers 


The Trend Is To Sports Age 


Gp Spatlge = 


The Business Magazine of Sports Equipment 


212 Fifth Avenue ° 


1877. Publishers 


of GEYER’S TOPICS, 


New York 10, New York 


OFFICE MANAGE- 


MENT AND EQUIPMENT, THE GIFT and ART BUYER, SPORTS AGE and Trade Directories. 
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CONTENTED?—President £. H. Stuart 

(right) and E. Hadley Stuart, assistant 

v.p., when they untied door ribbon at 

dedication of Carnation Co.'s headquar- 
ters building in Los Angeles. 


Mahin Advertising Agency, Chi- 
cago, handled Carnation advertis- 
ing. In 1919, Erwin, Wasey & Co. 
took the account and has had it 
ever since. 

Discussing this long association, 
Mr. Willis says: 

“The advantages Carnation sees 
in this relationship is that it intro- 
duces better continuity in the 
agency’s work, it promotes a closer 
relationship, and it means that the 
men in the agency are more fa- 
miliar with company policy. 

“During such a long relationship 
the agency will get a more com- 
plete and intimate understanding 
of the business of the firm and will 
therefore be able to collaborate in 
the development of advertising 
plans that are more closely accom- 
odated to the needs of the busi- 
ness.” 

Carnation also retains two other 
agencies, Baker Advertising Agen- 
cy in Canada, and R. T. Harris Ad- 
vertising Agency in Salt Lake City 
for evaporated milk brands other 
than Carnation in the United 
States. 


« The company was established 
at Kent, Wash., in 1899, as the Pa- 
cific Coast Condensed Milk Co. 
Owners were E. A. Stuart and a 
partner who soon sold out to Stuart. 
The going was rough. Evaporated 
milk did not enjoy great accept- 
ance, and for good reasons. Con- 
sumers often found canned milk 
spoiled and of dubious and vary- 
ing quality from day to day. 

When the company began opera- 
tions there was no certainty that a 
good product could be produced, 
whether it could be preserved 
properly in cans and, most im- 
portant, whether it could be sold. 
In fact, many food brokers and dis- 
tributors had told the partners that 
even a good canned evaporated 
milk wouldn’t sell because con- 
Sumers knew little and cared less 
about such a product, and even 
eyed with suspicion any food that 
caine in a can. 

Consumers weren’t ready. Pro- 
luction increased but sales lagged, 
in’ thousands of cases of “Carna- 
lo: Cream,” as it was originally 
naned, were piling up in the ware- 
hoi se. Worse yet, dealers and job- 
21; were returning hundreds of 
‘w: lled tins in which the product 
tac spoiled because of tiny leaks 
n he hand-made cans. 


® /hen Stuart became sole owner 
in 901, the company was $140,- 
00 in debt. Production and can- 
‘rg problems were now under 
‘Or ‘rol, and it was apparent that 
'n-eased distribution and sales 
‘€ e imperative to continuance of 
‘he business. 

“he company had two salesmen 
anc three women demonstrators, 
oul Mr. Stuart packed two grips, 
ne with clothing, the other with 
‘amples of Carnation Cream, and 
mally called on every jobber 


and most of the retailers in the 
Northwest. He and his salesmen 
gladly took orders for as few as 
six cans, on the principle that 
every order, regardless of size, was 
opening a new outlet and increas- 
ing distribution. 

To demonstrate the keeping 
quality of his product, Stuart put 
samples on ships sailing to Japan, 
and sent them to Alaska where 
the gold rush was under way. 
Checked at Seattle after being 
shaken on the way to and from Ja- 
pan, and frozen, thawed and re- 
frozen dozens of times in the Yu- 
kon territory, the milk was found 
to be in excellent condition. 


m The advertising and publicity 
given these tests marked the be- 
ginning of Carnation’s aggressive 
advertising in subsequent years. 
Most of the original advertising 
was aimed at prospectors and min- 
ers outfitting in Seattle for the trek 
to Alaska for gold. As the gold rush 
boomed and favorable reports from 
prospectors and reorders from 


Alaskan dealers came in, sales in 
Washington and Oregon began to 
move upward. 

At this time a cautiously planned 
program of expansion was started. 
Newspapers and outdoor were 
used throughout the Puget Sound 
area, and gradually the red-and- 
white cans made their way into 
most of the stores in that area. 


w Sales strategy called for con- 
centration in one area until at 
least 65% distribution was ob- 
tained. Then the advertising and 
sales effort was moved to another 
territory. Tacoma and then Port- 
land were entered in this manner. 
Results. were such that a second 
plant was opened at Forest Grove, 
Ore., in 1902. The original plant 
at Kent showed an operating profit 
for the first time in 1903. 

The red and white of the Car- 
nation label have never been 
changed. Seeking a brand name, 
Stuart preferred this combination 
for ease of reading. He also wanted 
a flower name, but found other 


food companies had acquired such 
names as Rose, Lily, Poppy, Pink 
and Pansy. “Carnation,” however, 
was available and was immediate- 
ly registered and adopted. 


s Origination of the famed “From 
Contented Cows” slogan was some- 
what of a happenstance. When 
Stuart was in Chicago conferring 
with the Mahin agency, after a 
long conference, he relaxed and be- 
gan to speak of the ever-verdant 
pastures in Washington and Ore- 
gon where his plants were located. 

He described the picturesque 
background of the pastures, the 
snow-capped mountains with 
sparkling streams breaking 
through the pasture lands, and the 
luxuriant shade trees beneath 
which the cows could rest, cool and 
contented during the warmest 
days. 

Listening to this description, the 
secretary taking notes of the meet- 
ing, one Helen Mar, looked up and 
exclaimed, “Ah, the milk of con- 
tented cows.” The phrase was so 


provocative the conferees im- 
mediately decided to adopt it. 
Still used in all advertising, 


(wave a sales Message for Young men? 


In the Magazine with 100% 


Young Male Readership! 
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2. RICE THRESHING near Kaplan, Louisiana. 
This rich, farm area leads the nation in rice produc- 
tion. High yields and wide crop diversification are 
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___.WWL- LAND 


The greatest selling power 
in the South’s greatest city 


50,000 WATTS 


CLEAR CHANNEL 


CBS AFFILIATE 
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7. ALBANIA PLANTAT 


Built in 1842 by Charles Grevemberg. Since 
1910, Albania’s 1,100 acres of sugar cane and this 
beautifully preserved mansion have been owned 
and maintained by the City of New Orleans. 
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3. WWL’S COVERAGE OF 


50,000 watts—high-power, affording advertisers low- 
cost dominance of this new-rich market. 


ees “ 


DEPARTMENT OF LOYOLA UNIVERSIT 


BMB Maps of WWL-coverage and other data available 
from the Katz Agency, Inc., our National Representatives. 
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other important reasons why WWL-land exceeds the 
national average in increased Income, increased buy- 
ing power, and general prosperity. 


NEW ORLEANS | 


1ON, Jeanerette, La. 
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there is an interesting academic 
aside concerning the slogan: Ac- 
tually, no cow will produce milk 
unless in a relative state of con- 
tentment. 


ws With the acquisition of two 
more plants in 1905, production 
again out-stripped sales and again 
Stuart hit the road as he did so 
many times when sales were 
needed. The result of this trip was 
the establishment of an eastern 
market for the surplus production 
in 1906. 

In that same year, the Federal 
Pure Food Act became effective. 
It provided that cream must con- 
tain 18% butterfat. Since no pro- 
ducer of evaporated milk could 
process and can a product of such 
high fat content, the word “Cream” 
was dropped and “Carnation Evap- 
orated Milk” took its place. The 
product remained unchanged. 

Carnation’s support of the Pure 
Food Act stemmed from the fact 
the public was still suspicious of 
canned milk, thinking it a com- 


bination of mysterious elements 
instead of simply pure whole cow’s 
milk minus about 60% of the water. 
The publicity that followed the es- 
tablishment of standards dispelled 
the idea that evaporated milk was 
a compound and helped educate 
the public concerning its real na- 
ture. 


s In the years following, distribu- 
tion spread into the Mississippi 
Valley and some areas of the East 
Coast. Freight charges over such 
distance made it impossible to 
compete with local brands pro- 
duced in midwestern markets, and 
in 1911, three plants were estab- 
lished in Wisconsin and one in Il- 
linois. 

The company held its first sales 
convention in 1913. Until that year, 
advertising was mainly painted 
walls and bulletins, posters and car 
cards, supplemented by some 
newspaper advertising in large 
cities. In 1907, for example, painted 
walls and boards were used in the 
Far West, and car cards in Chi- 


ITS EASY, 
_IF YOU 


KNOW HOW! 


You know, and we know that there’s no simple catch answer to 
what makes one football player or one radio station superior to 
others. It’s a matter of “flair,” and Know-How... . 


K WKH has had 24 years of experience. We have supplemented 


our CBS network features with superb “live” 


programming, 


geared to Southern tastes. We have Know-How. . . . The result 
is that KWKH gets top Shreveport Hoopers for Total Rated 


Periods, Mar.-Apr. ’49.... 


It's 70%, greater in the Morning 
7% in the Afternoon 
47% in the Evening! 


Yet Shreveport is only a fraction of our total coverage. KWKH 
comes in strong and clear throughout our booming four-state 
area and gets an even larger and more loyal rural audience. 


Let us send you all the facts, today! 


KW KH 


SHREVEPORT { LOUISIANA 
50,000 Watts e CBS 


Arkansas 
_ Mississi 


The Branham Company, Representatives 


Henry Clay, General Manager 


cago, St. Louis, New Orleans, Pitts- 
burgh, Detroit, Toledo, St. Paul, 
Minneapolis, Kansas City, Omaha, 
St. Joseph, Sioux City and Duluth. 
By 1913, the schedule had been ex- 
panded to cover 42 cities and ad- 
jacent markets. 


@ As a result of the meeting, the 
following campaign was launched 
in 1913: Outdoor advertising and 
i3 full pages in newspapers in 42 
cities; full pages and columns, 
some in color, in Ladies’ Home 
Journal, The Saturday Evening 
Post, Woman’s World, American 
Sunday Magazine, Delineator, De- 
signer, New Idea, Housekeeper, 
Christian Herald, Ladies’ World 
and Illustrated Sunday Magazine. 

A supplementary campaign was 
carried in recreation publications. 
This included 112-line ads once 
a month in Outing, Recreation, 
Sports Afield, National Sportsman, 
Field & Stream, Forest & Stream, 
Outdoor Life, Outers’ Book, Hun- 
ter, Trader and Trapper. 

In advertising copy, emphasis 
was placed on a positive guarantee 
which read in part: “Order a 10¢ 
can of Carnation Milk from your 
grocer and if you find that Carna- 
tion Milk does not please you bet- 
ter in every way than fresh, raw 
milk or any other evaporated milk 
or condensed milk, write us and we 
will cheerfully refund your money 
and postage.” 


a Copy was mainly educational. 
Each ad featured one use for Car- 
nation milk for school children or 
babies or in cooking. Recipe books 
were offered to combat the gen- 
eral tendency to put canned milk 
in the emergency sale category. 
Cut-outs, window displays, and 
other point of sale aids were of- 
fered to grocers. Grocers were told 
of the over-all campaign in a 20- 


LESS FORMAL—In the mid-'30s, Carnation Co. 


used the stolid outdoor poster 


layout at top to promote its canned condensed milk from contented cows. At bot- 
tom, copy is brief in a current poster. 


page booklet titled “Carnation 


Herald.” 

In 1916, more plants were built 
or acquired in the Midwest, and 
in view of its larger scope of op- 
erations, the company name was 
changed from Pacific Coast Con- 
densed Milk Co. to Carnation Milk 
Products Co. A few months later 
a plant in Canada was acquired 
and Carnation Co. Ltd. was organ- 
ized. 

World War I so expanded over- 
seas demand that it came to ex- 
ceed domestic demand. General 
Milk Co. was formed for foreign 
sales with Carnation owning 65% 


of the stock. When import barriers 
of foreign nations restricted sales 
opportunities, condenseries were 
established successively in France, 
Germany, Holland, Scotland, South 
Africa, Peru and Mexico. Inter- 
ests were purchased in plants in 
Cuba, Jamaica and Panama. 


s Horizontal expansion of the do- 
mestic line began in 1926 when 
Carnation started acquiring and 
building fresh milk and ice cream 
plants on the Pacific Coast. In less 
than two years in this field the 
company acquired 26 from the 
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Vest Coast to the Southwest. 

In 1929, Albers Brothers Mill- 
ag Co. was taken over. This com- 
any was doing a volume of close 
» $17,000,000 a year in such pro- 
ucts as pancake flour, oatmeal, 
‘arina, tapioca, hominy grits and 
ieeds. 

Since 1913 the company has 
teen following the same general 
pattern in its advertising appeals 
and media used, although in the 
"20s there was shift of emphasis 
from general mass magazines to 
women’s service magazines. 


e In April, 1931, radio advertis- 
ing was used for the first time 
through a musical program broad- 
cast over a five-station West Coast 
network. The “Contented Hour” 
bowed from Chicago in January, 
1932, on NBC, coast-to-coast. The 
program was on that network con- 
tinuously until it joined the CBS 
Sunday lineup this year. 

In 1933, with depression-caused 
reductions in advertising appropri- 
ations, magazines were dropped 
entirely. They did not appear on 
the schedule until 1941. The “Con- 
tented Hour” has been the back- 
bone of the company’s national ad- 
vertising since 1931, but nearly 
every important medium of ad- 
vertising has been used—maga- 
zines, newspapers, outdoor, trade 
and professional journals, motion 
pictures and television. 

Since the expansion of the late 
'20s the problem of promotion for 
Carnation’s products has been na- 
tional in scope for Carnation evap- 
orated milk, the company’s princi- 
pal product, and for Carnation 
malted milk, Friskies dog food, 
and Calf Manna, but of a regional 
nature for other items. 


s The bulk of promotion and con- 
sumption of Albers products has 
been in the West. Carnation milk 
and ice cream products, embracing 
a line of bottled and packaged 
dairy foods, have been promoted 
and marketed in the West and in 
certain markets in Iowa, Okla- 
homa and Texas. 

A recent trend toward stronger 
Carnation identification is ex- 
emplified in the new outer wrap 


for Carnation (formerly Albers) 
corn flakes. The new package is 
red and white and bears the! 
Carnation logotype prominently. | 
This principle will be followed 
wherever the name Carnation ap- 
pears on products, equipment, 
buildings and in advertising copy, 
to identify other-than-milk pro- 
ducts as members of the Carnation 
family of foods. 


s Carnation’s advertising activi- 
ties are under the direction of Paul 
H. Willis, general advertising man- 
ager, who reports to the board of 
directors. Each of the company’s 
three divisions has its own adver- 
tising manager: Lawrence Nolte, 
evaporated milk division; William 
Huse, Albers cereals division; Wal- 
ter Mayer, fresh milk and ice 
cream division. Their activities 
+ e coordinated through Mr. Wil- 


Public relations activities are 
h-aded by Robert Hare, who also 
Pp blishes “The Carnation,” a 48- 
bP. ge bi-monthly employe maga- 
z.1e with a circulation of nearly 
li 000. 

A functional link exists be- 
tveen each division advertising 
Mm inager and the corresponding di- 
Vv sion sales manager. In addition 
t’ responsibility for general media, 
€ ch advertising manager cooper- 
a es in the preparation, production 
ad follow-through of sales pro- 
notion material created for the 
- oducts in which he is interested, 
tt leaves sales promotion ex- 
€ ution in the hands of the sales 
nt inager. 


* The greatest portion of the ad- 
Vcrtising expenditure is devoted to 


Pioducts of the evaporated milk 


division. The value of Carnation 
for infant feeding, cooking and 
other home uses is promoted in 
an extensive list of consumer 
magazines: Good Housekeeping, 
True Story, True Confessions, 
Modern Romances, Ebony, Our 
World, Household, Farm Journal 
and Progressive Farmer. 

Dietary values are emphasized 
through schedules in 37 profes- 
sional publications covering the 
specialized infant feeding, home 
economics, nursing and medical 
professions. Schedules are also 
carried in This Week Magazine, 
Parade and 67 newspapers. Food 
trade publications are also used. 

In addition to the “Contented 
Hour,” the company has _ been 
sponsoring “The Jewish Philoso- 
pher” on WEVD, New York, and 
recently added a new audience 
participation show, “The Carna- 
tion Family Party,” over the Cali- 
fornia, Washington, and Oregon 
stations of CBS. 


w Albers cereals are promoted on 


the daytime serial “Aunt Mary,” 
heard over 26 NBC western sta- 
tions, and on KNX, Los Angeles, 
with “It’s Fun To Be Young.” 
Friskies dog food is promoted on 
Elmer Peterson newscasts over 
the NBC western network, and 
by Metropolitan Sunday Comics in 
selected markets. Both Albers and 
Friskies carry schedules in West- 
ern Family, Family Circle and Pic- 
torial Review. Albers ads also run 
in The American Weekly. Fresh 
milk and ice cream are advertised 
in newspapers and outdoor posters, 
with additional coverage through 
spot radio. 

Considerable use is made of 
consumer research at both retail 
and consumer levels, and it is 
planned to expand these activities. 
The company’s confidence in re- 
search has been strong enough to 
cause important advertising me- 
dia changes in recent years. 

Prior to and during the war, 
relatively unselective mass media 
were employed almost entirely. 
Based on research data, market 


objectives have been sharply de- 
fined since the war. The market 
opportunity has been defined ac- 
cording to geographic units, eco- 
nomic status, age, size of family, 
racial origin, and other charac- 
teristics. 

The present schedules for Car- 
nation products comprise a pattern 
of selective media adopted to fit 
market opportunities as revealed 
by this research. To Carnation, 
one of the most surprising facts 
revealed was the size of the rural 
market for its products. Findings 
revealed that the very farmer who 
has his own milk supply repre- 
sents both the greatest present 
market and the greatest potential 
for canned milk. Hence the ad- 
dition of farm magazines to the 
ad schedule. 


es Today, Carnation operates 35 
evaporating plants, 59 receiving 
stations, eight can factories, seven 
cereal or feed mills, 15 fresh milk 
or ice cream production plants, 27 
distribution centers for these fresh 


dairy products and 15 ice cream 
demonstration stores. 

Carnation headquarters have 
been in Los Angeles since 1948 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 
newspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 
ket. For full details write Interstate 
United. Newspapers, Inc., 545 Fifth 
Ave., N. Y., serving America's leading 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free ledsomation, 
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POWER AND Yutenswe NEWSPAPER COVERAGE 


Over 100,000 Central New England families look 
forward each Sunday to Feature Parade, the 24 page 
magazine section of the Worcester Sunday Telegram. This 
local magazine brings them stories, articles, pictures and 
illustrations of people, places and events in which these 
local families have a natural and keen interest. Behind 
every edition lies the work of a large staff of local writers 
and artists who comb New England for unusual and 
interesting material. The recent series of articles on the 
political, economic, social and cultural aspects of Worcester 
County towns is a typical example. 

The same interest is extended to your product when 
advertised in the Feature Parade to the families of this 


prosperous Central New England market. 


over 100,000. 


Circulation 


The TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS 
!  Georoe F BOOTH PubGisher-— 


aniet:. REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES: 


OWNERS of RADIO STATION WTAG 
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when it became apparent the 
growth and broadening diversifi- 
cation of activities had scattered 
major executives all over the coun- 
try, making it difficult -to bring 
them together for decisions. Vari- 
ous units of Carnation were spend- 
ing large sums for advertising 
through a number of advertising 
agency offices located, in some 
cases, hundreds of miles from the 
division being served. 

It was decided that a single well- 
staffed advertising department 
handling and integrating all of the 
company’s advertising campaigns 
under the direction of one gen- 
eral advertising manager, and 
through fewer agency offices, 
would be more efficient and solve 
recurrent problems. 


es Los Angeles was chosen as 
headquarters, not because of cli- 
mate or progressive spirit and 
rapid growth, or because it was 
already the nation’s third largest 
food market, but because it is 
best located to serve the company’s 


over-all activities. 

Elbridge A. Stuart died in 1944. 
Now president is his son, Elbridge 
H. Stuart, who can claim he has 
been a part of the Carnation or- 
ganization since the age of 12 in 
1902. 

As for the future, despite its im- 
pressive share of the evaporated 
milk market, Carnation has its 
eye on a much greater potential— 
all milk uses. The company’s pio- 
neering job is never done. 


Cummins Appoints Shaw 


John W. Shaw Advertising, Chi- 
cago, has been retained to direct 
the advertising of the business 
machine division of Cummins Bus- 
iness Machine Corp., Chicago, 
manufacturer of perforators, en- 
dorsers and other fraud prevention 
devices. 


Partland Agency Moves 


William H. Partland Advertis- 
ing, outdoor advertising company 
has moved from 30 Bridge St. to 
larger quarters on North Turner 
St., Manchester, N. H. 7 


10W to keep Si 


from becoming Stationary 
(Or... What keeps your product on the move?) 


Suppose your sales problem were to move letter paper... or 


pens and pencils . . . or both. 


Wouldn't an idea of this sort help? Package your products in 
a writing kit molded of Monsanto’s Lustrex ... the quality 
polystyrene. With separate compartments for paper, envelopes, 
pen and pencils ... even spaces for an address book, stamps, 


paper clips. 


This writing kit isn’t on the market now. But, it’s typical of 
what happens when you add a sales-winning package to your 
sales thinking on the products you sell, whatever they may be. 

That’s why it pays to look again... now... at your product 
and ask yourself: “What added sales appeal can a plastic pack- 


age bring?” 


Is it color... opaque or transparent to stimulate full-view 
“impulse buying” display? Is there an extra appeal in the re-use 
possibilities of a plastic container? Is yours a production problem 
...Wwhich Monsanto Plastics can answer with fast, one-shot, 
automatic mass-production molding or inexpensive fabricating 


techniques? 


Whatever the need, chances are you will find the answer in 
Monsanto’s broad line of plastics materials . . . translucent or 
bright-colored Lustrex (polystyrene), rich, dark-colored Resinox 
(phenolic molding compound), or full-view, clear or tinted 
Vuepak (cellulose acetate packaging material). 


WHAT IS YOUR PROBLEM? 


You probably are not in the stationery business, but it will pay 
you to write today for full information on Monsanto Plastics 
for packaging and for top-notch technical assistance in solving 


your packaging problems. The coupon is for your convenience. 
Resinox, Vuepak, Lustrex: Reg. U. S. Pat. Off. 


MONSANTO 


Name 


Firm 


City 


Address 


. . - . + . . . . oa . . . 
MONSANTO CHEMICAL COMPANY ° 
Plastics Division, Dept. AAP 6 
Springfield 2, Mass. . 


Please send me your illustrated booklet, 
“Package in Plastics.”’ 


(I have a packaging problem that plastics might 


solve. Please have your representative call. e 
_ ae ° 
- ~e + 
a e 
Zone State 


SERVING INDUSTRY...WHICH SERVES MANKIND 


Magazine Series 
Boosts Malarkey 
Wood Products 


Copy Offers Consumers 
New Brochure on ‘Step 
and Bend Saving Ideas’ 


PORTLAND, OrE.—-M & M Wood 
Working Co. is counting on a 
plentiful supply of logs, an easily- 
remembered brand name—Ma- 
larkey—and consistent advertising 
to build greater sales of its ply- 
wood and stock doors. 

The company, one of the nation’s 
top plywood producers and the 
biggest stock door manufacturer, 
decided last spring to strengthen 
its sales position in the field. It 
appointed Joseph R. Gerber Co. as 
its agency, and embarked on its 
first consumer advertising and 
marketing program. 

M & M had been a family-owned 
enterprise since 1918, but last year 
sold its first stock to “outsiders” 
and admitted three non-family di- 
rectors to the board. Although its 
gross sales were about $30,000,000 
last year, its advertising prior to 
that time had been limited to par- 
ticipation in the cooperative in- 
dustry programs of the Douglas Fir 
Plywood Association and the Fir 
Door Institute. 


a M & M, founded as a lumber 
company in 1918 by James A. Ma- 
larkey, had branded its product 
with the honorable but easily-for- 
gotten “M & M” trademark. In the 
new program, President Herbert 
Malarkey, son of the founder, and 
Thomas B. Malarkey, a nephew 
who is vice-president and secre- 
tary, boldly labeled their products 
Malarkey plywoods and Malarkey 
doors, but retained the M & M red 
diamond trademark. 

Malarkey products made their 
public bow in a series of half-page 
ads in Better Homes & Gardens, 
Country Gentleman, House & Gar- 
den, House Beautiful and Life, 
which explained the company’s 
activities and products. This strict- 
ly informative series will be fol- 
lowed with full-color copy in No- 
vember issues of BH&G, Small 
Homes Guide and The Saturday 
Evening Post, headlined “A Kitch- 


~ A Kitchen... Malarkey House 


Build your mee bitches of Malartey plywoods, ith flush doom aad tush 
bhe real lesher, hes ne 


cupheard doors of matehing woents. Genwi woot 
substitute. Matackey plywood sm eed mm its most waatie form. 
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= “Malarkey plywoods 


wits marching PALACES FiweH FOOES AND FiveH CUPSGARe BeOn tock 


wessteater. Mahr ec pote 


‘STEP-AND-BEND SAVINGS’—That’s the appeal linked with the kitchen-building bro- 


chure offered in this full-color magazine 


copy placed for M & M Wood Working 


Co., Portland, through Joseph R. Gerber Co. 


en... Malarkey House,” and of- 
fering consumers a new brochure, 
“16 Step-and-Bend Saving Ideas 
for Your New Kitchen.” The book- 
let explains how to employ these 
schemes, using Malarkey plywoods 
and patented flush doors and cup- 
board doors of matching woods. 

The brochure praises the good 
painting properties of plywood, but 
it also emphasizes vertical grain 
and rotary cut fir, redwood, birch, 
mahogany, maple, oak and walnut 
as offering a wide range of pos- 
sibilities for natural finishes in 
kitchens. 


a M & M early this year began 
producing the nation’s first red- 
wood plywood at its new $2,000- 
000 Eureka, Cal., plant; it has de- 
veloped a patented cupboard door 
stock with a special type of solid 
wood stile insert for better fitting 
and finishing; and it has adopted 


a method of door protection by us- 
ing aluminum scuff plates shaped 
and painted like the M & M trade- 
mark. In addition, a labeling sys- 
tem for plywood also has been de- 
veloped. 

The company now has approxi- 
mately 2,700,000,000 board feet of 
timber resources. It has appointed 
its product development chief, R. 
D. Behm, as advertising director 
and named a series of factory sales 
representatives throughout the 
country. Verne Breitenbucher, for- 
merly with the industrial section 
of Peat, Marwick, Mitchell & Co., 
and prior to that with Lockheed 
and General Motors, is its vice- 
president in charge of sales. 


NAMA Schedules Convention 


The National Automatic Mer- 
chandising Association will hold 
its 1949 convention and exhibit in 
Atlantic City, Nov. 27-30. 


BEEN IN A 


our nite and day service. 


PRODUCTION FIGHTS LATELY? 


... Our happy business is to keep you out of them... 
with good plates that meet your deadlines... always, with 


NY GOOD 
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COMPANY 


118 SOUTH CLINTON ST. 
CHICAGO 6, ILLINOIS 
TELEPHONE FR 2-6343—44—45 
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SNPA Elects 
Hanson; Coosa 
Plant Hailed 


(Continued from Page 1) 

Mrs. Oveta Culp Hobby, Hous- 
tor Post, who won wartime fame 
as the head of the WAC, and who 
was moved up to chairman of the 
board from president of the asso- 
ciation, stressed the accomplish- 
ment of the organization on the 
newsprint front in her annual re- 
port. 

It called attention to the suc- 
cessful operations of the first mill 
established through the efforts of 
the association, the Southland Pa- 
per Mills at Lufkin, Tex. Execu- 
tives of both companies received 
applause when they were intro- 
duced following her report. 

Walter C. Johnson, secretary- 
manager, who was reelected, and 
who has been active in the asso- 
ciation for 40 years, is planning the 
publication of a book describing 
paper mill developments in the 
South. He will record that the first 
paper mills, using rags instead of 
the southern pine now employed, 
were in operation in the South 
early in the 19th century. 


s Myron C. Chambers, Knoxville 
News-Sentinel, was elected treas- 
urer, and Curtis DeLamar, Gads- 
den Times, was elected a director 
for Alabama to succeed Mr. Han- 
son. 

Other directors chosen were: 
Louisiana, Hunter Jarreau, Alex- 
andria Town Talk; Mississippi, 
James H. Skewes, Meridian Star; 
North Carolina, W. K. Hoyt, Wins- 
ton Salem Journal-Sentinel; Ten- 
nessee, Frank Ahlgren, Memphis 
Commercial Appeal; West Vir- 
ginia, Robert L. Smith, Charleston 
Gazette. 

The newsprint situation was al- 
so touched upon in the annual re- 
port of the newsprint committee, 
of which Austin V. Wood, Intelli- 
gencer and News-Register, Wheel- 
ing, W. Va., is chairman. 

“A black market in newsprint 
must never again be tolerated,” 
Mr. Wood said, urging that, in case 
f shortages in the future, pub- 
lishers refuse to purchase through 
illegitimate channels. His commit- 
tee likewise urged a reduction in 
current newsprint prices, and said 
that paper mills could reduce their 
juotations and still earn a hand- 
some profit. 


# Changes and improvements in 
the graphic arts field are develop- 
Ing so fast that many newspaper 
publishers are risking rapid ob- 
solescence of the new plants which 
are being built and equipped now, 
Talbot Patrick, Herald, Rock Hill, 
8. C., chairman of the mechanical 
research committee, reported. 

He quoted an English printing 
authority as saying, “It looks as 
‘though metal composing machines 
are soon to be on their way out, 
alo. g with web-fed rotary letter- 
pre's printing, and four-color off- 
set_ or electronographic printing 
fror. photographically composed 
Mat er to be coming in. 

‘ ‘ one national newspaper here 
aKe 


the plunge and reequips with, 
‘ay, four-color high-speed web- 
fed offset, using bimetallic plates, 
pho o-composition and natural col- 


or I 
low 
ree 


1otography, the others will fol- 

..If I were concerned with 
uipping a local daily, I would 
‘er ously consider gravure or off- 
‘et. with justifying « typewriter 
‘Or position at first and photo- 
posing machines later.” 


" -‘r. Patrick described the work 
of the Graphic Arts Research 


Foundation and the Research and 
Eng neering Council of the Graph- 
~ \rts Industry, organized by 
Ti) 


ting Industry of America Inc., 


TREASURER—H. T. Riddle (left), Shreve- 

port Journal, congratulates Myron C. 

Chambers, Knoxville News-Sentinel, on his 

election as treasurer of Southern Newspoa- 
per Publishers Association. 


as well as that of numerous indi- 
vidual companies, as indicating the 
intensive effort now being put into 
making printing quicker, better 
and cheaper. 

He suggested that one of the pos- 
sibilities resulting from changes 
in methods may be the develop- 
ment in America of a national 
newspaper. 

Another speaker who saw grim 
possibilities ahead was B. M. Mc- 
Kelway, managing editor of the 
Washington Star, and president of 
the American Society of News- 
paper Editors, who felt that gov- 
ernment newspapers are not an im- 
possibility in the future. 

He reviewed the charges of 
President Truman that the public 
cannot get the truth from the 
newspapers, and said that, while 
the charges are untrue, their con- 
tinued repetition gives the people 
the wrong impression. 

Since the State Department now 
has two representatives in the 
press gallery of Congress, for the 
first time in history, Mr. McKel- 
way said that it is not “looking 
under the bed” to suspect that gov- 
ernment, in its efforts to provide 
the public with the information it 
wants them to have, might well 
turn to the publication of news- 
papers, just as it uses its own press 
representatives to obtain informa- 
tion for the “Voice of America” 
broadcasts to Russia. 

“The honesty, accuracy and ad- 
equacy of our news,” he con- 
cluded, “may prove to be the ulti- 
mate test of our ability to main- 
tain a free and indepcndent press.” 


a Col. Henry A. Byroade, director 
of German and Austrian affairs 
for the Department of State, re- 
viewed the problems of Germany 
and its new civilian government. 
He also brought the greetings of 
Ralph Nicholson, former publish- 
er of the New Orleans Item, who 
resigned as treasurer of the SNPA 
following the sale of the news- 
paper last summer. He is now di- 
rector of public affairs in the office 
of the U.S. high commissioner, 
John McCloy, Frankfurt, Germany. 
A report of the labor commis- 
sioner, Tom Tanner, indicated that 
newspapers in three cities struck 
by the typographical union are 
continuing to operate, and that 
some of them are using teletype- 
setters and other mechanical de- 
vices generally resisted by the 
union. 


a Chairmen of other committees 
reporting included Aubrey Mur- 
ray, New Orleans Times-Picayune 
and States, for the advertising 
committee; John D. Wise, Rich- 
mond News-Leader and Times 
Dispatch, business affairs; Arthur 
Daniel, Atlanta Journal, circula- 
tion; Hodding Carter, Greenville, 
Miss., Delta Democrat-Times, ed- 
itorial affairs; R. L. Jones Jr., Tul- 
sa Tribune and World, labor; E. 


library; Charles McD. Puckette, 
Chattanooga Times, postal affairs; 
Thomas L. Robinson, Vews, Char- 
lotte, N. C., public relations; Holt 
McPherson, Star, Shelby, N. C., 
schools of journalism. 


Ted Dealey, publisher of the 


B. Stahlman Jr., Nashville Banner,} | 


Dallas News, spoke on the need 
for support and development of 
the schools of printing now spon- 
sored by the association as a means 
of providing new sources of labor 
supply in the mechanical depart- 
ments of southern newspapers. 

Emphasizing the efforts of pub- 
lishers to find ways and means of 
meeting continued high costs of 
operation, a panel of executives 
who attended the American Press 
Institute’s seminar on manage- 
ment and costs in New York in 
September reported the results of 
their discussions. 

Harry Bradley, Birmingham 
News and Age-Herald, chairmaned 
the panel, and other participants 
were Lisle Baker Jr., Louisville 
Courier-Journal and Times; Al 
Dealey, Dallas News, and W. How- 
ard Baldwin, Houston Post. 

U.S. Senator Lyndon Johnson, 
of Texas, who addressed the con- 
vention at its opening. session, 
called on newspapers to report 
realistically the problems and op- 
portunities of the South. Through 
the columns of southern newspa- 
pers, he said, the nation must find 
a new understanding of the South, 
and the South must find a new 
understanding of itself. 

Tom Wallace, editor emeritus of 
the Louisville Times, and long a 
champion of hemispheric unity, 
told the convention Wednesday of 
the aims of the Inter-American 
Press Conference, soon to meet 
in New York, and urged its sup- 
port in the interest of freedom of 
the press and Pan-American soli- 
darity. 

A tragic event at the Monday 
luncheon meeting was the sudden 
death from heart disease of Mrs. A. 
E. Clarkson, wife of the secretary- 
treasurer of the Houston Post. 


BARNES TELLS KRESS 
ADVERTISING STRIDES 


MINERAL WELLS, TExX.—Harold S. 
Barnes, director of the Bureau of 
Advertising, ANPA, gave the 
Southern Newspaper Publishers 
Association a close-up of current 
work being done to expand chain 
store advertising in newspapers 
at its convention here last Wednes- 
day. 

Mr. Barnes said that chain stores 
spent $100,000,000 for newspaper 
space in 1948, and that the poten- 
tial is indicated by the fact that 
if only 1% of their sales volume 
were us:d for advertising in the 
daily press, the expenditure would 
total $280,000,000. 

With the aid of Dent Hassinger, 
western manager, he dramatized 
the development of an active ad- 
vertising program by the Kress 
variety chain, indicating that this 
group of multi-store units has been 
less active from an advertising 
standpoint than others. Starting 
with cooperative advertising in 
1948, Kress increased its program 
this year, using 500,000 lines in the 
February-August period. 

Other variety chains like Wool- 
worth, McCrory and Kresge are 
discussing newspaper advertising 
with the bureau, whose services 
have also been offered to Sears, 
Roebuck and Montgomery Ward. 


Westinghouse Names Deines 
Ad, Sales Promotion Manager 


Harry J. Deines has been ap- 
pointed manager of advertising 
and sales promotion of Westing- 
house Electric 
Corp., Pittsburgh. 
He was formerly 
account executive 
and vice-presi- 
dent of Fuller & 
Smith & Ross, 
New York. 

Mr. Deines will 
be responsible for 
staff supervision 
and coordination 
of all Westing- 
house advertising 
and sales promo- 
tion activities. In addition, his du- 
ties will include the development 


Harry Deines 


of sales training programs. 
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General Mills’ 
‘Better Jobs Ad 
Tells Own Story 


MInNEAPOLIS—Following up its 

test copy of last spring, General 
Mills Inc. last week ran a full- 
color page in This Week Maga- 
zine interpreting the American 
economic system in terms of the 
company’s own facts, figures and 
progress. 
The institutional ad, which also 
will appear in the Nov. 19 Satur- 
day Evening Post and Nov. 27 
American Weekly, is headlined 
“How the Lone Ranger rounds up 
jobs.” The dominant illustration 
pictures the famed radio and tele- 
vision character and one of Gen- 
eral Mills’ grocery products sales- 
men, William H. Barry. Both are 
crack salesmen who create better 
jobs for a lot of people, the cap- 
tion explains. 


w Selling gets unusual emphasis 
in the institutional copy, and Gen- 
eral Mills explains that its suc- 
cessful sales formula really is a 
simple one: 

“By teaming up good products 
with good selling, we keep our 
sales growing,” copy points out. 
“And as sales grow, we can—and 
do—pay more people to turn out 
more products...and sell them. 
That means more jobs.” 

Job roundups of that type have 
been held “thousands of times” 
in the past 20 years, General Mills 
says, and since 1929 the payroll 
has grown from 2,750 men and 
women to more than 12,000. Sales 
during the same period have in- 
creased from $123,000,000 to $410,- 
000,000. 

“At the same time, our jobs have 
kept getting better,” the ad em- 
phasizes. “The average General 
Mills employe now works a short- 
er day and earns 24 times as much 
money as he did 20 years ago.” 


ws Last April and May, General 
Mills ran the first ad of this type, 
tying in with the Advertising 
Council’s campaign to explain the 
country’s economic system but pre- 


senting the story in its own way 


How the Lone Ranger rounds up jobs 
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CREATING BETTER JOBS—That’s the task of the Lone Ranger and General Mills’ 
other crack salesmen, the company points out in this magazine page in a series 
explaining—in GM’s own terms—the country’s economic system. 


(AA, April 18). 

Abbott Washburn, manager of 
the company’s public services de- 
partment, said the initial ad stim- 
ulated many fine comments from 
both management and union mem- 
bers. Only four out of several 
hundred letters were negative, he 
said, and, “interestingly enough, 
these were from representatives 


of management who felt there 
was no reason for including labor 
in our account of economic prog- 
ress.” 

Starch ratings of the copy were 
gratifying, he added, and a blind 
comprehension survey conducted 
in Chicago shortly after it ap- 
peared proved that the majority 
of people interviewed understood 
the meaning of the ad and be- 
lieved that the company and 
union were sincere in the coop- 
erative views expressed. The copy 
was equally well liked by union 
and non-union respondents. 


s Favorable results led to the 
decision to run the new ad, which 
describes the many groups which 
participate in the distribution of 
General Mills’ products, and which 
points out that not only the com- 
pany but “everybody gains.” 

A pie chart shows how the GM 
sales dollar was divided last year, 
with 83.9¢ going for raw materials, 
supplies and services; 10.6¢ to em- 
ployes; 2.1¢ for taxes; 1.4¢ to 
stockholders; 1.4¢ for future de- 
velopment, and 0.6¢ for wear and 
tear. Last year’s rate of net profit, 
as in former years, was about 3¢ 
on each dollar of sales; half was 
paid to stockholders, the other 
half reinvested in the business 
“for continuing growth in the years 
to come.” 

The ‘Minneapolis office of Bat- 
ten, Barton, Durstine & Osborn 
handles General Mills’ institution- 
al advertising. 


Heet Campaign Stepped Up 


DeMert & Dougherty Inc., Chi- 
cago, has increased its budget over 
last winter for Heet, gas tank anti- 
freeze. Black-and-white ads will 
appear in The Saturday Evening 
Post and Time; newspaper ads will 
run in 90 cities, many featuring lo- 
calized testimonials; outdoor will 
| be used in some markets, and ra- 
dio and TV spots in 40 cities. Ruth- 
rauff & Ryan is the agency. 
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Arno Johnson 
Urges 5% More 
for Marketing 


(Continued from Page 1) 
riod of pessimism and fear along 
with an expectation of declining 
domestic markets and heavy un- 
employment that was entirely un- 
justified by any basic conditions 
relating to consumer buying pow- 
er. 

“Now, more than ever, we need 
a recognition of the opportunities 
that exist for increased markets, 


because by applying an extra 5% 
of effort now to selling—selling 
the goods and services that will 
give consumers a higher standard 
of living—the delicate balance be- 
tween prosperity and depression 
can be swung to the side of pros- 
perity in 1950.” 

Mr. Johnson presented in chart 
form a summary of 11 favorable 
factors affecting marketing op- 
portunities during the 
year: 


taxes in the first half of 1949 at 
an annual rate of $194.6 billion 


up 5% 


coming 


ws 1. Total disposable income after 


was over two and a half times the 
1940 level of $75.7 billion, and was 
over the same period of 
1948. Disposable income in 1950 


id os inveliqeratian ond | 
air conditioning _ 
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An ad in “8. £,"* 
is an 
**going to work"’ 


Put your sales message in working 
clothes . . . send it where hard hitting 
advertising really pays off ... to the 
Original Equipment Manufacturers in 
refrigeration and air conditioning. Re- 
frigerating Engineering reaches more 
“executive engineers” in these plants 
than any other publication in the field. 

These “executive engineer” readers 
are the men who buy raw materials, 
components and assemblies by the 
carload for this $2,500,000 market. 
They’re the. big volume buyers you 
must sell to sell this big volume market. 


Want helpful facts on the sales po- 
tential of your product in the refriger- 
ation and air conditioning market? 
We'll be glad to brief your sales 
department. 


Refrigerating Engineering 


Published by 
The American Society 
of Refrigerating Engineers 


40 W. 40th St. 


Established 1922 


New York 18, N. Y. 


Your Advertising Campaign 


is Incomplete Without 


Effective 
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Sales Clinchers 


PURCHASE 


TOPFLIGHT TAPE CO. 


YORK 


Point of 


, PENNSYLVANIA 


MEMBER OF 
Purchase Advertising Institute 
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SECTIONAL VARIATIONS—Highest increases in per capita income since prewar 

have come in the South, Arno Johnson told the Southern Newspaper Publishers 

Association, while newspaper advertising costs per reader are lower than in 1940. 
Figures for the entire country are shown on this chart. 


could reach $200 billion. 

2. Real purchasing power after 
full correction for both taxes and 
prices in the first half of 1949 was 
52% higher than in 1940 and 5% 
higher than in the first half of 
1948. This reflects the increased 
ability of consumers to buy goods 
and services as measured in units 
or improved quality. With $200 bil- 
lion of disposable income in 1950, 
real purchasing power could ex- 
ceed 1940 by 60% and 1949 by 
6%. 


ws 3. The surplus income available 
for discretionary saving or spend- 
ing in 1949 was at the rate of 
$100.9 billion or four times the 
prewar level of $26.5 billion in 
1940. This is the amount of money 
available over and above what 
would be required to maintain a 
1940 standard of living for the 
broad, basic items of food, cloth- 
ing and shelter. 


This is available at the dis- 
cretion of the consumer for rais- 
ing the standard of living over 
1940. In 1950 this total of dis- 
cretionary spending could reach 
$107 billion. 

4. The backlog of accumulated 
savings of individuals totals about 
$220 billion at the end of 1949, or 
over three times the 1940 level 
of $68.4 billion, and has a real 
purchasing power at today’s prices 
about double the purchasing pow- 
er of the savings that existed in 
1940. 

Liquid assets of cash and gov- 
ernment securities owned by in- 
dividuals is three and a half times 
the 1940 total—$175 billion as 
compared with $52 billion in 1940. 


a 5. Consumer debt is unusually 
low in relation to savings or to 
disposable income. Debt could be 
doubled before reaching the 1940 
ratio to savings—it could be in- 
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creased over 45% without exceec - 
‘ng the 1940 ratio to disposab'e 
income. 

6. There have been some realy 
startling shifts upwards in tle 
distribution of families by incon e 
groups. Over 21 million famili s 
(or consumer spending units) ha\e 
moved up to the level above $2 - 
000 since 1941, with an increa:e 
in this group from 14,000,000 o 
35,280,000 in February, 1949. Tie 
1949 figure even represents an i).- 
crease of about .4,000,000 since 
the spring of 1948 in the group 
over $2,000. 

When families move up fron 
one income group to the next as 
rapidly as this, there is_a sub- 
stantial increase in discretionary 
spending power, even after ap- 
plying the present increased costs 
of living to the basic items that 
made up the family’s former stand- 
ard of living. 


s 7. Total employment in the first 
nine months of .1949, including 
those in the armed forces, averaged 
60,100,000, compared with 60,500,- 
000 in the first nine months of 
1948 and compared with 47,900,000 
in 1940. In other words, employ- 
ment in 1949 has held close to the 
very high levels of 1948, while 
average weekly earnings of those 
employed in 1949 were double the 
prewar rate, and 5% higher than 
in the same period of 1948. 

The total labor force in the 
first nine months of 1949 averaged 
63,444,000, or 800,000 over 1948, 
while the unemployment average 
of 3,363,000 in 1949 was abnor- 
mally low for peacetime at 5% 
of the labor force; in 1940 unem- 
ployment of 8,120,000 was 14.5% 
of the labor force. 


a 8. Personal consumption ex- 
penditures for all goods and ser- 
vices in the first six months of 
1949 were at the annual rate of 
$178 billion, or slightly higher 


Quick breakfasts and fast sales 


BREVITY. Strong — but brief —sales 
messages go hand in glove with 
packaged food promotions. We 
can also be brief in showing how 
posters step up the tempo of every 
advertising program. 


. : b Conneal Outdoor ) dv : 4 7 4 . 


Write for 
and towns 


* Covers 1400 
leading cities 


complete information today. Ger - 
eral Outdoor Advertising Con - 
pany, 515 South Loomis Stree , 
Chicago 7, Illinois.. 
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tnan the first half of 1948, which 
averaged $176.9 billion, and were 
tvo and a half times greater than 
the prewar level of consumer ex- 
p-nditures of $72.1 billion in 1940. 

As against this increase of two 
aid a half times in consumption 
n.easured in dollars, consumer 
prices were up only 69% over 
1940, indicating a real advance in 
the standard of living. 1950 mar- 
kets for goods and services could 
be $10 billion greater than the 
1949 level, and could reach $188 
billion. 

9. The rate of savings by in- 
dividuals is much greater now than 
prewar. During the first six 
months of 1949 consumers were 
putting aside personal savings at 
the annual rate of $16.6 billion, 
or over four times as much as the 
$3.7 billion in 1940. This repre- 
sented, in 1949, 8.5% of disposable 
income after taxes, compared with 
4.9% of disposable income in 1940. 

The $16.6 billion annual rate of 
savings in the first six months of 
1949 was 89% higher than the 
savings in the first six months of 
1948, which were at the annual 
rate of $8.8 billion. 


s 10. The high level of the birth 
rate, which in the first eight 
months of 1949 was 1% greater 
than in the same period of 1948, 
and the rapid increase of our pop- 
ulation—2,623,000 from Sept. 1, 
1948, to Sept. 1, 1949, to bring the 
total to 149,696,000—has brought 
about continued pressure on new 
housing. 

The number of new non-farm 
dwelling units started in June, 
July, August and September, 1949, 
reached an all-time high for any 
four-month period of 394,000, and 
was 9% above the same period of 
1948. 

11. Additions to buying power in 
1950 of $2.8 billion in G.I. in- 
surance dividends and $1 billion 
of U. S. savings bonds maturities 
should not be overlooked. A huge 
total of $22.5 billion of U. S. sav- 
ings bonds mature in the five-year 
period 1950-1954. 


s “In spite of this increased abil- 
ity to buy,” Mr. Johnson con- 
tinued, “people have been hesitant 
because of apparent lack of con- 
fidence in the future, fear of de- 
pression, resistance to prices or 
in anticipation of lower prices, 
and perhaps because business men 
themselves are not doing enough 
to convert purchasing power into 
purchases. 

“During the first half of 1949, 
people saved 8.5% of their dispos- 
able income after taxes, as con- 
trasted with only 4.7% in the first 
half of 1948. 

“Total consumer expenditures 
for goods and services in the first 
half of 1949 were just barely ahead 
of the same period of 1948, but 
current purchasing power in the 
hands of consumers would have 
justified an increase of 5% over 
1918 had consumers not hoarded 
funds but spent the same ratio 
of disposable income as in 1948.” 


8 The 1949 “recession” was a 
product of business policies, he 
ad led, 

This fear attitude on the part 
of producers and sellers,” he ex- 
ble ned, “resulted in reductions of 
Inventories which already were 
much lower in relation to sales 
thea the usual prewar ratio, and 
in curtailment of selling pressure 
at | time when purchasing power 
Woild have justified increasing 
Sal s effort. 4 

As of Dec. 31, 1948, total in- 
ve. tories could have been in- 
‘mised 20% before equaling the 
19.3 ratio to sales. Instead, they 
We e decreased 6% between Dec. 
31, 1948, and Aug. 31, 1949. 

“nm disregarding these basic 
as on purchasing power, we 
‘ane near to talking ourselves 
‘tt a depression in the spring 
aX summer of 1949, and laid the 
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CAN BE—Greater market potentials for 
1950 are analyzed in this chart. 


groundwork for lower sales and 
general unrest in the second half 
of 1949.” 


a Mr. Johnson pointed out the 
sharp disparity between postwar 
conditions in 1920 and now. 


“In 1920,” he said, “the real 
purchasing power of the entire 
population was 1% under what it 
had been in 1913, before the war 
started, and on a per capita basis 
the real purchasing power in 1920 
was 9% under 1913. This factor 
should be considered before jump- 
ing to the conclusion that we must 
have a repetition of the 1921 de- 
pression.” 

Business must make the neces- 
sary effort to influence the direc- 
tion of the huge increases in in- 
come and discretionary spending 
power in the hands of consumers, 
Mr. Johnson emphasized. 


ws “The market potentialities of a 
four-fold increase in discretionary 
spending power, compared with 
1940, have not been fully recog- 
nized,” he asserted. “The dis- 
cretionary spending power alone 
now is greater than the total na- 
tional income in 1940. 

“How consumers will apply this 
vast pool of new discretionary 
spending power is a matter of their 


own decision. They could put it 
into additional savings, into in- 
creasing the quantity or quality 
of their basic living items of food, 
clothing or shelter, or into ad- 
ditional things they may desire 
which they have not had before. 

“Since this $107 billion avail- 
able in 1950 is discretionary spend- 
ing power beyond the things con- 
sidered necessities in 1940, it rep- 
resents an open opportunity for 
every seller of goods and services, 
savings plans or investments to in- 
fluence and guide the discretion of 
this purchasing.” 


a What most business men do not 
realize, Mr. Johnson suggested, is 
that the 1950 market can be great- 


er in all dimensions than that of 
1949, justifying the increased mar- 
keting efforts which this greater 
potential requires for realization. 

“A $200 billion level of dispos- 
able personal income in 1950,” he 
said, “can offer opportunity for an 
increase of $10 billion over 1949 
in markets for goods and personal 
consumption, and still provide $12 
billion surplus for personal sav- 
ings. This high level of personal 
consumption and the accompany- 
ing increase in our standard of liv- 
ing can take place without any dis- 
sipation of our huge backlog of 
savings. 

“Much emphasis has _ been 
placed on durable goods in discus- 
sion of economic prospects; yet 
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ecify COPY-CHANGER Frames 


== for point-of-sale material or advertising mess- 

ages. Easel or Wall hanger styles. Made of 

steel in any color Baked Enamel or Laquer. 
THE YARDER MANUFACTURING CO. 


TOLEDO 12, OHIO 


Photographer Anton Bruehl tells the truth 
about REILLYTYPES! 


This fine Anton Bruehl photograph is the 
sort of art that really puts a duplicate magazine 
plate to the test. The dot structure depth of the 
engraving must be faithfully retained in all its 
subtle tonal values—so the molding medium 
used is a crucial factor in determining the quality 
of the duplicate. REILLYTYPES are molded 


exclusively in Vinylite. 


Four duplicate plates, molded in four 
different mediums from the same original, 
were recently subjected to scientific depth 
measurements by a world famous university 
research laboratory. The electronic microscope 
found Vinylite superior to all other three 
mediums in general use today. Yes, Virtylite 
proved superior to all three, including lead! 
No other medium penetrates like Vinylite. 


Shadow dot depth is all-important, 


particularly in four color work. The smooth 
printing of colors depends on full shadow 


depth. Every original we receive is first 


inspected—and the full depth of all dots is 


retained in the rEmLLytyPe. In fact, a 


REILLYTYPE is the only duplicate plate that 
meets the dot depth requirements set up by 
leading magazine publishers! And our process 


is mechanically perfect, so that we can 


guarantee soft edges and delicate vignettes. 


The truth is that a remtytyPe actually out-originals a duplicate-original! Duplicate 
engravings cannot possibly be identical—but a rEILLYTYPE is an identical duplicate of the 
original. A REILLYTYPE costs 60% to 75% less than a duplicate original in full color work, 


and saves almost two weeks production time! 


Reilly 


Advance-Independent Electrotype Co., Indianapolis, Ind. « American Electrotype Division, San Francisco, Calif. + Lake Shore Electrotype Co., Chicago, Ill. 
Michigan Electrotype & Stereotype Co., Detroit, Mich. + Reilly Plastictype Division, Los Angeles, Calif. 
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ELECTROTYPE COMPANY 
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durable goods represent only 13% 
of current total consumer expendi- 
tures (11% in 1940). In contrast 
with this, the non-durable goods 
commodities represented 56% of 
consumer expenditures in 1949 and 
52% in 1940. Expenditures on ser- 
vices, including housing rents, have 
dropped from 37% of total consum- 
er expenditures in 1940 to 31% 
in 1949.” 


@ The research authority sum- 
marized his appeal for greater ad- 
vertising and marketing efforts in 
the following: 

“Now that almost five years of 
postwar experience have indicated 
the possibilities for increased 
standards of living in peacetime, 
we must look carefully at the 
other side of the equation—that is, 


to the creation of sufficient de- 
mand to provide a market for the 
goods and services we have proved 
we can produce. 

“We must consider the necessity 
of maintaining the high level of 
domestic consumption now that 
temporary factors affecting de- 
mand have passed, and we have re- 
turned to the more normal situa- 
tion of a ‘buyer’s market,’ with its 
problems of creating a sufficient 
demand to keep the factories busy. 


= “The mass of our people al- 
ready lives at standards far above 
the bare subsistence level of food, 
shelter and clothing. They could, 
if necessary, get along and sustain 
life on very much less than they 
now buy. They could defer many 
purchases entirely or for long pe- 


1. 
That’s the gee 


FLORSHEIM OPENS PLANT—When Florsheim Shoe Co. opened its huge new Chicago 

plant Oct. 31, Mayor Kennelley cut the tape and hundreds of advertising and 

business men were guests at lunch. In this group are, left to right, Edwin A. Trizil 

and Gordon Best, Gordon Best Co., Florsheim agency; Tom Goodrich, Florsheim ad- 

vertising department; Harold Florsheim, president of the shoe company; and Martin 
Maher, Florsheim advertising manager. 


riods of time, even though they 
have adequate purchasing power. 

“This fact makes doubly im- 
portant the psychological factors 
affecting desire and common wants, 
and the translation of these wants 
into active buying demand. 

“By expanding these wants, ad- 
vertising and selling can become 
a major educational factor in 
building the demand for new and 
better products—a demand for 
stepping up from one standard of 
living to the next in such a way 
that markets for goods and ser- 
vices can be expanded to the point 
where they will sustain the high 
level of production and employ- 
ment this country is capable of 
reaching. 

“Since the war our economy 
has operated at a very high level. 
It must be kept high because 
‘break even’ points are so much 
higher in most businesses that 
any major recession in consumer 
demand would quickly make pro- 
duction unprofitable and lead to 
heavy unemployment. There is no 
eed, however, for this serious drop 
in demand if the public is edu- 
cated to accept and insist on the 
higher standards of living made 
possible by our productivity and 
by the increased real purchasing 
power resulting from increased 
productivity.” 


@iIn analyzing the opportunity 
which advertisers are facing in 
1950, Mr. Johnson declared that 
advertising is a basic marketing 
tool, and it is available at bargain 
rates. 

“Contrary to general impres- 
sions,” he said, “advertising costs 
are a unique exception to the up- 
ward trend in prices since 1940. 
The cost today to reach 1,000 peo- 
ple or 1,000,000 people through ad- 
vertising is about the same as in 
1940. 

“Actually, an average of present 
costs per unit of circulation for 
magazine, newspaper, network ra- 
dio and outdoor advertising, 
weighted in accordance with the 
present share of total national ad- 
vertising placed in each of these 
four major types of media, shows 
a composite net drop of 3% in 
the present cost of reaching a per- 
son, compared with 1940. 


es “All of these costs are in cur- 
rent dollars, which have a pur- 
chasing power for other products 
of only 59% (the consumer price 
index is now 69% above 1940). 
In terms of constant dollars this 
means that the cost of reaching 
1,000 persons through advertising 
is about 40% under 1940. 

“Most other selling costs have 
gone up considerably since 1940, 
yet in current dollars the cost of 
reaching a person with an adver- 
tising message is the same now as 
in 1940. 

“Consider this in relation to the 
fact that real per capita purchasing 
power (after taxes and cost of 
living increase) of the average 
person reached in 1950 will be 
39% greater than in 1940. In other 
words, that individual represents 


a market for 39% more units at 
present price levels, yet it costs 
no more to tell him about your 
product. 

“An increase of 5 to 10% in con- 
sumption by the American people 
in 1950 could make the difference 
between prosperity or depression 
and unemployment. The purchas- 
ing power of the people and the 
needs are available for such an in- 
crease. The will to buy-——that can 
be whatever we choose to make 
it!” 


CBS Gets Exclusive 
on Jolson for AM, TV 


William S. Paley, Columbia 
Broadcasting System’s board chair- 
man and chief talent scout, has 
signed Al Jolson to a three-year 
exclusivity contract covering radio 
and television. 

Jolson, heard last year on the 
“Kraft Music Hall” over NBC, is 
slated for a series of guest ap- 
pearances on Columbia’s top radio 
shows, the first to be late this 
month on the Chesterfield-Bing 
Crosby broadcast. 
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RCA Victor Selling 
50,000 ‘45’ Record 
Players Monthly 


CAMDEN, N. J.—Sales of RCA 
Victor’s 45rpm record player :t- 
tachment are now exceeding 5(- 
000 monthly, J. B. Elliott, vic>- 
president in charge of RCA Vict >r 
consumer products, has revealed. 

Reports from dealers throughout 
the country show that the current 
campaign for the automatic chanz- 
er, which has been reduced from 
$24.95 to $12.95, has been “spon- 
taneously successful,” Mr. Elliott 
said. The 45rpm records are now 
moving at the rate of 20,000,000 
units annually, he added. 

With each instrument sold, there 
is an average record sale of $15, 
the Victor executive said, adding 
that the company’s pressing plant 
in Indianapolis is working on an 
around-the-clock schedule. 

Mr. Elliott credits dealer pro- 
motions, particularly those in de- 
partment stores, with a big assist 
in moving the new records off the 
shelves (see earlier story on Page 
36). 

The company last week intro- 
duced its lowest priced 45-play- 
ing console to date—a radio-pho- 
nograph combination which wil! 
sell for $99.95, $100 below the price 
of any previous model incorporat- 
ing the new system. 


Ideal Macaroni Names Will 


Will Inc., Cleveland, has been 
appointed to handle the advertis- 
ing of Ideal Macaroni Co., Cleve- 
land, manufacturer of Ippolito’s 
Ideal macaroni and spaghetti. 


Nielsen Signs Agency 


A. C. Nielsen Co. has signed Kas- 
tor, Farrell, Chesley & Clifford for 
the National Nielsen Radio Index 
Class A Service. 


it's 


TRIB 


Oakland Tribune. 


California. 


Every Great Market 
has a great newspaper 


In Metropolitan Oakland, 


Metropolitan Oakland is a truly great mar- 
ket, with an annual sales volume of more than 
one billion dollars—yet, no advertiser reaches 
this vast market successfully without using the 


With three out of every four Tribunes 
delivered to the homes, quick and effective 
buying response is assured. Furthermore, since 
1939 the Tribune has had the greatest home- 
delivered daily city circulation 


the 


UNE 


in Northern 


Caklands@2Tribune 


CRESMER & WOODWARD, INC. 
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PRESIDING OFFICERS—Mrs. Oveta Culp Hobby, Houston Post, retiring president 

ond new board chairman of the Southern Newspaper Publishers Association, pre- 

sides over the organization’s annual meeting in Mineral Wells, Tex., Oct. 31-Nov. 2, 

with Clarence B. Hanson Jr., Birmingham News and Age-Herald, newly elected pres- 
ident. 


NIAA Reports 
on Industrial 


Ad Practices 


(Continued from Page 1) 
ported their budgets are fixed on 
a percentage of sales volume, either 
net or gross, and 4% reported 
their budgets are for a _ fixed 
amount in dollars and cents for 
each product unit manufactured. 


a As to who approves the adver- 
tising budget, the report shows 
that, in 64% of the cases, approval 
is made by the president of the 
company, 31% by the executive 
vice-president, and 29% by the 
vice-president in charge of sales. 

The report shows the most usual 
sources for market data to be sales 
records and sales represeniatives, 
a company’s own research, pub- 
lishers’ data (notably Standard 
Rate and Data Service and Indus- 
trial Marketing’s Market Data 
Book), and trade association re- 
ports, in the order given. 

Of total paid space used in pub- 
lications, 88.1% is for product ad- 
vertising, and 11.9% for institu- 
tional advertising, the report shows. 


# On the question of how much is 
spent for various types of adver- 
tising, the report shows the fol- 
lowing tabulation: 50% for paid 
space, 29.8% for product literature, 
3% for exhibits, 0.7% for motion 
pictures, 2.8% on display material 
and dealer service items, 0.9% 
for novelties, 0.2% for research, 
4.9% for publicity and public re- 
lations, and 7.5% for administra- 
tion. 

Of 330 reporting companies, 93% 
employ an advertising agency. Of 
these, 81% reported that their 
agencies provide service on a 
Standard 15% basis. The three 
principal variations to this were 
listed as 15% plus retainer or 
service fee, a guaranteed mini- 
mum against which 15% on space 
is credited, and a contractor retain- 
er fee, 


" he detailed report of the study 
‘s available in bound volume. It 
81\ *s percentages spent on various 
tyles of advertising by product, 
gsr aped under the classification 
sysem used by the Bureau of the 
Census. 

‘his is understood to be the 
first time such an advertising 
sr uping has been made available. 
Copies are $10 to NIAA members 
ad $15 to non-members. A 14- 
Pi g€ summary report is available 


to non-members of the association 
at $2. 


‘Wsy' TO CARRY ADS 
BY NIAA CHAPTERS 

New YorK—A series of 36 ads 
designed to give top management 
‘nformation on the value of in- 


dustrial advertising for more ef- 
ficient selling will be prepared 
by individual chapters of the Na- 
tional Industrial Advertisers As- 
sociation and published in the Wall 
Street Journal, starting within a 
few weeks, without cost to the 
NIAA or its affiliates. 

Each of the ads, measuring two- 
thirds of a page, or 12% x 16%”, 
will be prepared and plated by a 
different chapter of NIAA. Inser- 
tions are expected to appear ap- 
proximately every other week, and 
are intended to create a wider un- 
derstanding of industrial advertis- 
ing and the contribution it is mak- 
ing to American industry. 

The newspaper will make avail- 
able reprints of each ad in limited 
quantities. In addition, business 
and general news magazines will 
be asked to cooperate by reprint- 
ing some of the ads. 


w Plans call for each chapter to 
submit three ads or layouts to an 
NIAA committee on industrial ad- 
vertising effectiveness. One will 
be selected by a sub-committee. 

The selected ad or layout, sub- 
ject to final approval by the na- 
tional executive committee (which 
will consider it merely to see that 
it does not conflict with NIAA 
policies), will then be returned to 
the local chapter for finished art 
work, typography, engraving and 
plating. The finished plate will be 
sent to the Wall Street Journal 
for insertion. 


K-F Starts Contest 
to Name Small Car 


WiILLow Run—Henry J. Kaiser, 
chairman of the board of Kaiser- 
Frazer Corp., who has announced 
that he will enter the low-price 
car field in 1950 (see story on Page 
23), will offer $200,000 for the 
right name for the new auto. 

Announcement of the name-the- 
car contest was made last night 
(Nov. 6) by Walter Winchell on 
his ABC broadcast for K-F. Large 
space newspaper advertisements, 
featuring the competition, will 
start breaking today in principal 
cities and will be scheduled reg- 
ularly until the contest closes on 
Jan. 15. 

Some 1,023 cash prizes, ranging 
up to $10,000—and possibly to $20,- 
000—will be given away in the 
contest. The grand prize winner 
will double his $10,000 windfall 
if his entry blank lists an approx- 
imate appraisal of his present car 
signed by a Kaiser-Frazer dealer. 

Money awarded to the contest- 
ants will be matched by the com- 
pany in donations to the Damon 
Runyon Memorial cancer fund. En- 
try blanks may be obtained from 
any of the 3,800 Kaiser-Frazer 
dealers in the U.S. 

This promotion also will receive 
heavy emphasis at the local level. 
Dealers have been supplied with 
store displays, banners and point 
of sale material in a kit prepared 
by William H. Weintraub Co., 
Kaiser-Frazer agency. 


Last Minute News Flashes 
MBS, Gillette Sign New 7-Year Contract 


New YorK—Mutual Broadcasting System has signed a new seven- 
year contract with Gillette Safety Razor Co., Boston, to broadcast 
World Series and All-Star baseball games. MBS has aired the games 


for the past 11 years. 


Miller Brewing Account Goes to Mathisson 


MILWAUKEE—Miller Brewing Co. announced 


its appointment of 


Mathisson & Associates here to handle its advertising, following an- 
nouncement of Klau-Van Pietersom-Dunlap Associates that it has re- 


signed the account as of Jan, 1. 


Hickerson Appointed by Fairchild Engine 


HAGERSTOWN, Mp.—J. M. Hickerson Inc., New York, now handles 


Fairchild Engine & Airplane Corp. 


merly had the account. 


Cecil & Presbrey, New York, for- 


Starts First Hi-C Campaign; Other Late News 


Juice Industries Inc., Dunedin, Fla., a Clinton Industries subsidiary, 
has launched its first national advertising of Hi-C orange-ade with 
color pages in Life and The Saturday Evening Post, through Maxon 
Inc. The product, introduced last February, will get a big push in 
magazines next year. e Premium test campaign in St. Louis by Charles 
E. Hires Co., offering plastic steins for 9¢ with each carton of Hires 
root beer, “has proved reasonably successful” and may be extended 
to other cities. N. W. Ayer & Son is the agency. e Park & Tilford, New 
York, will feature an “honor roll” of liquors and wines in full-page 
and 1,330-line ads in 50 markets late this month, through Storm & 


Klein, New York. 


Rosamond Lee, formerly circulation and advertising manager, Sur- 
vey Graphic, has joined the sales staff of D. H. Ahrend Co., New York 
publisher. e Coverage of election news on city and state contests will 
be sponsored tomorrow night (Nov. 8) on at least three New York sta- 
tions—WCBS, WCBS-TV and WOR. Sponsors will include F & M 
Schaefer Brewing Co. and United Fruit Co., both via Batten, Barton, 


Durstine & Osborn, and Loew’s Inc., 


via Donahue & Coe. 


Ronson’s “Twenty Questions” may be the first sponsored MBS tele- 
cast. Program is being tested for simulcasting over WOR-TV, New 
York, and may be carried later through Mutual, where it has been an 
AM feature for several years, if the network can clear the stations. Grey 
Advertising Agency handles this account. e “Mr. Fixit,” sponsored by 
Greystone Press, New York, will get a double network scheduling start- 
ing Jan. 7 when the 15-minute program bows over 49 CBS stations. 
Currently aired on 34 NBC stations through H. B. Humphrey Co., the 
program will continue on National after a short Christmas holiday 
hiatus, the number of stations being reduced to 24. e Third instalment 
of C. E. Hooper Inc.’s answer to A. C. Nielsen Co.’s “NRI News” of 
September will be mailed Nov. 10. Mr. Hooper is defending the “relia- 
bility of Hooper reports on radio and TV comparatively” from what he 
calls Mr. Nielsen’s complete “misstatement of fact.” 


Keep ‘Incentive 
Society’ Alive, 
Four A’s Urged 


Detroit—The possibilities of ex- 
panding the role of advertising be- 
yond its principal function of sell- 
ing merchandise were explored 
Thursday at the second annual fall 
meeting of the Michigan Council 
of the American Association of Ad- 
vertising Agencies. 

James Webb Young, vice-presi- 
dent and senior consultant of J. 
Walter Thompson Co., told council 
members and their guests that one 
of the additional responsibilities 
of advertising is to help preserve 
the United States as an “incentive 
society.” 


a Mr. Young said advertising men 
have: a_ special responsibility to 
furnish expert guidance and serv- 
ice to little business men, so their 
products will have a fair chance 
in a competitive market. He said 
advertising can and should have 


‘an important role in developing 


“sound consumption and saving 
habits,” and in awakening a great- 
er degree of social consciousness 
among individuals. 

John P. Cunningham, Newell- 
Emmett Co., addressing the coun- 
cil on “Postwar Copy,” expressed 
his belief that prize contests and 
giveaway radio programs have 
been overdone during the postwar 
period. 

He urged his advertising col- 
leagues to resist tendencies toward 
“familiar formulas and phoney 
patterns” and to seek, instead, 
fresh ideas in copy and layout. He 
said copy which gives the reader 
“more information” generally is 
the most effective. 


ws Sherwood Dodge, vice-president 
of Foote, Cone & Belding, discuss- 
ing “The Changing Scene in Me- 
dia,” said the greatest current 
need, in connection with the se- 


lection of advertising media, is ef- 
fective research which probes 
deeper than circulation figures, 
broadcasting measurement maps, 
magazine audience group studies, 
radio audience ratings and other 
standard reports. 

“What we need to know is the 
dollar’s worth of our kind of bus- 
iness in the audience of each me- 
dium we consider,” he said. “The 
best way to get this kind of infor- 
mation is to study the reading and 
listening habits, as well as the 
purchases, of the same people over 
a period of time. This means a 
consumer panel. It is the best 
method yet discovered of finding 
out the dollar’s worth of our kind 
of business in the audience of im- 
portant media.” 


Traffic Service Ups Wade 


W. S. Wade, with Traffic Ser- 
vice Corp. for more than three 
years, has been advanced to pro- 
motion manager of Traffic World 
and Transportation Supply News 
in Chicago. Mr. Wade also will 
continue to direct certain sales ac- 
counts on World Ports in addition 
to serving as prornotion manager 
of that publication. 


ABC Economy Wave Starts 


As part of an economy wave to 
shave its $3,500,000 current annual 
television deficit, American Broad- 
casting Co. will shift two stations— 
WJZ-TV, New York, and KGO-TV, 
San Francisco—to five-days-a- 
week programming. About 100 em- 
ployes will be removed in a pay- 
roll cut. 


Cottin, Gordon in Merger 

Louis M. Cottin Co. and Gordon 
& Rudwick, New York, have joined 
forces in a merger that gives the 
combined agency, to be known as 
Gordon & Rudwick, billings of 
nearly $2,000,000. 


Berkowitz Names Hillman 

Joel Hillman II has been named 
New York representative of Leon 
L. Berkowitz & Co., Philadelphia, 
producer of advertising displays. 
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Hits Publishers 
for Opposing 
Postal Rate Hike 


‘Subsidies’ Far Exceed 
U. S. Aid to Airlines, 
Donaldson Estimates 


Cuicaco—Postmaster General 
Jesse Donaldson wcrned the Na- 
tional Association of Postmasters 
here Thursday that his department 
will not enjoy the confidence of 
the taxpayers unless it is able to 
improve its “financial picture.” 

Appealing for an increase in 
postage rates, and for an end to 
posfal wage demands, Mr. Donald- 
son said a $900,000,000 increase in 
wage and transportation costs since 
July 1, 1945, has pushed the postal 
deficit to the point where it ap- 
proaches 35% of revenues. 

He bitterly criticized publishers 
and other mail users for opposing 
the $250,000,000 postal rate in- 
crease bill submitted to Congress 
early this year. 


a “Most of those who oppose the 
increased rates are opposed to ali 
forms of governmental subsidies, 
and the publications have carried 
editorials and articles over the 
years in opposition to government- 
al subsidies,” he said. 

“However, they find it necessary 
to disagree when the department 
proposes to reduce some of the 
generous subsidy that they have 
been receiving for the past several 
years in the form of low rates. 

“The position they take means 
just this: Governmental subsidies 
are improper unless they apply to 
me.” 


a Mr. Donaldson contended that 
second, third and fourth class mail 
users all obtain “subsidies” con- 
siderably larger than the much- 
discussed airlines subsidy. 

According to his estimate, air- 
lines receive “no more than $40,- 
000,000” of subsidy. He pegged the 
second class “subsidy” at $200,- 
000,000; third class, $129,000,000, 
and fourth class $85,000,000. 

He contended that low second 
class rates are no longer justified 
because the publishing industry, 
now in the billion dollar class, is 
well organized and no longer in 
the infant stage. 


m “It is in a large measure a com- 
mercial undertaking conducted 
with profit motive,” he declared. 
“It functions as a private under- 
taking and is no more a _ public 
benefactor than the grocer, the 
merchant, the hotel or restaurant 
operator, the druggist or any pri- 
vate business that renders an es- 
sential public service.” 

The publishing industry “would 
be in a far better position to exer- 
cise ‘freedom of speech,’ to which 
it is entitled, if the subsidies now 
accorded it were terminated,” he 
declared. 


Hoffman Organizes Agency 


Harry Hoffman, formerly direc- 
tor of advertising and sales pro- 
motion for the Ives-Cameron di- 
vision of Ameri- 
can Home Prod- 
ucts Corp., and 
previously for 16 
years with Ab- 
bott Laboratories, 
has organized 
Hoffman Adver- 
tising Inc., with 
offices at 100 W. 
42nd St., New 
York. The agen- 
cy will specialize 
in drug advertis- 
ing, ethical pro- 
motion, direct mail, visual aids, 
merchandising and other services 
in the ethical medical field. 


Harry Hoffman 
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Joyce to Make Men’‘s Casual 
Shoes in Puerto Rico 


Joyce Inc., Pasadena, Cal., has 
acquired the plant of the Puerto 
Rico Shoe & Leather Co., where it 
will manufacture men’s casual 
shoes to be marketed through a 
separate distributing company 
headed by Richard D. Graffis. The 
new line, which will not affect 
Joyce’s operations in the United 
States, will be sold under the trade 
name “Wm. Joyce.” Puerto Rican 
production will be under the super- 
vision of George C. Ford, vice- 
president in charge of production 
for Joyce Inc. First shipment will 
be scheduled for April selling. 


Hooper Joins Sales Statt 


George E. Hooper, formerly a 
field investigator and supervisory 
executive with A. C. Neilsen Co., 
has joined the national sales staff 
of the Bureau of Advertising, Am- 
erican Newspaper Publishers As- 
sociation, New York. Mr. Hooper 
will make his headquarters in the 
bureau’s Chicago office. 


Gets Two Insurance Accounts 


Rominger Advertising Agency, 
Dallas, has been appointed to han- 
dle the advertising of Gulf Insur- 
ance Co. and Atlantic Insurance 
Co., both with home offices in 


Dallas. 


Serving the 
Richest Market in the 
South's No. 1 State* 


4608 SETS IN USE AS OF OCTOBER 1, 19497 
SALES REPRESENTATIVES 


HARRINGTON, RIGHTER and PARSONS. INC. 


NEW YORK CITY: 270 Park Avenue 
MU 8-1186 


CHICAGO: Tribune Tower 
WH 4-0074 


Owned and Operated by 
GREENSBORO DAILY NEWS and THE GREENSBORO RECORD 


*Source: Sales Management's “Survey of Buying Power’’—1949 
tSource: NBC Research Dept. 
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 BEAVERITE PRODUCTS, INC. 
3S DE WITT STREET, BEAVER FALLS, NEW YORK 


Spot Radio Cost 


Per City Told 
in Estimator’ 


New YorK—Prices for daytime, 
one-time station breaks range 
from $1.50 in Brigham, U., to 
an average of $95.75 for network 
affiliates in New York. 

A one-minute daytime an- 
nouncement on the highest priced 
stations in 1,005 places costs $7,- 
499. 

Fifteen minutes daytime can be 
had (at the one-time rate) in 150 
markets of 100,000 and over for 
$7,979. 

This information is typical of 
the type available at a glance in 
the National Association of Radio 
Station Representatives’ new “Spot 
Radio Estimator.” Published Oct. 
31 in booklet form, the “Estimator” 
was prepared to “show the cost of 
spot radio anywhere in the United 
States for almost any kind of use.” 


a Three principal tables cover 
geographical groups, metropoli- 
tan markets and rates in 1,160 
places with one or more commer- 
cial AM stations. In each instance 
the highest, the average network- 
affiliate and non-network affili- 
ate rates are given. 

The table shown is accompanied 
by a formula for estimating fre- 
quency discounts and other time 


units and _ classifications—early 


SATISFACTION—AIl smiles following the completion of the “Spot Radio Estimator’ 


of the National Association of Radio Station Representatives, New York, are (left 

to right) T. F. Flanagan, managing director of the association; Richard C. Grahl, 

time buyer, William Esty Co., and Lewis H. Avery, president, Avery-Knodel, and 
chairman of the publication committee of NARSR. 


the cost of a campaign and also 
to determine how much spot radio 
a given appropriation will buy.” 


ws Emphasizing that selective ra- 
dio lets the advertiser decide the 
season of the year, the time of 
the day and the part of the coun- 
try best suited to his product, 
NARSR cites examples of the 
medium’s “enormous impact.” 

“It is the principal advertising 


Total Cost, One Station in Each Market 


at daytime, one-time rate 
(totals are cumulative) 


Places Population 30 minutes 15 minutes 1 minute station 

breaks 
35 500,000 and over $5,200 $3,434 $1,363 $1,156 
70 250,000 and over 7,850 5,191 1,975 1,726 
150 100,000 and over 12,133 7,979 2,874 2,531 
178 50,000 and over 13,289 8,736 3,100 2,743 
340 25,000 and over 18,971 12,374 4,161 3,673 
1,005 Total U. S. 37,729 24,263 7,499 6,495 
morning, nighttime, etc—than;medium of watch manufacturers, 


those listed. All costs are based 
on rates at 10 a.m. as reported by 
Standard Rate & Data Service as 
of July, 1949. 

An advertiser who is shopping 
for availabilities in the big popu- 
lation centers will turn first, how- 
ever, to Table II, which covers 
178 metropolitan markets in order 
of size of population. For each, 
the table shows the number of 
network and non-network sta- 
tions, population and three cost 
estimates (highest, network aver- 
age and non-network average) for 
four time segments. 


a Table III lists in alphabetical 
order, under states, the 1,160 
places in which AM stations are 
located in this country. The same 
detailed information as to num- 
ber of stations, population and 
cost estimates is given for this list 
as for the metropolitan markets. 
The place-by-place breakdowns 
are summarized in state totals. 

By turning to the regional table 
on Page 19, an advertiser or 
agency can get an idea of how 
much a daytime selective cam- 
paign of the time unit of his 
choice will cost in any regional 
division of the United States. 

In a foreword to the “Esti- 
mator,” the purpose of the book- 
let is explained: “To assist adver- 
tisers, advertising agency heads, 
account executives, media direc- 
tors and time buyers in making 
quick estimates of the cost of any 
and all types of spot campaigns. 
The flexibility of use and the wide 
variation in cost of spot radio are 
here organized into tables and 
formulas. From these we hope 


you will be able to figure quickly 


whose business has grown from 
$50,000,000 in 1940 to $150,000,000 
in 1948 for seven makers. 

“The largest spot advertiser 
[Colgate-Palmolive-Peet] is a 
grocery store products manufac- 
turer, who spends $5,000,000 a 
year. He started new products on 
the market with spot radio adver- 


tising and spot continues to be the 
primagy medium for the sale of 
such products. 

“The cigaret, which for the last 
three years has shown the largest 
percentage gain in sales [Kool], 
traces its gains largely to spot ra- 
dio. 

“A candy manufacturer [Peter 
Paul Inc.] starting only a few 
years ago spends $1,500,000 in na- 
tionwide spot news broadcasts. 


a “A great oil company [Esso 
Standard] uses spot news broad- 
casts as the backbone of its ad- 
vertising in a business running in- 
to $3 billion a year.” 

T. F. Flanagan, managing direc- 
tor of the representatives’ asso- 
ciation, under whose direction the 
“Estimator” was prepared, points 
out that this is the first time such 
a project has been attempted on a 
nationwide scale. 

“We feel that this comprehen- 
sive ‘Estimator,’ a much-needed 
tool, represents a forward step for 
the advertising business,” he said 

It is estimated that the associa- 
tion spent $10,000 on this project, 
the primary aim of which, of 
course, is to increase spot radio ad- 
vertising by lessening the load of 
the men who map selective cam- 
paigns. 
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Jigsaw-puzzle advertising production takes countless 
extra hours of a busy executive's time; adds worry and 
frequent disappointment to his load. It's never easy to 
effectively fit together separate pieces from different 
. When you use Faithorn 3-in-] service, you 
get complete advertising production all in one fine 
piece. You center responsibility for Typesetting, Engrav- 
ing and Printing. Write—or telephone WHitehall 4-2300. 
FAITHORN is the ONLY concern in Chicago 


that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 


IN COLOR PROCESS PLATES 


: FAITHORN mn 


400 North Rush Street + Chicago 
Telephone WHitehall 4-2300 
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George Slocum, New 
ABC Director, Dies 
of Heart Attack 


Detroit—George M. Slocum, 60, 
p.blisher of Automotive News, 
and newly elected director of the 
Audit Bureau of Circulations, died 
in Harper Hospital here Oct. 29 of 
a heart attack. 

Although not 
present in per- 
son, Mr. Slocum 
was the center of 
a vigorous elec- 
tion fight at the 
business paper 
departmental of 
the ABC in Chi- 
cago Oct. 20, 
where, as the 
candidate repre- 
senting the views 
of those who are opposed to pro- 
viding an occupational breakdown 
of unpaid circulation, he was 
elected as a business paper direc- 


George Slocum 


tor of ABC. 


Since ABC directors take office 
immediately after their election, 
Mr. Slocum was officially a mem- 
ber of the ABC board, and the va- 
cancy created by his death will 
now be filled by the board, prob- 
ably at its meeting in New York 
Dec. 2. 


w George Slocum, a native of Caro, 
Mich., was connected with the ad- 
vertising and publishing business 
all his life, having started in his 
father’s printing plant, which pub- 
lished the Tuscola County Courier. 

He came to Detroit in 1909 as a 
partner in the Brownell & Hum- 
phrey Advertising Agency, and or- 
ganized the Slocum & Trump agen- 
cy in 1912. His first real. publish- 
ing experience was with The 
Gleaner, a farm magazine, which 
he joined in 1915. Later he be- 
came publisher of Power Farming. 

After a hitch in the Navy in 
World War I, Mr. Slocum returned 
to Detroit and since 1928 has been 
vice-president of Capper-Harman- 
Slocum Inc., publisher of Michigan 
Farmer, Ohio Farmer and Penn- 
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The population growth curve of metropolitan Quad- 
Cities resembles a water bug’s view of the Cliffs of 
Dover . . . it’s UP, and at a sharp angle. 


Quad-Cities’ population has more than doubled since 
1930... . now exceeds 231,000. . . the largest population 
market in Illinois and Iowa outside Chicago. 


Combine Quad-Cities’ SIZE with its buying power 
(effective buying income per family $5,693) and you 
have a broad base on which to build volume sales. 


Market statistics are from 1949 Sales Management Survey of Buying Power 
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Les Johnson, V.P. and Gen. Mgr. 
Affiliate of Rock Isiand Argus 
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sylvania Farmer. 

He aided in the founding of Au- 
tomotive Daily News, first pub- 
lished in New York by Bernarr 
Macfadden. When the paper ran 
into financial difficulties, Mr. Slo- 
cum purchased it, moved it to De- 
troit in 1932, and changed it from 
a daily to Automotive News, a 
weekly. Subsequently he built it 
to 26,000 circulation and a domin- 
ant position in the automotive dis- 
tribution field. 


w Mr. Slocum served two terms— 
1937 to 1939—as president of the 
Advertising Federation of America, 
and was a member of the execu- 
tive committee of the Associated 
Business Publications. He also was 
president of the Detroit Adcraft 
Club, commodore of the Grosse 
Pointe Yacht Club, and an active 
member of the Rotary Players, De- 
troit Athletic Club, Detroit Board 
of Commerce, Harmonie Society, 
Scarab Club and the Old Club. 

In addition, he was a director 
of the Detroit Humane Society, a 
trustee of the Civic Light Opera 
Association, director of the De- 
troit Symphony Orchesira, and a 
trustee of the Village of Grosse 
Pointe Shores. 

He is survived by his widow, 
Mrs. Mabel Slocum. It is under- 
stood that Automotive News will 
be continued by the present staff, 
which ultimately will gain con- 
trol of the property. 


Haupt and Deane of 
ANPA, Fitz Hugh 


Die in Plane Crash 


New YorK—Among the 55 fa- 
talities in the worst civilian air 
crash in the United States last 
week at Washington were two staff 
members of the American News- 
paper Publishers Association and 
an executive of Charles Scribner 
& Sons, publisher. 

Howard C. Haupt, 50, since Jan- 
uary chain store sales manager of 
the Bureau of Advertising, Am- 
erican Newspaper Publishers As- 
sociation, was at one time an as- 
sistant economist for R. H. Macy 
& Co. Later he was advertising 
and merchandising manager of the 
Aer-a-sol division of Bridgeport 
Brass Co. He joined the ANPA 
in February, 1948, as an account 
executive on the national sales 
staff. : 


ws Raymond P. Deane Jr. was an 
assistant executive on the sales 
staff of the Bureau of Advertising. 
He had been with the organization 
less than two months at the time of 
his death. He saw five years of 
service in the last war, and follow- 
ing his discharge was employed on 
the advertising staff of the New 
York Post Home News before join- 
ing ANPA. His father, Raymond B. 
Deane Sr., is a former advertising 
executive of the old New York 
Post and a retired publisher of 
newspapers in Mississippi. 

Scribner Fitz Hugh, 45, was a 
grandson of Charles Scribner, 
founder of Charles Scribner & Sons, 
and was head of the educational 
book department of Scribner’s. He 
was with the company’s Chicago 
office for several years before com- 
ing to the New York office two 
years ago. 


WALTER F. ZIMMER 


Detroit—Walter F. Zimmer, 
founder and chairman of the board 
of Zimmer-Keller Inc., died Oct. 
26 of a heart attack while in Grand 
Rapids, where he had gone to help 
entertain distributors of one of the 
agency’s accounts. 

Mr. Zimmer, who was 68, came 
here from Chicago 30 years ago 
and established the agency. He was 
named board chairman in 1946. Mr. 
Zimmer had been under a physi- 
cian’s care since last summer, when 


he suffered a heart attack. 
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ACMA Reelects Officers 


Lester Austin, circulation mana- 
ger of the Nebraska Farmer, has 
been reelected president of the 
Agricultural Circulation Managers 
Association. Other officers reelec- 
ted are: Hugh Schnabel, Wallaces’ 
Farmer and Iowa Homestead, Des 
Moines, Ist, vice-president; Wil- 
liam Keyton, Family Herald and 
Weekly Star, Montreal, 2nd vice- 


president, and Jim Rogers, Pro- 
gressive Farmer, Birmingham, sec- 
retary-treasurer. 


To Doyle-Dane-Bernbach 

Mrs. Marian Hurley, formerly 
with Newell-Emmett Co., Alfred J. 
Silberstein-Bert Goldsmith, and 
Pedlar & Ryan, has been named 
space and time buyer of Doyle- 
Dane-Bernbach, New York. 
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Chicagonewspaper advertising during the first nine months (of 1949),” said C.R. 
Walgreen, Jr., pres., Walgreen Drug Stores. ““This was our largest commitment 
for any similar period and is an increase of 30 per cent over last year. As proof 
of the Chicago Tribune’s effectiveness for us, better than six out of every ten 
lines of Walgreen advertising have been concentrated in the Tribune. This 
represents an increase in the use of Tribune space of about 45 per cent over the 
same period of 1948.’’ At the ribbon cutting ceremony opening the chain’s new 
State and Madison street store, largest drug outlet in Chicago, were (1. to r.) 
Miss State Street, Joel Goldblatt, pres., State Street Council; Mr. Walgreen, 
Mayor Kennelly, Emmett C. Sweeney, store manager, and Miss Madison 


Street. (Adv.) 


-How do your 


dealers 


prefer to be informed about 


your consumer advertising... 


[] By salesmen’s visits? 


L] By 
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“Nobody Profits | THE ASSOCIATED BUSINESS PUBLICATIONS 

| Till Something 205 East 42nd Street, New York 17, N. Y. | 

| ‘s Sold” Gentlemen: Please send me your summary of | 

| adobe ABP’s latest dealer survey. 
This 32-page booklet 

shows you how to help NAME OOOO OEE HEHEHE HOHE HEHEHE HEHEHE HED 
your dealers ring up 
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[] By direct mail? 


You'll find the answer to this, and many 
other important questions in ABP’s 
nation-wide survey of 355 typical deal- 
ers. Some of the answers may surprise 
you. But they will give you a much 
better understanding of the most im- 
portant man in your whole set-up. Send 
for your summary of this survey today. 
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trade paper advertising? 
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“Through the traffic my store commands, through my own local news- 
paper advertising, through my radio and television shows, through my 
window displays, through my staff of sales personnel . . . I’m influencing 
and SELLING billions* of consumers! 


‘Please bear in mind that all your own selling effort does not materialize 
until a sale of your product is made over the retail counter. That's why it’s 
time to revise your thinking and see me not merely as a buyer, but as a 
SELLER of your product. I sell hundreds of products in my establishment 
and I choose those I want to push. In this role, I’m either your competitor 
or your sales manager at the local level. Which shall it be? 


“You determine the answer yourself by the kind of trade relations job 
you are doing on me. An adequate share of my power to move merchan- 
dise will always go to the manufacturer who consistently cultivates my 
loyalty and cooperation.” 


Manufacturers and their agencies in 10 consumer goods fields turn to the 
Haire Publication of their respective field as the best qualified for their 
trade relations job, because: 


The roster of retail subscribers is a merchandising ‘““Who’s Who” in their 
specialized fields, wielding a most powerful consumer selling influence. 
A single buyer-reader often has the purchasing power of more than a 
million dollars and the selling power to equal it. 


Each Haire Publication has always specialized in one field . . . provided 
the practical help needed by the specialized retailers of that field . .. 
fought for its interests .. . brought thousands of manufacturers, whole- 
salers and retailers together in mutually profitable association. That’s why 
it exerts the influence of friend, leader and spokesman and is the log'cal 


medium for your trade advertising. 


Get your share of the retailers’ power to move merchandise in behalf of your product. Enlist them as 


your local “sales managers” in 1950... 


*Over 23/, billions of people a year pass through America’s department stores alone. 


through the Haire Publication of your field. Send for complete data. 


ote ; ; sea Tae ainlese” ee meh, Fs ie Roary See a: \ is , if Rieg ie tua’) me 1) af ae et pes tee ae aly Wi Be es Ped, eS ie! See £ 
" a ae Aa ee AP Sees Pie see: see Cre Coe See tg os ea soy ees Saenger te apa ah Bess MEP ti ‘ ae “at Tnx? ee pe ae gue cer 
Se th See ee ee =. oles Bh) Sas. ae an pec > el he Tage Oe ees gs ie ae er gga ‘ily ae ae Pe a ee pe Lege ok ol + ee iP aay : i: aa ume 
eee ee ee ee a ee ee 5 Pt ee +e ee oa ere oe « oa Cee icl ts wh coe s. . oe 2 fo ae ne teas oa eae a tr se ales ee al 
So + pees Se ee ee a es re mee ee es te a’ Ly ane oy ee Te ea ae eae EI | callie radial 
Pitan eee a Soe Se > ee ‘ae Soe a ell SE a Aa A ee epee, > SE ee ee) oe. ii 2 Ses 5 OE Re Sn 
ah 3 as ; 7 : : 
eee ae ier: ie ae 5 TRS eaten ee ait ig Se age a sp eh eel fe ; a ee r p re, 12 ee eng is ey al i ae ee SVEN yl sy ames se eee es 
, eT * ia pa i lea eee A ee a dea og ee. oe La) | Cee emer Pe Re oe ce’ Se AS a ee ee 
‘ ' i ” Sa ie ee an Se Oe ee oe Re ee eae ie oe a oe mee RS. 
me ae “3 = enc Seer 5 : ie) = ae 3 : Dy : Z = ‘ hee ene 
Shi ae : : ene Nene eng a Paigies eRe ge =, ii RE ea Le 
a ee , % Siete : : 
a ie ee. ae ee putes oa ae " Sa Be aaa : is 2s A Ee cee ee 
ee ao ; ae Ss ae ‘ iat 
aes fers a Nh es tes SG 2 elie : le Bike ie 
ae 1 pe ee a te a Xe hy ~ ; 2 eo ea ae gets 
i | _ f= — i re | Bis 
: fee 2 » a : - ' sais 
sae ees : : eer ee ieee ; « - : , ? ies : 
eek cn ; : ee. ae mae i ; ec: eae ee ods 2 : eee en r ers oe 
ae ee , a ee , 7 . q &, ami i : ie | “apart. Rie ep tah PCRs Woe " 2 aoe = |. © : ; et 
r Moles 4 i : ied z me Sg a ee eee) me ye “hy Pars a ate J 2 
eee cas Br ee 2 ae _ ae ie RS ee PAN emma ee EA 9 hg nee ee | ce ee a sr. en eee or eee 
int Le -) ee Rey 2 eae gid eo MO es er eee ee og ae re ‘ ee 
Mr aa : oe fer ste : : ae dhe Sei. 4 2 a es x te : oc) ae 
vied ip as o een : " & ae E (oat m ce eee 
Pe, Ae ae ee ; q Tikes a; fy ’ 7 aaa 
ici iii ae Frey rq eee st ; ig see : 
, ied % : ee Be : ae fe, 
AR e a = od : pa — ; P 
i ee Ce a oe veel — en aa 4 ike mh a ate ‘ : F : i eb ae oe 
Wass 2 ee be \ . ‘ ee ee ee ee | a . ; = pater 2 } 
Lice ae ee tie SS eee _ "ae i Be a ot eee ee ee pee ee 
va i ian , ar ee “ a ee o) nee , oe an 
< 4 q és ‘ai ” q - ; ; — eats - 
; ‘ a o : ; a4 1 b 
7 . id os 7 i" ‘. 
7” ; i au a % ot 7 se ot v. 7 7 Ly a es . 7 2 . . 
ae: 2 ‘a \ ae i. es ; i's 5. aaa ple its ate a eee aa — 
i ee as. " . eee es ve at Bae. ie: ay eee ra eat eae cA 7 : a ‘ : +2 ' : : -. 
a 5 ik pe oe ial Se ‘ ERE te ae Lo ae ee ee Z care 
Pa eal . i . , oe : ae as ft. ‘ a ee 
ee eg ae rr. ’ ce ieee ae PR Se 6 nse ia al 
ae : j oa i , ; = ae Or, eee, é =a A oe a 
; eer. F ta bas x ‘ f F bai Fae ge: : i é Set = 
ae cee % ee ae : : a Ee ae : = E : 
Ae f-, ae $ 3 toe JA : a ee i: a. = arth: Niacin, ia. 
+ - oe 4 ve 4 : - “i , ; — —— tie, her Tt ee Re ae \ rie a) =a 
iid ron oe - ea = a oe Ee As : tien : eg se Oe ey Ci tee 
a. i ae Ben” pe i mmm, ie 
- , "a ‘> ‘ : F 4 ae . bias Ce ‘ ?S 80! 
a.  ' ie io > Vee } 
a oe 4 : = ? dol : 9 oe ef “a lic 
7 d : 2 a he : a nat i Z 5 deg dj _ o 4 a J -, ‘ nis. ae ie” er af : 
Ee ae i an ae. ae ie ee: ie i ae $ an 
a ; er > ae : ve _ Poe? gee ek & _ 
ore aie hs —— = ee ge ait Sa rr ; fae ok no 
“a sin ig = fi + ; » fn >) ae gta > ei ‘ ; : . oo SS. en - 
pace , i : 7 a ' re °F ae “ait fois er : a aes Ce tg MG ee, oink ey Cece NG a EN Rs ha Oe, 2 Re liane Niele Bale = ga 
ee : i h . F a wt iz mes ess ae Los nic ge ee a) meee: ad eG. eee, ee i eee) 2 eae See ag 
Ogos Ste il 4 ~ - Ee Me \ Lae ge aa ere hc ed ee ve] Sm 2 : ee Ra ene WE Ue Sy aan a pss or ie eek. — : 
ae aie ; ‘ <— ad ne 2 thei aay 5 t ah at oo fas aoe a ai ed cS sist fic ie oc la Mame eae at t a eects ti eee : ieee =e dli 
oa ne, ; eee r ri f % nets % aes. ee eee a a Se NR 62°) Say 3, SG I ag i Rg ah ie ot oe oer 
oats aS Pe ; ’ Ee i Bae > i OS aan poe 8 Ms. ‘ie Sy a ee rere YR rely ae Ng ee, ea Cal 
et : be m ae tee neptog yee See rere Peer 3. eteietees er Se ee gee — 
a : ee ae preven 2 a | es 
ar se it . _§ sella See eee my q - - a ig r ’ ’ 
-_ . " bag Se ig ee qj é : : ti 
“call os 2 ie RP te: “ P, Pe | y i 
8 a 7a oo oe oct: et a hii das ; fe ov 
‘ ; 2 oe re oe CS mie oe ta reer Peet. ae for 
A oe : ao a EE eee ene a oe . } « Sida 
TOs _ ie pee . Ee ae ae ee : — 
Aisa a he ee ES ‘ sitet: wa SEme SS ai..." ie = meme. +, ketene 
Se ees a ae Ss ax, ba oe ik. i 2 eae) Foor un 
Lamhe ery + ee | Ow eee Se : ; es ieee AS Ts in er e ey tee 
Tete Pe a a ee ee ee : ee. ee ch; 
ee a C p bs 7 6 lal ¥ a Hea a ee eS AN cee ORE > a eR = Pe. oo eee d' 
Pr . de ee eee -— e » * ee ‘ a ‘ eich | 4g eT iN ip ea ee ee hes aa Ss ee , oe . ; Suny: A aha ee ‘ a 
£8 daca ® = Wid mie » Jo Sa BG: «cheatin epee) a lee Toe haa ati Sgemeeenh,: eae ee cane mat 5 Rees» Ow be ea aa ee lok : ae... (seeing F 
~ a oe , eo Ape ‘aati ie tin oo ee ar. | ae Wie ice a Se eee en Co 
Oy ka ane ; ee ie i Gees eo... wee Pe i a se oO 3 a : 
es fee % iis. . ; rae So a a OE) a ee \ sees Soe a Sit... tee ae ing 
Smog: - ; a 2 ne ee OUT as Eee {> een sy tial i ace a Sages Te io aa oe me.” 
hae | fee iy on fh ae Te es Be ig Nag ee eee. es eee ey aR we er re to. ae Diag eae 
ha ‘eae P mee ES Lae eae! ~ sales 2 rca Fe sewed, faa eam CR ele OR ae a ee x OE a sod getaae anae 
Re ae Pe: SS EE ls ve ae |: ne ere ee ye 1 Sy iy alk gi ca 
eae S ee Gr” ae Weg ne en | 
eo, eter Eo = — ae . ee oa et ere pe one ee ! ik Per ats ¢ septa a! ou ais ~ igs Sree an os ee a at oS os aa toa 2 
ea oo: | 80 
be ti. *. . 
= =o tio 
: a eas - 00¢ 
ie ae b ce ° la t 
as try 
rer 
ing 
vic 
py f 
cor 
iia f 
a ee a aa of 
oS atic 
es ee Elc 
aS x str 
ag heey 
Rites anc 
ae to 
eS 7 
oe ize 
renee 
ae the 
erm: > 
Sich ged Cay 
eo a i 
: : du: 
eee ins 
teers. ; 
attra O1 
Se oaeroi op 
“Ton ea an 
mS | ai: & 
ce. miaey: 3 nov 
Sive 
= : (AJ 
oe is 
oe ee t 
bys 2 
ha? al 
a 
tee a ‘ 
ae > = 
i 
eared OP 
1 I * 
< ae p 
ae th 
See v 
aes se 1 7 
G nos Ass 9 gwi0 no cunt ’ 
: sy ) <\cS Pac) AND ow + a Ai. eh nov <\cS zen 
iid an N ES N ral 3 1s en Ss G S 3 : 
eee yst fies owt FUR ADISING s 00" ROCKER nt corse AR wen WEAN rg RENE AANDBAE  sonieS worre goo? ont ne cost crmies P oj 
eps wor’ ae worerot™ nes oF fos Rw prt . ace : AN RE 9 ; 
aga ~ we Z +) . nV) m\\o 3 < er ES = aN eS , 
—— ”, ns goa Oy or YK ws : VEX Mi: com 
ce, “agg ™ a; S TRS ok TR oS. BY es Be wed /// Be 1M MR) 
ae Se EK | a ege SY WS TTRREI NS PRY Hy), KRING - RORY IPQ Y Ae ORLA SR NEON / OME M 
er - SSG RSS Mie TROD ( SMM: GRY: 9] Sa aN ‘ Z URN eH ENS 
= roe ae 
onh 
sae . 4 j in | 
ig THE me PUBL Y 7 
lane slg ; a ye | 
ie é ” Py gerne a . . i; 
ei ’ ’ 
inet 
en Pe oes , 5 ; ‘ . ' mee “a. 
co fl Cae ee ie es ar MG Se shee Ome dt 2 ith Steae f aie Fy ety oy ney s, ra We , raed Dek pee “hy St he =f oP ab. Sr as Rk ee an ¥; ue 5 : : as pas cae : . ¢ "Malco 2 sid Ea oe 
3 ; ‘ ’ SR Meet, ea PEATE Rae NM eaict oe Hae Ode LP Meal SNe ae in eae pe pues SOE Atal Scie gece gee cee iain te ie bad poo a 
PF 2 mn oe RE op pase. Te ees. ae ee 


